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EVERY MONTH — [for years— greater and greater 
numbers of women have eagerly bought Ladies’ 
Home Journal because they’re interested in what’s 
in the Journal. And now, for the last three months of 
this year, Journal average circulation will go past 
6,000,000! 


ADVERTISING MEN are interested in what they 
vel out of the No. 1 magazine for women. To them, 


«, 
FOR THE 


Ladies’ Home Journal means business. That’s why, 
in the first 9 months of 1959, the Journal gained 52 
advertising pages—a 17°: revenue gain —over last 
year. That’s also why the Journal continues No. 1 
in the Food, Drugs and Remedies, and Home Fur- 
nishings fields and many others. Predictions are high 
for the next year, too. It’s because womanpower plus 
Journalpower equals salespower. 


A()| MAI Never underestimate the power of 
Vil 
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NO. 1 IN CIRCULATION * 


the No. 1 magazine for women... 


“JOURNAL 


NO. 1} IN NEWSSTAND SALES x 


NO. 1 IN ADVERTISING 


Is advertising 
keeping up with 
the customers? 


The brain that can find a lost meson 
or send a monkey into space is 
going to get pretty fidgety if it tunes 
in advertising that was aimed at a 
less informed and more naive gen- 
eration. 


But mental maturity isn’t con- 
fined to a few thought leaders any 
longer. 


The number of persons, ages 5 to 24, who are 
in school has risen from 26 million to more than 
45 million since 1940. During the same period, 
the percentage of people over 25 who have com- 
pleted four years of college has nearly doubled. 
And it is estimated that by 1970 there will be 
11 million college graduates in this country. 


If advertising hopes to sell to the 
consumer of the ““Grown-up Sixties’, 
it needs to do a little growing aip on 
its own hook. 


In the Sixties, more than ever be- 
fore, advertising that talks down to 
people will wind up beneath their 
notice. 
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You can join the long list of 
advertisers who are harvesting 
sales through advertising in 
Rockford’s daily newspapers. 
Automotive advertisers in the 
first six months, for instance, in- 
creased their linage in these news- 
papers 33-1/3% while the rest of 
the state showed a decrease. The 
rich Rockford market (No. 1 in 
Illinois outside Chicago) had over 
$25 million in retail sales during 
May .. . and even greater sales 
may be expected in the months 
ahead. Be sure you get your share! 


Write for Tear-Sheets of 
Latest Test Campaign 


ROCKFORD, ILLINOIS 


Fost Tear City 


IN THE MID-WEST 
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WHOSE TEAM ARE YOU ON? 


You may be playing for the competition if you don't 
remember that customers—like women—have to be re- 
minded that you love them. Page 82 


YOUR COMPANY’S ‘PERSONALITY’ IS SHOWING 


It may not even be the true personality, but if it’s what 
the public feels about you it can help or hurt your sales 
picture drastically. So make sure you're not like Airline Y 
—with services practically identical to X and Z, but 
strangely handicapped by a “slightly shabby” public 
image. Page 33 


THOSE SMUG SALESMEN FROM SPALDING ... 


. weren't so smiley a while ago when the “mystery 
golf ball” invaded their market. But the old assurance 
came back fast after A. G. Spalding & Bros. revealed 
its secret in this novel new-product advertising campaign. 

Page 36 


THE CALL FOR ‘SABRE’... 


. . . brings Reliance Electric and Engineering Co. execu- 
tives running to join salesmen. Here's a program of top 
brass-sales cooperation that pays richly in improved cus- 
tomer relations, more effective sales operations. Page 112 
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WY) frequent 
travelers 
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investors 
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owners 


sell a quarter 
of a million 


DOCTORS 
every other 
week in the 


AMA 


SWS 


Jhe Dotter: own Newspaper 
Published by the 
American Medical Association 


535 North Dearborn St., Chicago 10, Illinois 
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Make your 


Whether it's 
a barometer 


BUSINESS 
GIVING Fir 


n ‘59 mometer and 
humidity indica- 

tor that shows com- 

fortable air conditions 

. more than 40 
models from which 
to choose. The 

gift that is 

just right for 

your business 
friends... 


SIMPLE and 
PRACTICAL 
whether it's 


} 
REMEMBERED 
for home or 


and office, individ- 
APPRECIATED (iia nae 
whether it’s for 
wall or desk, smart- 
ly modern or gracefully 
traditional .. . 
Airguide instru- 
ments are distinc- 
tively beautiful, 
lastingly useful, 
accurate and 
guaranteed. 
Write for full 
color catalog. 


WEATHER 


INSTRUMENTS 


Top Specifier of 
PLUMBING 
EQUIPMENT 
is the 
CONSULTING 
ENGINEER 


The consulting engineer is your key 
to a greater share of the market 
for plumbing equipment used in 
commercial, industrial and 
institutional buildings. 

An independent survey, just 
completed, shows that 70.2% of 
the consulting engineers we serve 
have from 70% to 100% 
responsibility for specifying the 
brand of plumbing equipment 
(faucets, 7 flush valves) on 
projects they handle. 

Complete findings available. 
Write for “Plumbing Equipment 
Research Report”. You may be 


sure your competitors will! 
CONSULTING 
ENGINEER 


Wayne near Pleasant Street 
St. Joseph, Michigan 


Sell the Men Who 
Write the Specifications 
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Investing *70 Million 
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in Milwaukee Area 


Exciting things are happening in Milwaukee 1 04 New Supe 


grocery business. Nine great grocery 


organizations are building stores, shop - ; Built or Planned 


ping centers and ever bigger warehouses in 


a race to get a bigger share of the vast growth in Past Year 


potentials in the Milwaukee retail market 
Several of these giant food marketers 
have doubled their business in five 
years, and expect to double it again in 
the next five years. A new entry in the race in the past year, Red Owl Stores, Inc., has 


five new supermarkets in operation and many more planned. 


These expert food merchandisers know the growth and profit picture in 


M te +h, Milwaukee. They get a growing share of the business by concentrating 
TTT VuaT p— aid . . . 
ND eee ee : 9 out of 10 advertising dollars in the newspaper read in 9 out of 10 


homes in the metropolitan area. You can share in the growth of your 


major outlets here by using dominant 
but economical space in one newspaper— 


Expanding in Milwaukee shes The Milwaukee Journal 
Siliten-Retigee pes y , Second in America in General Grocery advertising 
National Tea Red Owl 


Godfrey Sentry Roundy Red Bell 
Halan's Kohl's (| 
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In Philadelphia nearly everybody reads The Bulletin 


The Evening and Sunday Bulletin, Philadelphia 


ADVERTISING Orrices: Philadelphia * New York ¢ Chicago 
REPRESENTATIVES: Sawyer Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
FLorwa Resorts: The Leonard Company * Miami Beach 
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NY I EDITORIALS 
Live 


How Often Should Salesmen Call? 


If it is custom in your industry for salesmen to call on the 
trade every eight weeks, how do you know this practice is 
sound? 


The accepted call-frequency may be every four weeks, or 
only twice a year in your industry. But whatever the current 
practice is, it might be a good idea to reexamine its soundness. 


Perhaps there is a moral in the following example. 


Brand women’s wear is a highly competitive field. In this 
case, two companies have dominated the field. Their skillful 
use of advertising has built brand acceptance and loyalty. Four 
years ago a well-heeled newcomer decided to offer a competitive 
line, generally at higher prices. This company, too, has used 
large amounts of advertising skillfully. 


The newcomer took a fresh look at packaging, at promotions, 
at advertising, and at salesmen’s call-frequency. The company 
has built up a force of 200 salesmen who schedule their calls 
every four weeks—instead of every six and eight weeks, which 
had been industry practice. 


The dollar volume that once was booked in eight weeks is 
now being received every four weeks, in many territories. The 
vice president in charge of sales credits the performance to the 
doubling of calls. 


This sales performance in no way affects the company’s need 
for huge amounts of advertising, packaging, promotions, or a 
fine product. In fact many a sales executive could learn a great 
deal about integrated marketing from this vice president in 
charge of sales. 


This v-p does not indulge in fanciful discussions about adver- 
tising making salesmen obsolete, nor is he so in love with 
leading his 200-man sales force that he ignores advertising. 
He describes his total selling efforts as “calculated, aggressive 
selling.” 


If you do not reexamine the soundness of the call-frequency 
in your industry, you may find a competitor coming in from 
another industry, or another part of your industry, who will do 
it for you. 


Why don’t you pick at least one sales territory and vary the 
call-frequency? You might ask your salesmen for volunteers. 
If they succeed you will have enthusiastic field men to help 


hi Ziel 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highwoys 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


Em 8=©6oe 


FAST 
FOOD 


630 THIRD AVE. 
NEW YORK 17, N. Y. 
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LET’S DISH UP 
SOME BRASS TACKS! 


Look at the record! In the recent past, three different 
services — ARB, NSI, NCS No. 3—have pointed to 
WHO-TY as the top station in Central Iowa. 


NCS No. 3 gives WHO-TV more daily circulation in 
57 counties than any other station, daytime and night- 
time. In the NSI Report for 27 lowa counties (March, 
1959) WHO-TV delivers more homes in more quarter 
hours than any other station, Finally, ARB (see below) 


proves WHO-TV’s hometown popularity. 


One of the big reasons for this outstanding showing 
is WHO-TV’s star-studded library of film packages*. 
Films from this great library are featured eack weekday 
on WHO-TV’s Family Theatre (Noon-2 p.m.), Early 
Show (4:30 p.m.-6:05 p.m.) and Late Show (10:30 


ae 


p.m.-Sign-Off). WHO-TV 4, 

Be a ae poling mpc a a | WHO-TV. * 

rass tacks about - — Dy all odds, the bes if ¢ a 
in Central Iowa television! i] bce att de 

; roe 

**eeeeneteneteeeeeeeee r : WHO-TV 
Tad 5 & NTA “Chaspopan!” "Recher Bo" “Drsams” "Looe WHO-TV 
view . mA — lho Momgyr A "2 p- S eee “me WHO-TV 
perial Prestige’ t% ABC's "Galaxy 20" and others. WHO-TV 
*eeseee#teee#e e*eeee#ee#e. WHO-TV 
ARB SURVEY WHO-TV 
METROPOLITAN DES MOINES AREA : WHO-TV 
(March 16-April 12, 1959) WHO-TV 
FIRST PLACE QUARTER HOURS 4 WHO -“TV 
Number Reported Percentage of Total WHO -TV 


1-Week 4-Week 1-Week 4-Week 


WHO-TV 233 227 | 50.0% | 48.7% 

Station K 186 197 40.0% 42.3% = 

Station W 27 42 6.0% 9.0% 

% : aS Se Channel 13 + Des Moines 


NBC Affiliate 


WHO-TV is part of Central Broadcasting Company, 
which also owns and operates 


WHO Radio, Des Moines; WOC-TV, Davenport 
; om Griffin, Woodward, Inc., National Representatives 
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you sell the program to your other men. Then, too, you might 
look at call-frequency as it affects your relations with consumers. 


The consumer may be annoyed when your brand is out of 
stock. Consumers usually find one or more brands acceptable 
as a substitute, however, so a retailer’s out-of-stock situation 
may be only a temporary annoyance. Likewise, the retailer, 
handling competitive lines, may be only temporarily annoyed 
by the failure of your salesmen to call as frequently as he is 
ready to buy. But until you experiment on salesmen’s  call- 
frequency you are uot in a very good position to know that 
your salesmen are calling frequently enough. 


New Strength of Private Brands 


One of the facts of life in the food business is the present 
strength of the private brand. 


“Private labels are increasing in numbers, expanding in kinds 
of products, and growing in strength,” reports McGraw-Hill 
Publishing’s Food Engineering magazine in its August issue. 
“Every indication points toward a continued overall growth of 
chains’ private brands.” 


This four-page report is well worth studying even though 
you may disagree with both the magazine’s premise and its 
conclusions. 


It is Food Engineering’s contention that consumers now place 
as much faith in the reliability of the store as they do in the 
brands. This gives the chains, which have more than 37% of the 
food volume, an armlock on the brand name manufacturer. 


“Marketing freedom for many manufacturers pivots on which 
way the chains turn the merchandising valve,” declares Food 
Engineering. “If the valve is open, advertising functions effi- 
ciently. If it’s closed, greatly increased budgets become neces- 
sary to maintain brand position and sales volume.” 


Brand name manufacturers have a selfish stake in maintain- 
ing consumer recognition, and hopefully, acceptance and pref- 
erence. We are all familiar with the basic arguments in favor 
of manufacturers’ brands. But why don’t you tell us which is 
working best for you now? We'll all benefit from this exchange. 


Your Daughter Marry a 6-Footer ? 


“The 6 foot 4 inch boy is not uncommon anymore,” declares 
the housing director of Northwestern University. 


Beds in the new men’s dormitory will be 6 feet 8 inches 
instead of 6 feet 2 inches. The bigger beds are not just for 
basketball players, either. “The average male student gets bigger 
every year and big boys need big beds,” explains Northwestern’s 
housing director. 


Well-fed, well-cared-for Americans are getting heftier. Have 
you adjusted the sizes of your products to fit? 


% 


FORMS CLOSING 


For 5Q"' Golden 
Anniversary Edition 


You just have enough time to 
prepare your advertising copy 


| for the 50" Annual Edition. 


Through Thomas Register you can 
insure complete coverage of your prod- 
ucts in the industrial marketplace. You 
can take advantage of the unmatched 
| potential for buyer response...for direct 
Conasiveion to your sieddden 


Inquiries that result in sales are born 
|in Thomas Register. Proved by inquiry 
| results from over 12,500 annual TR 

advertisers. 


Call your TR representative 
today! 


Write for 
ABC Statement 


Industry's No. 1 Publication 
because it's 
Industry's No. 1 Marketplace 


Thomas Publishing Company 
461 Eighth Ave. « New York 1, N.Y 
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“T don’t know who you are. 
I don’t know your company. 

I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 


I don’t know your company’s record. 


I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 


MORAL: Sales start before your salesman calls 


—with business publication advertising 


ott®e 


> *%, 

. ° 

“ : 
. ° 
“uyat 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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ROCK ISLAND + MOLINE + EAST MOLINE + DAVENPORT 


FIRST 100 MARKETS 


NEW MARKET DATA 


EMPLOYMENT HIGH, Employment in 
this Group B labor market now meas- 
ures over 104,000. Employment will re- 
main stable or rise slightly through 
September, according to current fore- 
casts. Unemployment is the lowest in 
six years. Job opportunities remain 
slightly in excess of job seekers. 


LARGER EBi. Quad-City Effective Buy- 
ing Income is $6402 per household. Area 
total EB! is $536 million, an income 
increase of 33 percent since 1950. 


CASH INCOME STRONG. Quad-City In- 
come per household is 8.6 percent above 
the national average. Sixty-two percent 
of the Quad-City households are in the 
$4,000 to $10,000 income bracket. 


RETAIL SALES INCREASE, High Quad- 
City employment is reflected in a strong 
surge of retail sales, particularly in the 
Illinois sector. May figures for Rock 
island County represent an increase of 
7.7 percent over one year ago, and 
nearly 10 percent above the preceeding 
month. Retail sales total in the Illinois 
sector was $15.5 million during the 
month of May. 


GET YOUR SHARE. The Moline Dispatch 
and the Rock Island Argus cover the 
INlinoig sector of the Quad-Cities (56% 
of the population) with effective daily 
penetration (88%). Address’ Harold 
Swanson, at either of these Illinois 
newspapers, for complete market data. 


Quad-Cities Largest Combined Daily Circulation 


MOLINE DISPATCH 
ROCK ISLAND ARGUS 


Met'l Repr. — THE ALLEN-KLAPP CO. 


CORPORATE CLOSE-UP 


af 


Hoover Tries for Another Market Clean-up 


A barrage of national advertising in the coming weeks will serve 
notice to both the housewife and the appliance marketer that The 
Hoover Co. is out “to pre-empt” a vast new market. The company 
is first to hit the market with a new electric floor washer aimed at 
making life easier for the nine out of every ten women who scrub 
or mop their own floors. 


The floor washer — an upright machine similar to Hoover’s vacuum 
cleaner — wets the floor with fresh water and detergent, scrubs it, 
then automatically vacuums up the water to leave the floor clean 
and dry. It culminates three years of research and development. 


“This is a very good example of the marketing concept at work,” 
says Victor P. Buell, manager of Hoover’s marketing division. “First 
we determined the consumer’s needs; now we are answering those 
needs at a price ($79.95). This involves market study, engineering, 
production, pricing, distribution, advertising and selling.” 


Buell explains that “first we studied the market. We analyzed 
housewives activities . . . found that 89% of them scrub or mop 
their own floors. Only 11% hire someone else to do it. We estab- 
lished the need for a floor washer before actually developing one.” 


Once developed, the floor washer was market-tested in ten cities 
representing a cross section of the country. “This gave us some basis 
for making forecasts of our prime market,” says Buell. “Eventually, 
not overnight, this product will be a standard household item. It 
has the potential of the vacuum cleaner — almost one in every home.” 
And, the vacuum cleaner is still the backbone of Hoover’s sales, which 
totaled about $50 million in the U. S. alone last year. 


“We're backing up this new product with a million-dollar trade and 
consumer ad campaign beginning this week and extending through 
December.” Buell notes this is a “substantial outlay” for Hoover. 


The ad campaign will use television extensively, including a TV 
spectacular, network programming and spots in 25 major markets; 
color and black-and-white pages in nine national magazines; news- 
papers, outdoor posters, and trade and co-op ads. 


“We're going into national distribution overnight,” Buell exclaims. 
“Floor washers have been flowing off the line for months at our new 
$2-million plant [at company headquarters in North Canton, Ohio] 

Regular appliance outlets that carry our vacuum cleaners, floor 
polishers and steam dry-irons are well stocked with floor washers . . . 
There'll be plenty of consumer demonstrations.” 


In spite of these intensive preparations and promotions, says Buell, 
“we know that it still takes time for the public to get acquainted.” 
And he adds, smiling, “but we also know from experience that the 
first company on the market with a new product that fills a real need 
has the chance to pre-empt that market.” 


The floor washer, introduced 51 years after the company’s vacuum 
cleaner, is the result of a product diversity program instigated by 
H. W. Hoover, Jr., when he took over as president in 1954. The 
company is also “actively researching other products” which will 
reflect Hoover's policy that “the place for us is in the home-cleaning 
and home-care field.” Neither the housewife nor the competitor 
can deny it. 
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no slide-rule 
genius required 


During the next seven days no possible combination of PARADE . .. The 
‘ 4 A Sunday Magazine 
current weekday magazines will reach as many families section of more than 


60 fine newspapers 


in more than sixty key market areas, as next Sunday’s... Parade) wis: 


homes every week 
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Frank J. Reynolds has had one of industry’s most ver- 
satile careers. As an architect, he supervised the archi- 
tectural phases of the world-famous Holland and Lincoln 
Tunnels between Northern New Jersey and New York 
City. His administration of the Western Electric Com- 
pany’s war-time radar. contracts with the U.S. Navy won 
him the Navy Department's Commendation for outstand- 
ing performance. As Executive Vice President of Stavid 
Engineering, Incorporated, he coordinates the design 
engineering, manufacturing, and sales operations of a 
company whose intricate electronic systems find essen- 
tial applications in missiles, gun-fire control, drone 
aircraft, bombing systems, and other priority: projects. 


How an architect-trained 
industrial executive 
looks at the catalog problem 


Reports Frank J. Reynolds, Executive Vice President of Stavid 
Engineering, Incorporated: 


@@To anyone trained in the architectural profession, manufacturers’ cata- 
logs and Sweet’s Catalog Service are practically synonymous. Through 
some happy perception, the great majority of manufacturers who supply 
the Building Industry long ago realized the value of making their cata- 
logs available in such classified, indexed, and bound collections as 
Sweet’s maintains in architects’ offices. The result, in terms of time and 
trouble saved by the Building Industry in comparing and selecting 


needed products, is an immeasurably valuable asset. 


“At Stavid, we are largely design engineers and production people — 
but our needs for the buying information that catalogs provide are also 
acute. Nothing could be more valuable than access to the same kind of 


comprehensive Catalog Files as those that serve the Building Industry. 


“Sweet’s Product Design, Plant Engineering, and Machine Tool Catalog 
Files are in daily use in our organization. Manufacturers whose catalogs 
are instantly available to us in these Files cannot help but benefit. The 
availability of many more manufacturers’ catalogs in these Files is, | 
think, an evolution in industrial marketing which should be accelerated 


as rapidly as possible.99 


SWEET‘'S CATALOG SERVICE 
Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18 
Service offices in principal cities 


Sweet’s helps you market—the way industry wants to buy 


New Light 


on the Strength of Newspapers 
in Delaware fines U.S.A, 


ses 


‘ 
‘  cdateny geites bP k 
ane Pemglte ’ 


' Sindlinger & Company—independent analysts of peo- 
ple’s actions and reactions to products and media— 
interviewed 20,701 Delaware Valleyans in the course 
of continuing surveys used by leading manufacturers, 
advertising agencies and media. Among questions asked 
were several relating to newspaper reading habits here. 
The Inquirer asked that the raw data, still unprocessed, 
be tabulated from the Sindlinger files. The facts below 
were uncovered from the year-long study completed 
on December 29, 1958. 


On an average weekday in Delaware Valley: 
Daily Inquirer delivers Daily Bulletin delivers 


1,406,000 total adult readers 1,410,000 total adult readers 
739,000 adult male readers 694,000 adult male readers 
667,000 adult female readers 716,000 adult female readers 


On the same average weekday in suburban Delaware 
Valley: 
Daily Inquirer delivers Daily Bulletin delivers 


706,000 total adult readers 542,000 total adult readers 
359,000 adult male readers 269,000 adult male readers 
347,000 adult female readers 273,000 adult female readers 


"See ees @ A 
oeeey 3 


In Delaware Valley suburbs, The Inquirer covers 62.8% 
of adults who read a major Philadelphia daily (Bulletin: 
46.7%). In the suburbs, 593,000 adults read The 
Inquirer exclusively—they do not read the Bulletin 
(Bulletin exclusively: 429,000). The suburbs account 
for 58% of the market’s total retail sales! Beyond 
Philadelphia’s city limits, people make more, spend 
more ...and read The Inquirer more. Doesn’t it make 
sense to start with the newspaper whose un-duplicated 
readers live in the richest part of the market? Then 
your first choice in Delaware Valley must always be 
... The Inquirer. 


For all the facts, all the figures, send for the extract of “Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 


The Philadelphia i 


Good Mornings begin with The INQUIRER 
for 1,406,000 adult daily readers 


NEW YORK CHICAGO DETROIT SAN FRANCISCO 
ROBERT T. DEVLIN, JR EDWARD J. LYNCH RICHARD IL. KRUG FITZPATRICK ASSOCIATES 
342 Madison Ave 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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—=-SIGNIFICANT TRENDS — 


Marketing News as Viewed by the Editors 


The Leisure Market—Everyone’s Competitor 
Look to the booming recreation market to lure 
away more and more consumer dollars from other 
markets—maybe yours. As boating, bowling and 
barbecuing attract increasing millions of Ameri- 
cans, marketers of many products will find the 
competition getting tougher. 


The leisure market, for example, has already made 
quite a dent in the appliance business. Although 
appliance sales have gone up 11% in the past five 
years, the major appliance share of consumer 
spending has dropped 14%. 


The reason is pinpointed by John W. Craig, v-p 
and general manager of Westinghouse’s Electric 
Appliance Division. Blaming “exaggerated price 
merchandising,” Craig points out that “we have 
seen more families become boat-owners than own 
dishwashers, garbage disposers and room air con- 
ditioners combined. And yet 15 million homes 
have extremely obsolete refrigerators and 90% 
of all refrigerators require the homemaker to 
defrost them.” 


Advertising price wars among appliance retailers 
have degraded the product and confused the con- 
sumer, says Craig. Because local ads fail to em- 
phasize anything except low price, many poten- 
tial customers are unaware that the old appliances 
in their homes are obsolete. 


The 1960's? ‘Not as Advertised’ 


So says Charles H. Brower, president of Batten, 
Barton, Durstine & Osborn, Inc. “I think that 
you can make a lot of money betting that the 
sixties will not be exactly as advertised.” 


History proves it, says Brower. “The century 
started brightly, but the depression of 1907 upset 
the first ten years; World War I messed up the 
second ten; the stock market crash set back the 
twenties; the thirties were hardly on their feet 


when Hitler marched through Poland; much of 
the forties was spent waiting for the post-war 
adjustment that everyone knew about, but that 
never really came; and nobody but nobody imag- 


ined the prosperity of the fifties.” 


Marketers who keep their eyes open and stand 
up on their toes ready for anything, are going 
to survive and prosper—and even enjoy the battle 
of the sixties, says Brower. 


‘War Babies’ Come of Age 


One prediction for the 1960's that you can count 
on is the coming-of-age of the “war babies” of 
the 1940's. 


The nation’s young adult group (21 to 29 year 
olds) will spurt up 12% from 1959 to 1965, while 
total adult population will rise only 7%. Add 
these new young wage-earners to the outlook 
for continued national prosperity and you create 
a vast new market, with its special characteristics, 
to begin planning for. 


One company anticipating this big market of 
young adults is National Distillers Products Co., 
marketers of Old Grand-Dad bourbon, Gilbey’s 
gin and vodka, and many other brands. National's 
Benjamin W. Corrado, v-p of market research, 
expects the boom in young adults (who drink 
more often than older adults) will be a big boost 
in liquor sales. 


Big Buyers: Top 50 Cities 

Speaking of liquor, a recent survey conducted for 
Time magazine pinpoints some characteristics of 
the liquor market that could be of interest to— 
or even apply to—marketers of other products. 


° The top 50 metropolitan markets account for 
70% of total national sales. 


¢ The market for “prestige” products is even 
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SIGNIFICANT TRENDS —\continved) 


more highly concentrated in the top 50 city mar- 
kets—80% of all Scotch and brandy, 77% of all 
Canadian whiskey sales. 


* “Regional sellers” are on the decline. All top 
metropolitan areas are becoming prime markets 
for all product types. 


Big Packages Boost Sales 

Could you boost your product’s share of market 
by introducing a “Giant Size” package? Or a 
“Large Economy Size”? The latest news is that 
the answer may be yes. 


Large packages are definitely on the upswing 
in many major commodities sold in food stores, 
says A. C. Nielsen Co., market researchers. 


“Fairly conclusive results” are reported by Niel- 
sen after examining four highly competitive 
product classes made up of 12 high-volume 
brands in 31 package sizes. The study shows 
that in all cases the largest packages copped a 
bigger share of market from 1957 to 1959. 


But don’t rule out the small package in your 
plans. It will continue to play important roles 
in introducing new products. Then, once the 
product is established, says Nielsen, the trend 
seems to be toward bigness. 


Here are some suggestions offered by Nielsen 
to companies considering a package change: 


* Learn which package sizes are on the up- 
grade in your market. 


¢ Analyze the marketing factors that will hasten 
or prolong this trend. 


¢ Establish a definite objective for the new pack- 
age. Decide whether you want a fad or a long- 
range success. 


* Make sure you know the market habits, 
strengths and weaknesses, either nationally or 
sectionally. 
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Retailers Cheer for Campbell Soup 

Making a hit with the retailer can sometimes 
give you an edge over the competition. Now, 
Campbell Soup Co. is making a minor packaging 
change at the request of a group of retail grocers, 
the East Bay Food Dealers Association of Oak- 
land, Cal. 


To make it easy for retail grocers to stock, price 
and check-out Campbell's soups, the company is 
beginning to code the tops of its 1l-oz. cans. 
The codes will read “TOM” for tomato soup, the 
lowest priced; “#1” for middle-price meatless 
soups; and “#2” for top-price meat soups. 


Initially, Campbell's Sacramento plant, which 
serves 11 western states, will be the only plant 
to code the cans. 


Today’s Wealthy Teen-agers 

Don't underestimate the buying power of the 
teen-ager. When the average teen-age girl, for 
example, goes Christmas shopping, she spends 
$11.73 on mother, $9.31 on father, $6.88 on a 
girl friend, and $11.09 on her boy friend. 


She also collects $15.09 in Christmas cash and 
spends it on new clothes, shoes, records and 
jewelry. These figures are reported by Seventeen 
magazine after making a survey of 1,800 sub- 
scribers. 


INTERESTING, IF NOT SIGNIFICANT .. . 
Interested in a “build-it-yourself” electronic 
organ? One’s now on the market (National Sonics 
Corp., Sunnyvale, Cal.), and you can put it to- 
gether in 40 hours. . . . Business motion pictures 
make a hit: 394 million people at 4.4 million 
showings last year devoted 14.6 million hours to 
watching films from industry. . . . Sales of fancy 
foods have jumped to $150 million a year from 
$30 million five years ago. . . . Coffee is the most 
popular of beverages with 75% of people in the 
U.S.; but 51% drink milk; 40%, fruit and vege- 
table juices; 30%, soft drinks; and 25%, tea... . 


“,.. and | promise never 


fo scold, fuss, fret... 


or serve a breakfast coffee 


after dinner!” 


Advertisement prepored by MacManus, John & Adams, Inc. 


... brought a banner season of sales . . . inspired nationwide 


.. our New Yorker campaign has helped us win new customers 


requests which exhausted our entire supply of Imported Espresso 
Coffee Makers.” 


ied (2. Advertising Manager, S. A. Schonbrunn & Co., Inc. NEW THE KER 


MAGAZINE 


Hertz Rent A Car people everywhere are praising spot television’s direct route to sales... 
the way it reaches and sells Hertz’s best potential customers. Says Hertz advertising director 
Fred A. Mudgett: “With spot television we are able to select the markets and the times that 
deliver our most productive audience at the lowest cost.” 

A year-round advertiser, Hertz uses television’s sight, sound and motion to demonstrate 
the convenience, economy and dependability of Hertz Rent A Cars. The commercials—ten, 
twenty, sixty seconds in length—appear next to popular network programs and within top 


Representing WCBS-TV New York, WBBM-TV Chicago, KMOX-TV 8t. Louis, WBTV Charlotte, KHOU-TV Houston, WJXT Jacksonville, WBTW Florence, 


“Hertz takes you 
right where you want 
to go...” 


local shows on leading stations in 11 markets, including CBS Television Spot Sales stations 
WCBS-TV New York, WCAU-TV Philadelphia, WBBM-TV Chicago, KNXT Los Angeles. 

The result: new drive in Hertz selling...and accelerated customer interest and response. 
Whether your prime prospects are housewives, husbands, farmers or youngsters, you can 
select a spot television schedule delivering just the audience you want...maximum coverage 
of your potential customers at minimum expense. To learn how, call or write’ for the example- 
filled booklet, “Reaching Specific Sales Prospects,” from CBS TELEVISION SP®T SALES 


WCAU-TV Philadelphia, WTOP-TV Washington, KNXT Los Angeles, KSL-TV Salt Lake City, KOIN-TV Portland, and the CBS Television Pacific Network 


“...and spot television 
does, too!” 


COLL I FEF IEE Ee - “ 4 EE eer, f " 


*Main office: 485 Madison Avenue, New York 22, N. ¥.—PLaza 1-2345 


weeded 


Man 


How to plus profits a the millions! 


It isn’t necessary to be a “charmer” 
or a mystic to send sales volume 
climbing and to play a merry tune on 
retail cash registers ringing up in- 
creased profits. 

For maximum sales at greatest 
profit your advertising program 
should concentrate a heavier Sunday 
Punch in the First 3 markets of 
New York, Chicago and. Philadel- 
phia, where the average 1958 Effec- 


tive Buying Income per household 
was 28% greater than the average 
for the remainder of the nation. This 
superabundance of buying power 
provides the basis for the average 
First 3 market household to spend 
10% more money for All Retail pur- 
daa, 18% more for Food, 24% 
more for Furniture, Furnishings 
and Appliances, and 84% more for 
Apparel than the average household 


in the rest of the United States. 

Within these most profitable sales 
areas, the family coverage of Gen- 
eral Magazines, Syndicated Sunday 
Supplements, Radio and TV thins 
out. In order to plus profits by the 
millions in the 3 great markets, and 
sell more where more is sold...there 
is no substitute for FIRST 3 MAR- 
KETS’ solid 55% COVERAGE of 
all families. 


THE GROUP WITH THE SUNDAY PUNCH 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


MARKETS ace Philadelphia Sunday Inquirer “Today” Magazine 
i ote 


ROTOGRAVURE +» COLORGRAVURE 


Mew Yorn 17, 4.7. News Building, 220 East 42nd Street, MUrray Hill 1-4894 + Curcago 11, Ill, Iribune Tower, SUperior 7-0043 + Sam FRANCISCO 4, Calif., 155 Montgomery Street, GArfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirk $-3557 
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Scrumptious 
Success 


Bie 


a : cf & £2 ; ’ 
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Five-Star Cherry Pie, as featured in Farm Journal's Country Cookbook. (Five-Star means way above par!) 


wavs 


' 


4008009 
AMLNNOD 


Nostalgic? Or for those friends in the country? 
Available at all booksellers or send $4.95 to 
Farm Journal, 232 S. 7th St., Phila. (5), Pa. 


**Fastest Selling Cookbook We’ve Ever Published!’’ says Double- 
day and Company in a full page advertisement in the New York 
Times. In the first 91 days 91,000 FARM JouURNAL Country 
Cookbooks were sold. The first printing was 175,000 copies. 
The second printing is underway. 


Talk about action! Talk about reader response! The announce- 
ment ad in FARM JOURNAL, alone, pulled more than $200,000 in 
orders—92% cash with order. 


Striking as they are, these results are not hard to understand 
when you consider these facts: FARM JOURNAL is the farm magazine 
farm families everywhere depend on; FARM JOURNAL’s farm 
families eat 37 million more home served meals each week than 
an equal number of urban families. 


Here is good evidence of the want-to-buy of the big farm 
market and the power of FARM JOURNAL, the biggest seller 
in the country. 


FA rR M ‘Sf re) U me N AL Graham Patterson, Publisher 


Richard J. Babcock, President 
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PROVABLY YOUR BEST BUY... 

... because HEATING, PipInG & AIR 
CONDITIONING confines itself to the services 
for which it is named as related specifically 
to the industrial-large building market. No 
stretching of editorial coverage, no dilution 
of circulation! 

. . . because HPAC’s concentrated editorial 
has an appeal to all the purchase-control 
factors in this field — to all those who specify 
and/or buy. You reach the consulting engi- 
neers AND mechanical contractors AND 
engineers with plants and big buildings who 
are specialists in or whose major interests 
are just these services in just this field. No 
gaps, no untouched bases! 
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Focusing 


Edited for, 
paid for, and read by the 


specialized engineers and 


contractors you must sell! 


. . . because each of the readers of HPAC 
is, and has been, paying for it directly, 
individually, voluntarily. Here’s assurance 
— backed up by dollars on the line and 
an ABC-audit — that HPAC is wanted, re- 
spected, and used! 

... because HPAC has fully paid circulation, 
leads in number of editorial pages, leads by 
over 2 to 1 in advertising volume, has more 
advertisers and is used on an exclusive basis 
by more advertisers! 

Don’t settle for less. Concentrate in HPAC, 
the book with the strategically focused con- 
tent and circulation. KEENEY PUBLISH- 
ING CO., 6 N. Michigan, Chicago 2, Illinois. 


SF LETTERS TO THE EDITORS 
ea. ERT AMUN A eT! 
a 


look ma, no staples! 


The response has been electri- 
fying and gratifying to Sales Man- 
agement’s latest innovation — the 
lie-flat, easily detachable feature 
inaugurated in the August 21 issue. 

But we would like to hear from 
you. Drop us a note, won't you, if 
you have not already sent us your 
comment? 

The response up until closing 
time has been divided as follows: 
78% find the innovation a distinct 
improvement, 20% don't like it as 
well as the previous method, per- 
forating, and 2% make a qualified 


“yes and no” answer. 


J. A. McIlnay, V-P, Marketing, 
Electric Storage Battery Co. and 
President of National Sales Execu- 
tives, Inc., makes the succinct com- 
ment, “I certainly do like!” 

. . . Paul E. Seaman, head of 
Enterprise Marketing Consultants, 
Inc., was suspicious at the start. 
“When I saw the announcement at 
the front of the magazine I thought 
it was a sales talk and didn’t be- 
lieve it. Then when I started tear- 
ing out articles I found that they 
came out much more easily.” 

. Jack Lacy, famous sales 
speaker and consultant: “A great 
idea. Congratulations on the very 
fine job you are doing.” 


. Thomas A. Henry, United 
States Envelope Co.: “It enables 
one to read the magazine more 
easily since the pages lie flat, and 
I had no difficulty in easily detach- 
ing several pages I wanted tc 
save. 

. . . W. J. Culverhouse, GSM, 
Potlatch Forests, Inc.: “Before 
reaching page 62, describing “Look 
Ma, No Staples,’ I had already 
torn out two pages from the maga- 
zine and noticed how flat it laid on 


the desk.” 

. J. Z. Watkins, Sales Man- 
ager, Piedmont Natural Gas Co., 
Inc., writes, “I like very much the 
flat opening plus easy detachment 
of single sheets which are _per- 
mitted by the removal of staples.” 

. John M. Cowan, Managing 
Director, National Flexible Pack- 
aging Assn.: “I was one of the many 
people who congratulated you on 
“Pioneering with Perforated. Pages” 
some five years ago. I am happy 


to applaud your latest improve- 
ment. It seems to be very practical 
and even more effective than the 
former method.” 

. Eric F. Erickson, V-P, Sales, 
Wortz Biscuit Co. finds “a won- 
derful change. I’ve got a foot-thick 
file of your pages already, and this 
feature is perfect for me.” 

. . . Two readers make “hitch 
on” suggestions. Jack R. Dauner, 
Executive Director, Sales Execu- 
tives Assn. of St. Louis: “To en- 
courage wider acceptance and 
greater use of this feature why not 
consider the idea of putting a small 
‘route to’ box in the corner of each 
article. You might find this very 
well received by your readers and 
another plus feature of your fine 
magazine. 


. . H. Naylor Fitzhugh, The 
Moss H. Kendrix Organization, 
asks, “Could you someday, line 
each page with both the date and 
the name of the magazine? This 
would facilitate references.” (Edi- 
tor’s note to Mr. Fitzhugh: An ex- 
cellent suggestion. We are follow- 
ing it.) 

. Perhaps the most flattering 
letter came from Walter J. Mc- 
Mahon, sales head of Still-Man 
Manufacturing Corp., who writes, 
in part, “Who, besides you, would 
have dreamed up the new slotted 
binding, the lie-flat and easy-de- 
tach features? Who, besides you 
and your printer, would do any 
dreaming? What other publishers 
are spending time in an effort to 
wipe out readers’ cramp? Again- 
congratulations!” 


. But not all of the responses 
were favorable. Harry L. Daughty 
of Continental Can Co., Inc., ex- 
perimented in removing ten pages 
and “not one tore clean from top 
to bottom. All earlier issues would 
tear clean.” 

. C. S. Louskos, Sales Plan- 
ning Manager, Federal - Mogul- 
Bower Bearings, Inc.: “Your cur- 
rent issue had an article I wanted 
to tear out and inasmuch as I had 
a very difficult time so doing, I 
can’t see that the new perforations 
are any improvement. In fact, after 
tearing out the four pages of the 
article I wanted to save, I had to 
borrow a scissors from my secre- 
tary to trim edges.” (See Editor’s 


COVERS 


CUSTOM DESIGNED .& 
MANUFACTURED 


CATALOGS 

SALES MANUALS 
SAMPLE BOOKS 
RING BINDERS 
SERVICE MANUALS 
WALLPAPER BOOKS 
PRESENTATIONS 


THE S. K. SMITH CO. 
2857 N. WESTERN AVE., CHICAGO 18 


NEW YORK 17 CLEVELAND 13 
LOS ANGELES 4 


Say “7hank You" This Way 
HE’LL KNOW YOU THOUGHT OF HIM 
AS AN INDIVIDUAL 


FOR * YOURSELF, FRIENDS AND 
BUSINESS ASSOCIATES. 
COMPLETELY PERSONAL . . . UNUSUAL! 


© Business Gifts © Premiums 
@ Special Awards © Service Awards 
@ Prizes © Personal Gifts 


Any business card or personal signature will be 
reproduced in perfect miniature on satin-silver or 
gold finished cuff links, tie bar, money clip or key 
chain. Deep, sharp engravings make this a lasting 
—truly, one-of-a-kind gift. Order 1 or 1,000 (each 
from a different card). Write for quantity prices. 


SPECIAL OFFER 


Send your own card now for your cus- 
tom made tie bar only $3.00 ($4.95 
value). See the fine quality CARD-O- 
LINK for yourself. 


Card-O-Link Company 


26 E. HURON STREET @ CHICAGO 11, ILL. 
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THE MARKET — 254,400 well above- 
average consumers in the big Troy, N. Y., 
Market; 136,400 in the nine-community 
City Zone and | 18,000 in the five-county 
Trade Zone. 


THE MEDIUM—THE RECORD NEWS- 
PAPERS which provide 97% coverage of 
the City Zone and 75% coverage of the 
City and Trade Zones. Circulation — 
47,906 (March 1959 Publ. Statem. to 
ABC). 


THE COST—Only 22 cents a line for 


publication in both newspapers, See your 


advertising agency or write directly for 
more details. 


THE TROY RECORD 
THE TIMES RECORD 


TROY, N. Y. 


26 
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note following on how to get a 
clean tear.) 


. .. Some of our librarian friends 
dislike any method aimed at easy 
detachment of pages. Typical is 
Mrs. Gladys Kernler of Minnesota 
and Ontario Paper Co., who writes, 
“Your detachable pages are no 
doubt useful to many subscribers 
who remove and file single articles. 
However, since we route each copy 
to many people and then save back 
issues for many years, this feature 
has been a headache. It is too easy 
for chronic clippers to ease out a 
page or two before everyone has 
seen it.” 


. . . Miss Isabella Frost, Librari- 
an, Safeway Stores, Inc., runs coun- 
ter to librarian reactions: “The lie- 
flat feature — better photo- 
static reproduction, and the easily 
detachable feature speeds up the 
clipping process.” 


. . » Typical of those wrote “yes 
and no” are letters from R. E. 
Skallerup, of Cribben and Sexton 
Co., who writes, “You're right. The 
new binding allows the magazine 
to open up flat but it has, I be- 
lieve, impaired the ease of detach- 
ing pages. Also, the clean edges I 
used to obtain are now practically 
non-existent.” . . . And William H. 
Hackett of Madison, N.J., writes, 
“Good riddance to the staples, but 
the pages don’t tear quite as easily 
as they did when perforated. But 
they come out easily enough and 
the book does lie flat.” 


It is the considered opinion of 
the Sales Management staff that 
the importance of the lie-flat fea- 
ture outweighs the fact that pages 
are not quite as easily detachable. 
They wish to caution readers that 
“easy does it.” Before you start 
to tear out a page, make sure that 
the book is opened flat. Give the 
page a little preliminary rub along 
the gutter with your thumb. Then 
tear slowly but firmly. 


motivation in Detroit 


Re the article “There’s More to 
Motivating Salesmen Than Money” 
[SM, July 3]: 

The Detroit Sales Executives 
Club is using this theme for our 
September 14 meeting and we 
would like to have 200 reprints of 
this article for that date. 


Dale J. Madden 
Detroit Sales Executives Club 
Detroit, Mich. 


Another product bought—because 


Outdoor got the 


Outdoor strikes while the opportunity is hottest — when 
people are out where they can respond immediately to your 
selling message. 

Here you give them an exact full-color image of your product 
just as it appears moments later when they stop to buy. 


Outdoor advertising is the shortest distance between telling 
and selling. 


And it sells everybody. This is because everybody goes where 
Outdoor shows—along the main traffic routes. Among 
younger urban women, for example, more than 95% remem- 
ber Outdoor. With teen-agers it’s 93%. 


ast word! 


Here you reach more customers per dollar—and reach them 
more often—than in any other medium. 


].et an OAI man show you how you may sharpen the impact 
of a marketing program with Outdoor posters, painted bulle- 
tins and spectaculars. At his disposal—and at yours—are all 
the research, planning, creative and merchandising services of 
Outdoor Advertising Incorporated, national sales represent- 


ative of the Outdoor advertising medium, 


Sales offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, 
New York, Philadelphia, St. Louis, San Francisco, Seattl 


|} OUTDOOR ixcorrorars 
INCORPORATED 


A man who knows where he’s going 

can really go places with businesspapers. This is 
the sales pro’s advertising medium. You’ve 

got it made, and you know it—when hard-headed 
businessmen sit up and take notice of your 
company and its products...in businessnaners. 


Celta BW iscrere 


an) Cee 


PRESIDENT 


Advertising in businesspapers means business 
as any advertising man who knows his business will tell you — because 


men who read businesspapers mean business ()}:@; 


advertising works best in a businesspaper its readers are sold on—an ABC-audited, bought-and-paid-for ABP paper 
THE ASSOCIATED BUSINESS PUBLICATIONS + 205 East 42nd Street, New York 17, N. Y. + 201 North Wells St., Chicago 6, Illinois 


+ 1004 National Press Bidg., Washington 4, D, C. 


In selling, the same way. Take building product 
sales. The architect recommends you—or maybe it’s the 
engineer— you're on first. The contractor keeps you in 
his bid— you make it easy. You’re on second, or maybe 
third, if he’s a strong hitter. Then who gets you home? 
The client. Either he drives you home, or you die on 
third. No sale. 

Moral: You need all four: architect, engineer, con- 
tractor, client. 

But let’s look at the clean-up man—the client. 

All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organi- 
zation needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 

As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact, 
FORUM is the only magazine whose growth keeps pace 
with the building industry itself. 

With the biggest circulation in the field—60,000— 
FORUM alone is edited for and read by the kind of 
building customers you must reach and influence. Just 
how important are they in building decisions? Here’s 
one indication: 

Of FORUM’s 21,000 client subscribers, 

89% are concerned with building matters within their 
companies, and 40% of these companies will spend 
$500,000 or more on new building and major remodel- 
ing within the next two years.* 


*Souree: The new FORUM Census, “Portrait of the Building Client."’ Write for a 
copy. Architectural FORUM, 9 Rockefeller Plaza, New York 20, New York. 


There’s 


no plate 


like home 


Only FORUM can load 


the bases because... 


FORUM DELIVERS THE 
ENTIRE SPECIFYING 
AND BUYING POWER OF 
THE BUILDING MARKET 
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merchandising, 


management demands an 
ever critical look beyond its product to the 
package that takes it to market. Is it compel- 
lingly eye-catching? Does it protect the contents 


Se DOW | PACKAGING CHEMISTRY: Hand-in-hand with merchandising 


To meet the changing character of modern 


completely? Does it stand out in competition 
on the market shelf? From today’s packaging 
chemistry at Dow come new materials . . . 
and new ways with a package . . . that can 
help you give affirmative answers... 


New coating arms flexible packaging 
for today’s sales battle 


Saran resins add 
what it takes for 
new market conquests 


Even today’s fine packaging films 
have which their 
usefulness in certain applications. Now, 


limitations restrict 
thanks to Dow-developed Saran coat- 
manufacturers can have 
packaging films tailor-made to meet 
their specific market 


ing resins, 


product and 
needs, 


Here is one new way with a pack- 
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age that can have far-reaching effect 
on the merchandising of a host of 
highly diversified products. 

Take the polyethylene tube _illus- 
trated here. It took only a thin coat- 
ing of Saran resins to put the bril- 
liant green of Procter & Gamble’s new 
Prell Concentrate Shampoo on sales- 
making display. This in addition to 
supplying highly important product 
protection for which Saran is well 
known. 

Coating with Saran resins opens 
up a world of new packaging oppor- 
tunities for many packaging films, 
paper and molded polyethylene con- 
tainers. It can result in a spectacular 
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packaging innovation like this spar- 
kling clear, unbreakable Prell tube. . . 
or in a new packaging concept that 
could quickly effect consumer prefer- 
ence for your product at a small cost. 
Looking for a longer, more attrac- 
tive shelf life? Extra product protec- 
tion? Sparkling sales appeal? A coat- 
ing of Saran resins may give your 
packaging film these benefits. Contact 
your packaging materials suppliers. 
Perhaps your product calls for dis- 
tinctive color and styling in a rigid pack- 
age... or for specific protection. More 
new ways with a package .. . and 
with Dow packaging materials . . . are 
described on the opposite page .. . 


PACKAGING INTERPRETATIONS 
UNLIMITED! 


New ways with a package are 
natural with a material as versatile as 
Styron®! Now, with the development 
of many different Dow polystyrene for- 
mulations, cosmetic and pharmaceuti- 
cal manufacturers have an even broader 
scope in the choice of an outstanding 
rigid container. Styron is performance- 
proved in engineering design flexibility 

in reproduction of every minute 
detail . . . and for color styling unique 
in the packaging field. The stunning 
new compacts illustrated are excel- 
lent examples of the look, the feel, the 
over-all appeal of quality inherent in 
the Styron plastic container. For new 


impact at the point of sale, picture 
your product in a package made of 
Styron! 

If food is your field and protective, 
flexible packaging is a must, there’s a 
packaging clue for you in the follow- 
ae 


UNDERSCORING 
PROTECTION AND DISPLAY! 


Nothing saves like Saran Wrap! It’s 
the synonym for food protection in mil- 
lions of homes and it’s taking 
hundreds of food products to new 
sales highs. Sparkling clear Saran 
Wrap* offers the lowest moisture vapor 
transmission rate of any available plas- 
tic film. It is ideal for packaging prod- 
ucts that require maximum protection 


and taste-tempting display. Food prod- 
ucts, like these walnut meats, not only 
look fresher but are fresher in Saran 
Wrap. Satin-soft and pliable, Saran 
Wrap has the feel for sales . . . and it 
won't cloud up or become brittle with 
age. Here is packaging that could put 
on a sales spectacular for you! 

Three more ways with a package fol- 
low, but by no means exhaust the store- 
house of packaging ideas at Dow . . . 


*TRADEMARK 


Before you choose a new package 

Let Dow experience in materials and 
marketing help put your product hand- 
in-hand with up-to-the-minute merchan- 
dising demands. Put packaging chemistry 
on your sales team. We'll be glad to dis- 
cuss your packaging with you any time. 


Bagging sales for dry products. Dow 
polyethylene coats paper bags with new 
moisture barrier properties . . . makes 
them stronger, more flexible . . . readies 
them for more protective packaging. 


DOW PLASTICS 
BASIC TO PACKAGING 


Molding Materials *- 
Film Resins °* 
Coatings °* 


Films 
Sheeting 
Expandable Beads 


MORE PACKAGING AIDS TO MODERN MERCHANDISING 


New eye-appeal for boxboard. Four- 

color printing is at its best on boxboard 

coated with Dow Latex. Food illustrations 

come clean and sharp to whet appetites 
- make sales. 


Plastics Sales Department 1523EP9-18 


THE DOW CHEMICAL COMPANY 


Midland, Michigan 


Big sell for small items! Stock molded 
vials, boxes and novelty containers made 
of Styron offer unlimited opportunity for 
more effective unit merchandising of small 
items . . . from hardware to herbs. 
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You can now cover one of the nation’s top 
three test markets (and the Number One test 
market in New England!) thoroughly and more 
economically than ever with The Providence 
Journal-Bulletin. New Journal-Bulletin package 
plans—explained at right—make it easy. 

And you'll like what The Providence Journal- 
Bulletin delivers. This one medium is the strong- 
est selling force throughout New England’s sec- 
ond largest market . . . a million-plus interstate 
population center where buying power is BIG... 
bigger than ever, as Sales Management shows. 

In ABC Providence alone, The Journal-Bul- 
letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more 
than 80% coverage. 

Isolated from other major markets . . . repre- 
sentative and well-balanced between urban and 
suburban . . . cosmopolitan in composition . . . the 
bustling Providence market offers you the ideal 
testing grounds for new products, new packaging, 
or sales promotion ideas. 


TEST 
one newspaper .. . 
and a million and more prospects! 


satin Slain sass 


New Journal-Bulletin Package Plans 


Low Ces? Gravure Opportunity—Your gravure advertising in 
This Week Magazine or locally-edited Rhode Isiander may be 
adapted for Journal-Builetin combination, biack and white, 
44 a line, using same copw. (Min. b&w size to be at least 
equal to the gravure, and combination to be completed in same 
calendar week.) We make platés, no charge. Ask about it. 


Job-tailored Combinatiors—You have a choice of combinations 
to fit your campaign program and budget: 


Combination: * Line Rate 
Morning and evening 

Sunday Journal 2 

Sunday GNd MOrning ......d.-ecsecceeess 243,234 

Sunday and Evening 

Sunday, Morning, Evening 


(ABC circulation, March 31, 1958) 


Circulation 


*Daily copy may run morning and evening or evening and morn- 
ing. Sunday and daily combinations may start preceding Sat- 
urday A.M., to be completed with Tuesday P.M. editions. Holi- 
day Journal not sold in combination. 


Write for full market data or Package Plan information 
to Frank S. Rook, Manager, General Advertising, The 
Providence Journal-Bulletin, Providence 2, Rhode Island. 
Or your nearest Ward-Griffith office. 


PROVIDENCE JOURNAL-BULLETIN 


Represented Nationally by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 
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Corporate Image — a bright new 
term, hauled out and dusted off by 
American business, has won fresh — 
and sometimes wildly enthusiastic rec- 
ognition — in recent years. 

The reason? Business has learned 
that corporate image, long aslumber 
in a kind of nebulous never-land, has 
a tangible, dollars-and-cents effect on 
profit and loss. 

This effect has been observed since 
the day John D. Rockefeller was per- 
suaded to hand out dimes to the 
kiddies. But businessmen, by and 
large, have preferred to ignore it, 
hoping it would just go away. The 
whole subject was simply too vague 
to merit study in a hard-boiled, work- 
aday world. 


What is this Thing? 

How does one recognize this magic 
quality? (You have one, too, you 
know!) At its lowest common denomi- 
nator, corporate image merely means 
“personality.” Your business profile. 
Your firm’s style, manners and the 
way. it. combs its hair. At its most 
complex, corporate image is the cli- 
mate, atmosphere and psychological 


Corporate 
Image ? 


By CHARLES H. BRENNAN 


setting in which a firm does business. 
And company after company has 
learned that the better the image, the 
better the business. 

It would be impossible to single 
out one organization or one man as 
the leader in this field. Corporate 
image has had a Topsy-like evolu- 
tion. However, a horseback perusal 
of the histories of Du Pont, A.T.&T.. 
P.G.&E. and General Mills (to name 
just a few) would indicate that these 
are C.I. veterans. 

The experiences of these old pro's 
demonstrate that C.I. is far more 
than just a dandy thing to have, like 
a new general office building. Good 
C.L, that is. They know that when 
the competition gets down to the short 
strokes, it is usually the outfit with 
the best image that wins. Your cor- 
porate image is a multi-faceted phe- 
nomenon. It is formed, in part, by 
each of these elements: 

Your advertising, public and 
community relations; your let- 
terhead, building designs, trade- 
marks, product packages, prices; 
your internal employe rela- 
tions; your annual report; the 


cars your salesmen drive; the 
way your receptionists answer 
the telephone. 

These things, and many more. 


To whom is your corporate image 
important? Well, for a starter — 
Your customers The government 
The banks 
The insurance 

companies 


The folks in your 
plant towns 


Their customers 
Your stockholders 
Your suppliers 
Your employes 
Your distributors 


You can probably come up with a 
few more. 

The Chicago Tribune’s Pierre Mar- 
tineau, a tribal elder in motivational 
research circles, masterminded a pro- 
file study of the nation’s leading air- 
lines several years ago. 

The Chicago-area images of these 
big carriers amazed and dumbfound- 
ed airline executives. Among the top 
three lines, Airline “X” came out — 
“modern, fast, good safety record . . . 
absolute latest in planes and equip- 
ment.” Airline “Y” played back as a 
little shabby, down-at-the-heels, with 


stewardesses who “couldn’t care less.” 
Airline “Z” emerged as the blue- 
collar man’s choice, offering the low- 
est fares and flying in an aura of 
romantic, faraway places. 

The astonishing thing is that air- 
lines “X” and “Y” fly virtually the 
same equipment (or did, at that time), 
have equal safety records and main- 
tain identically high standards of 
pilot and stewardess training. Air- 
line “Z,” of course, offers no lower 
fares than the other two. 

Airline “X’s” image was working 
overtime. Prior to this study, Airline 
“X” was seriously considering saving 
some of the millions they'd been 
spending on expensive little “nice 
touches.” Profit margins were down 
to a hairline. After the study, Airline 
“X” executives agreed that any econo- 
mies would have to come from other 
areas 


> Why should a company like Du 
Pont, which sells the great bulk of its 
1,500-product output to distributors 
and processors, be concerned with its 
general public image? Why should 
Du Pont spend millions yearly in con- 
sumer magazines and network tele- 
vision to create a favorable impres- 
sion on the great mass of Americans? 

Forgetting Du Pont’s man-made 
fibers for a moment (moving these is 
a pure and simple case of sales and 
advertising), the company recognizes 
that this vast public mass includes its 
suppliers, investors, bankers, neigh- 
bors, governmental friends and foes. 
The climate for all these people must 
be warm and sunny if Du Pont is. to 
flourish. Too, in 1918 Du Pont won 
the unfair label of “Merchants of 
Death.” The company has pumped a 
king’s ransom into its “Better Things 
for Better Living . . . Through Chem- 
istry” slogan to help overcome this 
legacy. A near-fatal corporate image 
has been transformed. 

Look at the banks. Secure over the 
years behind a platinum watch-fob, 
this industry has realized that it must 
build a friendly, favorable impression 
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or lose its shirt forever to the 30%- 
interest loan set. 

Today — featuring everything from 
balloons and trained seals to credit 
personnel named “Mrs. Quick” and 
“Mr. Easy”; with warm touches from 
coffee klatches to “Ready Cash” plans 
— banks generally present an image 
that would set departed officers 
a-twirling in their graves. 


There’s bad C.1., too. 


Just as “personality,” per se, doesn’t 
always make one a wonderful guy, 
C.I. has two sides, too. 

Without belaboring a dead horse, 
let’s consider the railroads. Anyone 
alive and reasonably awake during 
the last fifteen years can’t help but 
have sensed a distinctly “public-be- 
damned” attitude when on train rides. 
In many cases, this impression is justi- 
fied. Other roads, fully conscious of 
their fading popularity, have been 
unwilling to attempt to revive it. 
Economics is the explanation most 
frequently heard. 

This indifference or hand-wringing 
despair has brought the industry up 
to—and past—the point of diminishing 
returns. 

Now, everyone knows that the life- 
blood of the roads is measured in car- 
loadings; that passengers are usually 
a re ti proposition at best. But 
many enlightened railroaders have 
come to realize that potential pas- 
sengers are also potential shippers, 
neighbors, suppliers, bankers and the 
rest. And a few have proceeded to 
transform themselves — all the way 
from locomotive paint schemes to 
letterheads — in an effort to build an 
image of modern, progressive man- 
agement. Southern Pacific’s freight 
ads are a delight to the eye. And 
some roads — notably the Wabash - 
suggest in advertising that it might 
even be fun to travel by train! 


Where does C. I. go astray? 


A company’s corporate image is 
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bad when there just isn’t any; when 
corporate indifference is reflected in 
public indifference—or ignorance. 

But even worse (and possibly dan- 
gerous) is the corporate program that 
seeks to create an image not based 
in fact. This harks back to the vener- 
able advertising truism that no amount 
of promotion can push a poor prod- 
uct. 

Witness the problem of the tele- 
phone companies—American, General, 
Independent. The service they pro- 
vide is essential. Among them, they 
enjoy a virtual monopoly of U.S. 
communications. Historically, this po- 
sition has left them less than euthusi- 
astic in the customer service area. The 
attitude until recently has been—“The 
service is outstanding. The cost is 
very low. What does the public ex- 
pect — entertainment?” 

Since the war, vigorous manage- 
ment has become keenly aware that 
— if not entertainment — the public 
wanted what it thought it should 
have, not what the telephone com- 
pany imposed upon it. 

This recognition was not born of 
altruism alone. A brashly sophisti- 
cated and vocal public had begun to 
wonder if the Government couldn't 
provide the service more efficiently 
and economically. The voice was too 
strong to ignore. 


> Phone men, like the Du Ponters. 
know that their climate of public ac- 
ceptance must be balmy if they are 
to stay free of the Post Office Depart- 
ment. 

Management radar detected the 
public attitude and read it carefully. 
The telephone companies, in an agon- 
izing reappraisal, discovered that three 
living generations of telephone cus- 
tomers were not about to accept an 
overnight metamorphosis. They had 
been accustomed to the “old way”; 
nourished an almost disdainful affec- 
tion for it. They had always suspected 
that telephone bills were too high, 
that new services were hard to get, 
that operators were innately snippy. 


A sudden new image just wouldn't 
jell with what they knew to be true. 

“Before we unleash this alert, mod- 
ern, helpful, all-American citizen 
we've become,” management reason- 
ed, “let’s be darned sure our own 
house is in order.” In effect: “Let's 
be sure the product is right before 
we try to sell it.” 

In place of the conservative stuffi- 
ness which had plagued their public 
profile came a bewildering profusion 
of new products, a massive public in- 
formation program, an employe train- 
ing program to end them all. 

Now, after nearly ten years of this 
effort, soundings of public cpinion 
indicate that a new and vital corpo- 
rate image is emerging for the tele- 
phone companies. 


> The lesson here is that the corpo- 
rate image you seek to build must be 
believable. 

The telephone story is almost a 
pure textbook case on the develop- 
ment of a corporate image—and there- 
in lies your clue. 

Your starting point is to make a 
corporate decision as to what kind 
of an image you want. This may 
sound like over-simplification, but it is 
astonishing how few firms have more 
than hazy ideas on this score. 

Obviously, you want to appear pro- 
gressive, a good citizen, a leader in 
research, a dispenser of aid to widows 
and orphans. This can be your gen- 
eral statement of policy. 

Some organizations stop at this 
point. And their main C.I. effort takes 
the form of “institutional” advertising 
with which the general business mag- 
azines are loaded. “Alpha Electric 
mines gold from the sea,” or “Strate- 
gic Air Command pivots on a Beta 
ruby bearing.” You've seen dozens 
like these. So what? These companies 
have missed the vital point that C.I. 
is a total integrated effort. 

So your decision must be far more 
explicit. Your initial document should 
set forth “by the numbers” such spe- 

(Continued on page 132) 


The Way You Sign Your Company Name .. . 


. is always an important link between your company 
and its image in the public mind. It’s not the whole story 
by any means, but it is often one of the strongest visual 
impressions you give your present and future customers. 
Here are a few do’s and don’t’s from Gerald Frisch, v-p in 
charge of plans and marketing for Jim Nash Associates, 
Inc., New York City industrial design firm, that can be used 
as a yardstick to help you determine when and if you 
should revise your corporate identity. 


© A trademark must be designed with more than just a letterhead 
or label in mind. To successfully play its role in creating a cor- 
porate image, the trademark must look as good on the company 
airplane, the factory roof and an electric sign as it does on the 
product or package. 


@ Make the trademark reflect the kind of product or products it 
represents. A maker of rockets might want a trademark that is 
sleek and futuristic; the same type of trademark, however, would 
be impractical for a maker of gourmet foods. 


@ Design one overall identity that can be used with equal effect 
on all the company’s product lines, even if they are sold under 
different brand names. The primary corporate symbol should 
quickly convey the full scope of the organization’s activities and 
at the same time retain the proper balance between brands and 
corporate identity. 


®@ Develop a logotype and symbol or device that can be protected 
from a merchandising as well as a legal standpoint. 


@ Make the design of the trademark as simple and as strong as 
possible so it runs little chance of mistaken identity or fading 
into the background as years go by. 


@ Avoid frills or cuteness that might become tiresome and necessi- 
tate another change in a few years. 


@ When changing trademarks, it is often advisable to pick out the 
strongest points of your old trademark, make them stronger, and 
eliminate any remaining frills that serve as distractions. 


e@ Avoid using the more common shapes—stars, circles, triangles, 
etc.—as integral parts of the trademark. They are used so fre- 
quently that they weaken the distinctiveness of the trademark. 
Even a good design confined in one of these shapes would tend 
to lose much of its character. 


®@ Try not to rely solely on use of color to lend individuality to 
your mark. There is no effective way to protect a color as your own. 


e@ It is a good idea to review your trademark every time a 
merger occurs or a different type of product line is added, just to 
make sure that the old trademark doesn’t give a too limited 
impression of the company’s activities. 
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Hallelujah... It's Our Ball! 


Keep a new product secret? A. G. Spalding & Bros. did . . . and 
the mystery of the unmarked ball brought the excitement to fever 
pitch. When the news broke, the firm’s salesmen were the most 
surprised, and relieved . . . They couldn’t write orders fast enough. 


The next time you introduce a new 
product, don’t tell anyone. Be espe- 
cially careful that your salesmen don’t 
get wind of it, as they might tell 
somebody. No caution can be too 
great to keep it a secret. 

Sound foolhardy? Probably. But it 
has worked just this year for A. G. 
Spalding & Bros., Inc., as a way of 
creating excitement over the introduc- 
tion of the new Spalding Distance Dot 
golf ball. 

The introductory campaign was 
opened on March 2, 1959, with a 
mystery mailing to golf professionals 
all over the country. Mailed to each 
was the following: A plain, unmarked 
golf ball; a certificate that announced 
that this was the “longest-flying golf 
ball ever made in America,” and show- 
ing for the first time the new symbol 
of a bird in flight carrying a golf ball; 
and a tape measure to symbolize the 
extra distance gained on each shot 
with this mysterious new ball. 

To sharpen the mystery, the 4,000 
introductory kits were mailed from 
Ft. Knox, Ky., a location that is not 
associated with Spalding or any other 
golf ball manufacturer. 

Only a few top executives and 


36 Sales Management 


agency people knew that the balls 
were Spalding’s. 

The pros tried the balls and liked 
them. They liked them so well, in 
fact, that many of them raved about 
the new balls to their Spalding sales- 
men. More than one salesman later 
revealed his chagrin at not knowing 
the source of this new “competition.” 

On March 20, just 18 days after 
the balls were mailed to the pros, the 
company spilled the beans to the 35 
salesmen who, working out of six dis- 
tricts, sell Spalding golf equipment to 
the pro shops at golf courses. 


> These salesmen were given a week 
to prepare their sales campaigns. 
Then, on March 27, the pros received 
a formal announcement that bore, un- 
derneath a picture of the bird carrying 
the ball, the statement that “A. G. 
Spalding & Bros. takes pride and 
pleasure in announcing that the long- 
est-flying golf ball in America, the 
new Distance Dot, is now in stock 
at the branch that regularly serves 
you.” 

Although the salesmen were by this 
time calling on the pro shops, the 
mail campaign continued. On March 
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30, mail pieces showing a forthcom- 
ing Time ad and including an order 
card were sent to all pros. A few days 
later the mailing was repeated, only 
this time the planned Sports Illustrated 
ads were shown. 

On April 20, the heralded consumer 
advertising broke. The advertising 
campaign that followed left little 
doubt that the secrecy was over. Ini- 
tial double-page spreads were run in 
both Time and Sports Illustrated. 
From then until October 12, more 
pieces, ranging in size from two 
thirds page to a full page, were sched- 
uled in each of the magazines. Addi- 
tional pages were scheduled in Golf 
Digest, Golf World, The National 
Golfer, and Golfing. 

The impact value of this ad cam- 
paign has been great, and much of 
this is due to the fact that it is vir- 
tually unheard of to advertise a sport- 
ing goods item like a golf ball with 
full-page ads in a national consumer 
magazine. A two-page spread is akin 
to a wonder. The company wanted to 
make very sure that both the pros 
who sell the balls and the golfers who 
buy them knew about the Distance 
Dot. Spalding was taking no chances 


with conventional introductory cam- 
paigns. 

Spalding had good reason for giv- 
ing extra ballyhoo to its new golf 
ball. It has been several years since 
the company first decided to go all- 
out to capture a larger share of the 
quality market. This includes balls in 
the $1.25 price level that are often 
sold exclusively in the pro shops at 
golf courses. 


®& The creation of the new ball took 
two years. New rubber compounds 
and new construction methods were 
developed and tested. After the ball 
itself was developed, it was subjected 
to exhaustive tests on driving ma- 
chines, scuffing machines, “efficiency” 
machines, and the like. Before the 
ball was finally approved, it was 
tested by the company’s staff of paid 
consultants, which is comprised of a 
number of top tournament golfers. 

Through all of this, much effort 
went into assuring the complete se- 
crecy of the new ball. 

What emerged was a completely 
new product; everything from the 
core to the finish was new. It was 
capable of the maximum perform- 


ance allowed by the United States 
Golf Association. 

The results have been heartening, 
to say the least. When the Spalding 
salesmen went out to talk to the pros 
for the first time last March, 50,000 
dozen of the new balls had been sent 
to the branches. A large additional 
supply was held in reserve at the 
company’s Chicopee, Mass., factory 
headquarters. 

Within two weeks, the branches 
were completely cleaned out. The 
factory reserve was gone shortly there- 
after. Ever since, back orders have 
been piling up, even though the fac- 
tory has been put on double shift. 
Spalding officials expect to be into 
1960 before the order backlog is elim- 
inated. 

For some time now, Spalding has 
been in the happy position of having 
to run “apology” ads explaining the 
shortage of Distance Dot golf balls. 
(The ad campaign has been extended 
past October to gain extra Christmas 
sales.) 

There has been one other unex- 
pected benefit, Spalding officials re- 
port: The enthusiasm generated by 
the new ball has sloshed over onto 
the other types of Spalding golfing 
equipment, with the result that sales 
of the entire line have been greatly 
stimulated. @ 


PREPARING TO BREAK THE NEWS fo salesmen that the much talked about “mystery” 
golf ball was a new A. G. Spalding & Bros. product, Marketing Director Edward G. 
Dowling (right), confers with William Richardson, account executive of Young & 
Rubicam agency. Secret was kept during three weeks’ distribution to pros. 
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board, on Formulette, is 
the latest for baby. A 
head start on college 
education is handed out 
via first-premium-paid 
insurance certificates 
packed in nursing kits. 
Jr. gets smart—Formu- 
lette gets new gift 
appeal for utility items. 


Starting this month, Formulette 
Co., Inc., will pack a college educa- 
tion with every major product in its 
line — infants’ nursing equipment. 

Each package will contain a gift 
certificate which will pay up to an 
infant's first birthday the premium on 
a $500 “college or career” endowment 
policy to mature at age 18. “Nor- 
mally,” says President Robert Lerner, 
“the annual premium on this type of 
policy is about $25. The customer 
pays only $1 for processing. After 
the first year the customer assumes all 
responsibility for payment of the pre- 
mium. In addition to the policy bene- 
fits, each participating child will be 
eligible for a $1,500 Formulette Schol- 
arship to be awarded annually.” 

The idea for the college or career 
promotion occurred to Lerner one day 
while reading a newspaper report on 
rising costs of education. “I felt,” he 
says, “that there must be millions of 
young parents who will want to send 
their children to colleges, but who 
haven't given a thought to where the 
money is to come from. I myself have 
to begin to think about sending four 
youngsters to college some day. 
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Formulette packs a college education 
with its nursing products! Special 
silt certificate starts a *500 college 
or career policy for your new baby. 


sant 


ant, 
5 


ws 


LeTeED NAME IN RABY NURSING BQUIPMENT 


AD THEME highlights educational plan, 
always uses new dad with sheepskin. 


“We feel that what we are doing 
might have some significance for small 
manufacturers. Until now the educa- 
tional field has been pre-empted by 
large corporations that can afford to 
spend freely on educational projects. 
As a small company, Formulette may 
be pioneering a new idea, making a 
contribution to education directly 
through a sales effort.” 

The Life Assurance Company of 
Pennsylvania is underwriting the pol- 
icy plan at no cost to Formulette. It 
feels that the plan is an effective 
means of soliciting new business on a 
mass basis at no advertising or rio- 
motional cost. 

Approximately $75,000 will be 
spent by Formulette this fall and win- 
ter to pre-sell the college or career 
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policy to consumers. Advertising, 
through The Zlowe Co. Inc., will be 
scheduled in Life and a dozen or more 
national baby magazines such as My 
Baby, Your New Baby. Businesspa- 
pers will carry four-page, two-color 
inserts to announce the program to 
the trade. In addition, there will be 
television announcements in every 
major market area. 

An important retail merchandising 
aid is a metal rack, occupying less 
than two feet of floor space, which 
makes up an organized baby nursing 
equipment department, ranging from 
25c funnels to a $12.49 nursing kit. 
It is topped by a display card an- 
nouncing the college or career pro- 
gram and featuring a photograph of 
a cigar-smoking new pappy who will 
symbolize the program in all adver- 
tising. 

Wholesalers, through whom Formu- 
lette sells, Lerner reports, generally 
are reporting 100% acceptance by re- 
tailers. Initial orders from the firm’s 
biggest customers are already greater 
than last year’s sales to the same re- 
tailers. A spokesman for McKesson 
& Robbins, Inc., says it is “one of 
the best ideas to come along in many 
a year. . . . Since education is going 
to become more of a necessity in years 
to come, we believe this idea has 
real merit.” 

“One of our most difficult prob- 
lems for many years,” says Lerner, 
“has been the reluctance of many 
retailers to set up an identifiable 
Formulette product department. Our 
new floor rack has induced hundreds 
of stores to allot space for the first 
time to such a department. 

“We have also solved another prob- 
lem. While the more expensive kits 
of our products have a ready gift mar- 
ket, many items in our line hereto- 
fore could not be regarded as having 
gift sales potential. The addition of 
an insurance premium with the first 
year paid up makes almost every one 
of our products a gift item now.” 

Leading educators are endorsing 
the program. For one, Dr. Howard 
R. Goody, professor of education, 
Hofstra College, has this to say: “By 
establishing a means by which par- 
ents can make a college education 
possible for their children, the Formu- 
lette Co. is performing a service that 
can be of incalculable benefit to our 
citizens.” Professor Goody and sev- 
eral other educators will serve as a 
board of advisors to Formulette in or- 
gamizing the scholarship award sys- 
tem. ® 


Who Should 
Control Finished 
Goods Inventories? 


By JOHN M. SHORT 
Sales Administrative Manager 
Cannon Electric Co. 


There’s only one man in the company who really knows 
who should control finished goods inventories: 

The vice president in charge of finance—he is one hundred 
percent convinced that it should be, naturally, the Finance 
Department. He will tell you without reservation that both 
Sales and Production would be prejudiced . . . that inven- 
tories under either one would run too high. But he is preju- 
diced, too. Inventory is working capital and what finance man 
wouldn’t rather see cash than any other kind of working 
capital? 

Meanwhile—both Sales and Production have some pretty 
good arguments. Prejudiced, yes—but valid enough that 
neither the sales nor the production v-p cares to go out on a 
limb against the other unless all the saws are locked up. 


Here’s Production’s viewpoint: 


We’re the ones responsible for producing what 
you sell, and for meeting delivery schedules, so 
it stands to reason we should have the authority 
to carry out this responsibility—meaning produc- 
tion control, and production control includes 
inventory. 


We get blamed if production costs aren’t kept 
down! To keep costs down we have to figure 
out production runs of the most economical lot- 
sizes best fitted to meet demands, according to 
work in process, component-part stocks and 
inventories. 


Sure, you sales people are the ones who should 
know what customers will want, but let’s face it, 
you're all optimists. Listen to you and we wind 
up with finished goods gathering dust in the 
stockroom. 


Instead of relying on feelings about customers’ 
wishes in the future, we can look back to past 
demand, minimum and maximum, on standard 
items, and control inventories accordingly. And 
it's easy enough for you to explain to customers 
that low-volume items and non-standard items 
are not carried in stock. 


If there are occasionally longer-than-usual de- 
lays or higher prices because certain items are 
not stocked, it should not be unreasonable to 
expect customers to understand. It’s our job to 
set up production schedules—your job to sell 
delivery dates to customers. Naturally we want 
your advice so we can supply reasonable de- 
mands, but production control is a complicated 
science and you must let us evaluate this advice. 


We know the trends and the past; we have 
studies on best production efficiency, relating 
machines and personnel. We can’t have our 
smooth-flowing production interrupted by fluctu- 
ating orders from Sales. 


And here’s the voice of Sales: 


The Production Department should not be 
burdened with the responsibility of trying to 
figure out what customers want. You have 
enough problems without trying to take on all 
this. We haven’t asked for the extra worry of 
controlling inventory, it’s been forced upon us 
as the ones who know the sales facts. 


You don’t argue that market research should be 
under another department, but market research 
is merely a tool to tell us the products that we 
should manufacture. 


We don’t tell you how to run the factory; don’t 
explain our customers to us! You are the experts 
in production but we know customers. 


We hope that by being responsible for what is 
stocked as finished goods we are actually help- 
ing you. By accepting this responsibility we have 
more incentive to go out and sell any items that 
we have ordered by mistake. And don’t blame 
us for ordering items that do not move—it's 
better than losing a big sale because we're not 
stocked! 


If we don’t supply the needs of our customers, 
our competitors will—and we'll all be out of 
jobs. We have a moral responsibility to protect 
these jobs, as the men between the company 
and the customer. We are your agent, your 
representative, your attorney with our customers. 
The wealth of our company is measured by its 
ability to produce, but it’s our job to convert this 
production wealth into cash in the pockets of 
all of the workers. 


It is true, Gentlemen, we are a big company, 
but we can still operate as a team. By dividing 
this responsibility for inventories, we are fulfill- 
ing our obligation to operate as a member of 
the team. 


Sales Management September 18, 1959 39 


Harris-Seybold Grades Prospects, 
Matches Sales Push to Potential 


Preliminary work was tedious. But once set up, 
management decisions, stepped up efficiency of the s 
whole sales operation. Now there's always an in- 


formed, current answer to “How are we 


ie Beas fem 


If your salesmen can be calling on 
the right people in the right compa- 
nies at the right time, you're sure to 
get some business. 

A lot more business, certainly, than 
you'd get if salesmen and prospects 
came together on a whenever-and- 
with-hope basis. 

Harris-Seybold, Cleveland-based Di- 
vision of Harris-Intertype Corp., now 
operates under a sales control plan 
that insures at least a large measure of 
rightness in frequency and timing of 
sales calls made by its industrial sales 
force 

Like many another company, Har- 
ris-Seybold anticipated the ’58 reces- 
sion and the inevitable decline in sales 
and profits. Squeezing adequate busi- 
ness out of a depressed economy 
meant increasing the effectiveness of 
the sales force 

The company manufactures big- 
ticket items—offset printing presses 
(from $10,000 to $400,000) and power 
paper cutters (from $6,000 to $50, 
000). With this kind of investment 
involved in every sale, the need for 
the product often develops slowly 
Occasionally, however, it can happen 
overnight. 
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Based on an interview by Robert A. Kelly with 


HAROLD W. BEDER, JR. 


Director of Marketing, Harris-Intertype Corp. 


Like other capital goods salesmen, 
the Harris-Seybold man has to know 
exactly who his customers are, evalu- 
ate their potential in terms of proba- 
ble equipment purchases and gen- 
erally maintain an intimate business 
relationship with them. A big order 
for a man with hundreds of accounts 
of all sizes. 

With Marketing Director Harold 
W. Beder, Jr., calling the strategy, the 
company set out to greatly improve its 
account coverage by: 


1. Locating, identifying and grad- 
ing the sales potential of prospects as 
well as existing customers. 

2. Balancing the work load and 
earnings opportunities of each terri- 
tory. 


3. Introducing a plan which re- 
quires a minimum number of sched- 
uled calls in proportion to the sales 
potential of the prospect. 


4. Freeing field salesmen of all but 
the most essential reports through the 
use of punched-card accounting which 
provides the salesman and his sales 
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manager with vital statistical infor- 
mation. 


5. Following up, by means of a sys- 
tematic review, the degree of success- 
ful performance on the part of each 
salesman against his pre-determined 
plan. In addition, this highlights 
coverage-weaknesses in any specific 
account. 


Rather than undertake this pro- 
gram on a spare-time basis, Beder 
assembled a task force whose mission 
was to implement the Account Cover- 
age Program. 

Here’s how they made it work: 

The company’s known customers 
and prospects had to be checked and 
additional prospects located. While 
records provided a reasonably com- 
plete list of competitor's activities, it 
was decided to focus on prospects 
not as yet approached by Harris- 
Seybold salesmen. 

The staff worked with trade maga- 
zine circulation lists, trade associa- 
tion membership lists, state directories 
of manufacturers, direct mail lists and 
Dun & Bradstreet’s information serv- 
ices. It was obvious that a 95% com- 


So little 
paperwork... 


so many benefits 


PIECE-OF-PAPER NO. 1: Aside 
from writing up orders, the 
H-S salesman makes out only 
one kind of report, one for 
each call. It’s designed for fast 
fill-out salesmen appreciate. 
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EQUIPMENT PURCHASES AND CHANGES 
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—- 
REMARKS (INCLUDE DETAILS OF COMPETITIVE PURCHASES) 


PRINTED IN U.S.A 
HS CO. 830A 


MAIL WHITE COPY TO SALES STATISTICS 


PIECE OF PAPER NO. 2: Once 
a month each salesman gets 
back a consolidated report on 
all calls he has made during 
the previous month. It cues 
the salesman on planning 
future calls, cues his manager 
on the points for discussion. 
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EXHIBIT “B" 
Daicy SALes CALLS - 
HARRIS. SEYBOLD COMPANY pemeo JULY 1 


CUSTOMER NAME TY @ STATE 


POTTSTOWN BOX INC POTTSTOWN PA 
CRAFTSMEN LINC KUTZTOWN PA 
ZELL BROTHERS PHILADEL PA 
LITHCOMB PRESS PHILADEL PA 
WICKERSHAM PRTG CO LANCASTER PA 
WISE PRTG CO RED LION PA 
SMITH PRESS YORK PA 
WICKERSHAM PRTG CO LANCASTER PA 
ZELL BROTHERS PHILADEL PA 
MC INTOSH ASSOC HARRISBURG PA 
UNION PRESS HARRISBURG PA 
WRIGHT LITHO HARRISBURG PA 
MGS PRESS LANCASTER 
SCIENCE PRESS LANCASTER PA 
CLARK LITHO CO LANCASTER PA 
CLARK LITHO CO LANCASTER PA 
SIGNET PRESS MT JAY PA 

SKF INC PHILADEL PA 
JONES PRTG PHILADEL PA 
CLARK LITHO LANCASTER PA LUM238 
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plete prospect list could be developed 
from at least two of these sources. 
However, since the second step of 
the program was to grade all pros- 
pects in terms of their buying poten- 
tial for H-S products, it became neces- 
sary to evaluate the worth of associ- 
ated information available from each 
source. 

Trial runs were made in sample 
areas to ascertain the best approaches 
for grading prospect potential. Possi- 
bilities were: on the basis of number 
of employes, financial status, sales 
volume and equipment owned. The 
results indicated that the most mean- 
ingful approach would be a rating 
based on equipment operated. 

Using plants in the sample area, 
correlations were made between the 
equipment operated and companies’ 
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PIECE-OF-PAPER NO. 3: At the end of each quarter, each salesman 
gets an account coverage summary which covers a year’s history. 
It clearly reveals how the salesman‘s performance is measuring up. 
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known post-war purchases of offset 
presses and paper cutters. Data were 
checked through personal interview 
and a point rating formula estab- 
lished to translate pressroom and 
bindery equipment operated into pur- 
chasing potential. 

With account rating reduced to a 
simple procedure producing 250-300 
accounts graded per day, prospect 
identification and initial grading were 
no longer problems. 

The final step in the grading proc- 
ess was a review by the salesman in 
whose territory the account was lo- 
cated. Says Beder, “This step is essen- 
tial, because the salesman will be held 
responsible for developing the proper 
relationship with the customer.” 

When the salesman disagreed with 
a suggested rating, he was required 
to support his opinion. Upon re- 
appraisal by the task force, unresolved 
differences in ratings were settled. 

“Once we had assembled this in- 
formation,” continues Beder, “we 
evaluated our manpower require- 
ments and the work load in each sales 
territory. We wanted to be certain 
that our sales force was numerically 
adequate for the job and its cost in 
proper relationship to profit goals.” 

As a preliminary to measuring the 
work load of each sales territory, a 


minimum-call frequency was estab- 
lished for each account grade by 
drawing upon the experience of field 
sales managers, and supplementing 
this information with analyses of call 
and sales records. Accounts rated as 
“future prospects,” but not of suffi- 
cient current potential to permit eco- 
nomical regular calls, were to be cov- 
ered by a program of direct mail. 

The present work load for each 
sales territory was then determined by 
adding up the number of minimum 
calls (based on the previously estab- 
lished rating formula) assigned to each 
account in the particular territory. 

Now, what about the economics of 
calling on a customer? Roughly, there 
are 35,000 accounts who can logically 
be considered current or long-range 
prospects for the company’s products. 
What is the smallest size account that 
a printing machine manufacturer can 
afford to call on regularly? 

Here is where the grading system 
began to pay dividends. An analysis 
was made of the previous year’s sales 
to a random sample of the company’s 
customers. This related the dollars 
and units of sales made to each size 
group used in the account grading. 
The analysis showed the following: 

11% of the large accounts bought 
during the year. 


) 


THE SYSTEMATIC MR. BEDER: He moved from a de- 
pression-years job in a department store (merchandise 
manager) into the big-ticket capital goods business. 
Earlier he headed sales for the Harris-Seybold Divi- 
sion, now performs this function for parent company. 
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si 
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8% of the medium accounts bought 
during the year. 

1% of the small accounts bought 
during the year. 


4% of the very small accounts 
bought during the year. 

The dollar value of a sale varied in 
direct proportion to the size of the 
account. For example, a sale to a 
large account averaged approximately 
$100,000 and a sale to a very small 
account averaged approximately $10,- 
000. Further, less than 3% of all ac- 
counts were in the large group. About 
50% were in the very small category. 

From data such as these, prelimi- 
nary guide lines were drawn } ral 
how far down the “size” list a sales- 
man could economically operate. 

Through analysis of the expense 
of employing different classes of 
salesmen (juniors, seasoned, heavily 
experienced) minimum and practical 
maximums were established as sales 
volume objectives for sales territories. 


At this point, standards were intro- 
duced as follows: 


1. The work load a salesman could 
physically handle expressed in num- 
ber of minimum scheduled calls per 
vear. 

2. The minimum sales volume re- 
quired to support a salesman and the 
practical maximum volume in line 
with adequate servicing of accounts. 


3. The minimum grade (or size) 
account that could economically be 
covered on a scheduled call basis. 


Next, Beder and his task force had 
to compare actual work loads, sales 
volumes and accounts covered for 
each district, with guide standards. 

H-S_ estimated that competitive 
sales were built on a county basis for 
each territory. Previously recorded 
work load details were reviewed in 
light of the minimum grade (point 
three above) that could economically 
be covered. It turned out that there 
was need for frequent territory ad- 
justment and, in some instances, for 
increasing or decreasing district-man- 
ning tables. 

Territories were not constructed on 
an equal-size basis, but were made 
to correspond with the guide ranges. 
The more experienced salesmen were 
given territories near the top of the 
ranges. Newer or less capable men 
staffed the territories of lesser value. 

In. setting coverage standards, Be- 
der and his crew noticed that the 
sales force had historically averaged 
1,000 calls per man per year. Initial 
studies showed that 65-75% of a 


U.S. Air Force Snark Intercontinental 
Guided Missile. Range 5,000 miles. 


t's Loaded 


with buying power... 
THE INDIANAPOLIS AREA* 


You don’t need radar to track your results in Indianapolis .. . the 
area where retail sales are orbiting a healthy 15.9 per cent above 
the national average.t} 

And it's no wonder when you realize that metropolitan Indian- 
apolis ranks 13th among all cities over 650,000 in effective buying 
income per household, and 8th in retail sales per household. 

Get your sales program on the launching pad in this rich 45- 
county area... using The Star and The News... the media that 
get results. Write for full details. 


{| Sales Management, Survey of Buying Power, 1959 


*FIRE YOUR SALES MESSAGES AT 
THIS RICH 45-COUNTY TARGET 


Population: 2,152,000 
Income: $3,823,053,000 
Retail Sales: $2,466,255,000 
Coverage: 54.9% By 

The Star and The News 


a STAR........ 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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“is sHownNe” ™ Mee MiG 


No matter where you look in the vitally alive St. Paul Market, 
you see a 3-county* panorama of surging growth. 

Yesterday's industrial blueprints have ripened into today’s pay- 
roll-boosting realities. Dayton’s, Inc., one of the nation’s mightiest re- 
tailing giants, plans a multi-million dollar face lifting of Downtown St. 
Paul . . . including the construction of the finest store between Chicago 
and the Pacific coast. The Minnesota Highway Department has com- 
pleted new super highways that are scooping additional thousands of 
shoppers into St. Paul. Sears is scheduled to break ground soon for a 
sprawling retail store on the fringe of the St, Paul loop. And that’s 
only the beginning. 

Already established as one of the nation’s great markets, fast- 
growing St. Paul is destined to be among the greatest. 


Even now, here’s a market where 529,600 people radiate prosperity 
by spending 655 MILLION RETAIL DOLLARS A YEAR .. . and 
these shoppers get their buying ideas from only ONE newspaper. 
Virtually untouched by any outside newspaper, the St. Paul Market 


is saturated by the St. Paul Dispatch-Pioneer Press. 


FAMILY COVERAGE 
AND { NEWSPAPER *Ramsey, Dakota and Washington counties. 


iiiial 
UNCHALLENGED cMebs., 72.5 % 
BLANKET COVERAGE 44.3% 


sT. & PAUL 5.0 8.3 


a é $ PATC H MORNING EVENING SUNDAY 


Leese wnewsrares SOURCES: ABC 3-31-59. SM Survey of sdten QD 


Power 5-10-59. Newspapers have audited, 
PIONEER PRESS verified circulation 


Representatives RIDDER-JOHNS, INC. 
New York - Chicago —Detroit—Los Angeles —San Francisco —St. Paul — Minneapolis 


Whether you rely on the power of black-and-white or the impact 
of blazing color... St. Paul belongs on your “A” schedule! 
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salesman’s time could be scheduled, 
leaving the balance for call-backs, 
following up. inquiries, service, etc. 
Adds Beder, “We found, subsequent- 
ly, that we were somewhat optimistic 
and that we should not schedule more 
than 60% of a salesman’s time for 
planned calls.” Thus a range of 500- 
600 planned calls per year was set 
up as desirable. 

The second coverage standard con- 
cerned the minimum number of 
scheduled calls that would be made 
on each grade size. For competitive 
reasons, H-S declines to divulge these 
figures. 

Third, a table was drawn up for 
scoring the point value of different 
types and sizes of prospect’s equip- 
ment and translating total point values 
into a minimum-call frequency. 

Having applied these standards to 
the data for each account, the de- 
gree and type of coverage each pros- 
pect should be given, was deter- 
mined. 

Now, this information had to be 
presented to the salesman in a usable 
form. 

With territories and accounts 
graded, punched cards were prepared 
for each account containing the fol- 
lowing information: (1) account name, 
(2) street, city and state address, (3) 
state, county, district and territory 
code numbers, and (4) planned call- 
frequency. 


® From the punched cards, a “call 
directory” was set up for each terri- 
tory and then combined for each sales 
district. The directory listed, by 
group size, all prospects in a sales- 
man’s territory. Thus, all large pros- 
pects were listed together, followed 
by medium-size accounts, etc. 

In addition, a personalized loose- 
leaf binder was given to each sales- 
man, complete with individual ac- 
count-call-record forms for all pros- 
pects on whom the salesman was 
scheduled to call at least twice a year. 
These the salesman arranged in his 
loose-leaf binder in a practical se- 
quence to guide him in his call activi- 
ties. The forms were imprinted from 
the punched card master file. 

Besides the actual order, the H-S 
salesman is required to make only one 
other regular report — his call report. 
A quick, check-off type is used to 
make the writing as painless as pos- 
sible. This also expedites the transfer 
of information to punched card ac- 
counting. The form also provides a 
record and analysis of competitive 
activity as well as information to sup- 
port the change in call-frequency 
which a salesman will often recom- 
mend. 

When Beder obtains information 
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It would take 1,000 salesmen, making 10 calls 
each per day, more than 11 years to make as many 
face-to-face contacts as you get from 1 ad page in 
1 issue of the Post. Alfred Politz’ study of Ad Page 
Exposure proved: 29 million times each issue, 
someone turns to your ad page in the 
Post! Isn’t this the kind of selling | POS’ I 
you want your advertising to do? Hixmmmas 
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on a competitive installation from a 
source other than the salesman, it is 
brought to the salesman’s attention 
along with a request for more details. 

On the other hand, the salesman 
receives two reports which assist him 
in doing his job: 


1. A monthly Daily Sales Calls 
report. It lists all calls made, chrono- 
logically, and totals the results at the 
foot of the last sheet of the report. 
It gives the salesman a brief sum- 
mary of his months’ activity as an aid 
in future routing and coverage and 
shows his district manager where 


some productive coaching might be 
in order. 

2. An Account Coverage Summary. 
This quarterly report covers a year’s 
history, by account, while geographi- 
cally highlighting whether or not the 
call-plan was met for each prospect 
during the current quarter. The re- 
port was designed to raise an unmis- 
takable danger signal whenever a 
prospect was not called upon as 
planned during a quarter. The year’s 
accumulated record provides the 
proper perspective for reviewing quar- 
terly performance. It also points out 


MEMPHIS... 


SECOND IN THE SOUTH 
IN RETAIL SALES PER 


HOUSEHOLD 


Metropolitan Memphis sets a new high in total 
retail sales—now over 3% Billion dollars. Total 
retail sales in the giant, 76-county Memphis market 
now at a new high of over 2 Billion dollars. 


Here's how per household retail sales in Memphis 
metro area compare with the other 8 leading 


Southern cities: 


RANK 
Dallas 


I 
2 MEMPHIS 
3 


Atlanta 


Fort Worth 
San Antonio 


Houston 
Louisville 


New Orleans 
Birmingham 


Metro Area 


Per Hsid. 
Retail Sales 
$4,945.00 
4,761.00 
4,625.00 
4,188.00 
4,081.00 
4,067.00 
3,954.00. 
3,755.00 
3,631.00 


Source: SRDS, May, 1959 


You Get More When You Buy Memphis 


THE 


See | 
COMMERCIAL APPEAL | . 
MEMPHIS 
PRESS-SCIMITAR 


PPS-HOWARD NEWSPAPERS 
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unjustifiable excesses in number of 
calls. 


At first glance, it appeared that the 
salesmen might resent the guides and 
checks provided by the program. 
With few exceptions, the reverse has 
been the rule. The sales force, after 
some huffing and puffing in certain 
independent corners, recognized the 
new system for what it is—a fool- 
proof method for assuring that the 
salesman will be where he should be 
when the prospect is ready to buy. 

In effect six months, the plan has 
already produced some encouraging 
results. 

The first quarter Account Coverage 
Summary showed the sales force suc- 
cessful in meeting the plan’s schedule 
for about a third of all accounts. The 
second half has shown definite im- 
provement with nearly 50% of all ac- 
counts called upon as scheduled. 

Says Beder, “Before the year is out, 
C. A. Loefgren, Harris-Seybold Divi- 
sion’s general sales manager, expects 
results to be running around 75% of 
plan. This will probably be optimum 
performance since work loads are 
scheduled on the heavy side to keep 
the men driving. At the same time 
the program maintains high morale.” 


Benefits of the plan are many: 


1. Sales management controls the 
coverage pattern, insuring that each 
type and size account is covered in a 
manner relative to its importance to 
the company. 


2. By knowing accurately where 
personal calls are not being regularly 
made, the company can use addi- 
tional direct mail programs to help 
maintain its position with each pros- 
pect. 


3. The salesman has an accurate 
barometer of his own performance 
and can take immediate steps to im- 
prove a weakened situation. 


4. Salesman’s paper work is kept 
to a minimum. 


5. With this realistic measurement 
of work load, and sales potential, 
proper credit can be given for good 
performance. On the other hand, 
weaknesses are constantly highlight- 
ed, allowing productive coaching bv 
field sales managers. 


6. Sales territories can be readily 
adjusted when changing conditions 
so require; and an accurate projection 
of the work load and probable effect 
on salesmen’s earnings can be easily 
calculated. @ 


“This is our fourth 
plant expansion” 


“When I joined the company in 1935, the whole plant was in the building 
where Inspection and Shipping are now. Production was handled like 
single jobs. But new equipment has changed all that. Now, with only three 
times as many men, we’re turning out 10 times the volume we did in ’35. 
And we’re still growing.” 


This kind of seam-bursting growth has made Metalworking a $120 billion 
industry; has made its production management vitally important. For 
these men supervise, plan and boss manufacturing in a dynamic field. 
While hypothetical, Mr. Harper is representative of production engineers 
and executives in Metalworking—your best customers. 

American Machinist is the magazine that helps these men look ahead; 
helps them keep current in a fast-moving technical field. Expertly edited 
by experienced engineers, it’s an advanced text for younger men, a sure 
way to keep up for the veterans. Thus, throughout Metalworking, you'll 
hear production men say... 


“T have to read American 
Machinist’ 


McGraw-Hill Magazine of Metalworking Production @ 
330 West 42nd Street, New York 36, New York @ 
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Number 8 in a series of messages to business on the growth at the top of the American market. 


There’s a boom at the upper level 
where big splashes are made 


af, a ho 
as Se. 


m 


Y jie 8 
Make the most of it in TIME 


In the ten years between 1948 and 1958, the total number of 
families in the U. S. increased 22%. 

A big jump? Not as big as Upper Level leaps like these — 
Families with incomes of $10,000 and over increased 235% ! 
Families owning two cars increased 396%! 

And the number of home swimming pools jumped 4,896%! 

It all adds up to a Boom at the Upper Level. You can spot it 
in the glint of jet airliners, private swimming pools, new 
country homes. 
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The boom at the upper level is powered by somewhat (ie - 
Wee F aud iO mills, well-educated, upper-income families. 
These families are establishing the trends, setting the styles, 
making most of the major decisions locally and nationally. 


Wherever you find the boom at the upper level—there 
you will find TIME. Because most of these millions read TIME. 
And those who don’t are surrounded by those who do—their 
friends, relatives, and business associates. 


Companies advertising every conceivable service, product 
or corporate personality need the approval of these millions 
who make the great selling years in every field. And they can 
be reached, informed and sold with maximum effectiveness 
only in their favorite magazine, TIME. 
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GEM 


PUSHBUTTON 


How Gem's Sales 


Whisked up 
135% 


ASR Products Corp. carves big 


sales gains for new razor model, 
thanks to “total product plan- 
ning” — industrial design, con- 
sumer ads, dealer promotion, 
and point-of-purchase _ selling. 


By L. E. PARKHURST 


Executive Vice President 


ASR Products Corp. 


The “yearly model” trap plagues 
many makers of consumer goods. 

At ASR we realized we were skirt- 
ing this trap last year when we started 
to probe new sales ideas for the 1959 
line of Gem razors. Many buying 
markets expect a new look, somehow, 
each year. Product styling is there- 
fore important in our business, as is 
good package design. 

Also, we appreciate the value of 
product improvement—real, substan- 
tial change—to spark advertising copy, 
sales promotion and, of course, actual 
sales volume. 

To determine what—and how much 
—change we needed to sell the Gem 
razor in 1959, we started by pinpoint- 
ing ‘deas for a new advertising theme. 
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NOW RAZOR STANDS UP in point-of-purchase displays, gains 212 
times more exposure. New program brought focus and improve- 
ment to displays. The case is acetate; platform, red plush. 


Our initial thoughts, culled from our 
engineering department as well as our 
sales promotion staff and advertising 
agency, were to restyle the handle of 
our current razor. This would give us 
a new look and new styling theme. 


> At this point we retained an indus- 
trial design firm, Gerald Stahl Asso- 
ciates of New York, and set this or- 
ganization to work exploring new han- 
dle stylings. Meanwhile, our second 
strategy meeting produced some 
changes in our thinking. Market in- 
formation showed that little improve- 
ment had been made in blade shaving 
in recent years. Also, we had proof 
that certain operations in blade shav- 
ing could be modernized. 
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We then changed our plans and 
decided to re-design the old Gem 
Micromatic razor, which permitted 
opening and closing the blade cover 
without touching it. We had mar- 
keted this razor a few years ago but 
dropped the line because high pro- 
duction costs prohibited a competitive 
retail price. 

As the designers proceeded to re- 
fine details of the new razor, includ- 
ing styling, we planned our adver- 
tising themes, promotion ideas and 
point-of-purchase presentation for the 
1959 campaign. 

This coordination of product plan- 
ning and marketing of the new Gem 
push-button razor accounts for its 
success—a 135% sales gain to date 


water, water everywhere 


in the SAGINAW, MICHIGAN 


MARKET % 


... and it leads to all the world’s great ports 


Water—the most important natural resource for the continued 
growth of any region—abounds in the Saginaw area. The import- 
ance of this abundance of water to the Saginaw market was 
revealed recently when Department of Agriculture officials pre- 
dicted that this nation will double its need for water in the next 
25 years. Not only has Saginaw an unlimited supply of fresh 
water for homes and industry, but this water leads directly to 
the world’s great seaports through the St. Lawrence Seaway — 
two advantages that make this thriving production center even 
more attractive as an industrial location—two more facts insuring 
the continued expansion of this “‘ going-growing”’ market. 


‘ 


in this 


* Yes, here is a high employment market where con- 
sumers spend 16%* above the national average for 
the things you have to sell. It’s a region known for 


‘assured-future”’ market. Concentrate your 
sales message in The Saginaw News where it will be 
seen by more than 175,000 readers, and where you 


its industrial and agricultural prosperity, and—to 
secure its future growth—for “the greatest fresh 
water supply in the world!’”’ Establish your product 


are paying only 23 cents a line for a net paid circula- 
tion of 50,786**. 


*Sales Management Survey 
**ABC Publisher’s Statement March 31, 1959 


‘The daily newspaper is the total selling medium"’ 


THE SAGINAW NEWS 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. M higan Ave Chicago 11, SUperi ’.4680 e@ Brice McQuillin 785 Market Wes 


San Francis 3, SUtter~ 1-34 Willian hur tliff, 14612 rd Bldg, Detroit 26, WOodward 1-0972 


A Booth Michigan Newspaper 
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“But just how far 
can I trust 
these rumors?”’ 


DODGE REPORTS are surer...and cheaper 
... than gossip and guesswork! 


If you’re after business in the new construction market, rumor-chasing 
is a pretty expensive way to go about it. Depending on salesmen to “dig 
it up” wastes time and money that using Dodge Reports could save. Why 
not give your salesmen this help — and give them more time for what 
they know best, working with buyers who are going to buy. And let 
Dodge do what it does best — finding more live, active opportunities for 
your salesmen to work on than they can ever find by themselves. 

Dodge Reports— mailed direct to your salesmen daily — tell them 
who’s going to build what and where...anywhere in the 37 eastern 
states. You specify the area and types of construction you want covered. 
For each project, Dodge provides the vital facts about whom to see... 
when bids (and re-bids) are wanted...even who else is bidding. And 
Dodge Reports follow up with needed information —as it develops 

in each stage until the last contract is let. 

Let us show you how Dodge can lead your salesmen to in-the-market 
prospects ... put an end to expensive cold-canvassing and rumor-chasing. 


SEND FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division 
119 West 40th Street, New York 18,N.Y., Dept. SM99 


Send me the book ‘Dodge Reports — How to Use 
Them Effectively” and let me see some typical 
Dodge Reports for my area. | am interested in 
the general markets checked below. 


[_] House Construction [] General Building 
[) Engineering Projects (Heavy Construction) 


Area 


Osa ccliatitertinertecinesnen 


Company____ 
Address 
City 
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over our tormer model during the 
same length of time. 

We introduced the push-button 
razor via sponsorship of election-night 
returns last November on network 
radio and TV. At the same time, we 
advertised in Look, The Saturday 
Evening Post, 156 local newspapers 
in key marketing cities across the 
country, and in drug, tobacco and 
variety chain businesspapers. 

To gain maximum acceptance with 
dealers, we planned extensive promo- 
tion. A special selling brochure, de- 
livered personally by ASR field men 
to wholesalers and chains throughout 
the country, showed unusua! features 
of the new razor, package, counter- 
vending display rack and ad schedule. 
This was a large, glossy, four-color 
brochure with stand-outs, pull-outs 
and strong sell copy. 

As a special promotion, a ze tO 
Kit” was delivered to thousands of 
executives in industry. It consisted of 
a black and gold folding case con- 
taining the razor, package and a 
framed ad tearsheet. 


> As point-of-purchase displays, wire 
racks show the push-button razor in 
a stand-up, full-view acetate case on 
a platform of plush red acetate. Razors 
are usually displayed flat, but market 
reports disclose that the new Gem, 
in stand-up position, gains 2% times 
more visible counter exposure than 
any previous line, including our com- 
petitors’. 

Our new advertising theme pro- 
motes the best feature we have to 
talk about—an improved product. 

Every ad tells in brief and graphic 
copy what each new razor feature is. 
The handle, longer and deep-grooved 
for a firmer grip, is highlighted. Even 
the embossed “GEM” lettering on the 
handle provides a convenient thumb 
grip and furnishes strong brand iden- 
tification—another good copy point. 

Other features that are promoted: 
A 24-carat gold-plate blade housing; 
new built-in shaving angle; automatic 
blade positioning; serrated lather bar 
to “tee up” tough whiskers; and the 
nylon push-button, more permanent 
than steel. 

To back the push-button model, we 
are continuing our advertising sched- 
ule on network TV, plus newspapers 
and consumer and business magazines. 
Not only have razor sales zoomed, 
but the new model has created so 
many new users of Gem blades that 
we are running at production capacity. 

We are continuing to work with 
our industrial designers to develop 
other product ideas. We expect this 
approach will help us avoid the snare 
of the annual new model. @ 


This 
IS f 
the spot for a commercial 


hot paitwtere yore Ut tan the tasks Spot Radio plan, ; 
These 29 great stations can — ee eee 


KoB, Albuquerque WSB, Atlanta . WER, Buffalo ca ’ 


cat 


Radio Division 


’ Edward Petry & Co., Inc. 


The Original Station 
Representative 
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Engineering executives are impor- 

tant in determining the type of 

, product to be purchased and its 

Most metalworking purchase decisions are team decisions reflecting the thinking of at least specifications. But if you limit 
four major executive groups. In the overall view, some groups predominate numerically, but your advertising coverage to this 
none accounts for more than one out of three purchase-decision executives in terms of pri- function alone, you will reach 
mary function. Furthermore, there is a significant overlap in purchasing roles, because the only 19% of the men who in- 
average metalworking executive has two executive functions. 


Purchasing executives often have 
the final say in selecting suppliers 
of equipment, parts and materials. 
Your product may not even be 
considered, however, unless you 
have sold the other 87% of 
the buying-specifying team. 


Top management executives rep- 
resent an important 28% of 
metalworking’s purchase-decision 
team. Yet to concentrate your ad- 
vertising solely on this function 
means ignoring a majority of the 
buying-influence executives. 
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fluence metalworking’s purchases. 


Operating management executives 
make up the largest segment 
(32%) of metalworking’s buy- 
ing-specifying team. Nonetheless, 
they account for only one out of 
three executives who buy or in- 
fluence buying of your product. 


Plan Program for Maximum Coverage 
of Buying-Specifying Team 


New National Analysts study defines buying influence of individual 


executive groups... pinpoints their publication readership 


Most metalworking purchases are team purchases involv- 
ing executives with management, engineering and purchas- 
ing functions. In fact, 83% of all metalworking executives 
down to and including supervisors and foremen take some 
part in purchase decisions. And they do so in more than 
one role, because the average metalworking executive has 
two executive functions. 

These are just two findings of the National Analysts Study 
“How Metalworking Buys” . . . a study based on personal 
interviews with a probability sample of 2211 metalworking 
executives in 596 plants. They explain why it is dangerous 
to “compartmentalize” media selection by function in metal- 
working. For example, if you concentrate solely on execu- 
tives with the primary function of operating management— 
numerically the largest segment of the purchase-decision 


team—you may miss two out of every three executives with 
buying influence. Add top management—the second largest 
segment—and you still reach only three-fifths of the team, 
as the table below clearly shows. 

Thus your advertising is more effective if it starts with 
the broadest possible coverage of the entire buying-specify- 
ing team. Only then does it make sense to reinforce this 
coverage vertically among the executive functions that are 
most important in the purchase of your type of product. 

The table below—based on National Analysts findings— 
shows the relative importance of various executive groups 
in purchase decisions and the respective coverage provided 
by 11 leading metalworking publications. For details on this 
impartial study of how metalworking buys, what it reads 
and why, see your IRON AGE representative. 


Distribution of metalworking’s purchase-decision team by primary function 


IRON AGE 


All P-D 
Executives 


100% 


81% 


Top 
Mgmt. 


28% 


Purchase-decision exe 


80% 


Operating 
Mgmt. 


32% 


79% 


Production 
Eng. 


9% 


77% 


Des. & Dev. 
Eng. 


6% 


cutive coverage by major 


83% 


Maint. 
Eng. 


4% 


85% 


Purch. 


13% 


89% 


Sales & 
Adv. 


2% 


All 
Others 


4% 


metalworking publications* 


Pub. B 60 63 59 54 
Ye 39 42 45 36 
38 37 47 46 
37 40 41 37 
35 35 a4 53 
33 35 34 43 
32 35 31 46 
24 25 25 22 
24 24 27 40 
19 21 20 14 


62 32 73 
40 24 31 
45 33 20 
42 45 24 
24 47 20 
63 28 16 
61 21 16 
15 28 16 
22 27 12 
22 27 14 


* Publication names onrequest. Coverage figures represent claimed reading by metalworking’s purchase-decision executives in answer to the National Analysts study question,’ Which 
of these magazines do you ever read or look through ?” Study was awarded a certificate of merit for creative media research in the 1958 Annual Media Awards competition. 


» IRON AGE 


A Chilton Publication 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Headquarters for 
Assistance in 
Marketing to 


aad 


ROW arr 
D i] 


Metalworking 
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Barrage where it does most good! 


- 
7 | eo 
Sy, 
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Now it will soon be possible to put a 
barrage of advertising in specific markets, 
win customers, friends, and sales do 


sclective—local—selling, for the first time 
in a quality farm magazine! 

SuccessruL Farminc, effective with 
the January 1960 issue, will offer twentv 
State and Regional editions, plus the 
National edition 


the combination which best fits his plans 


Ihe advertiser chooses 


| 


of SuccessruL Farminc —its unique 
editorial influence which opens doors for 
the salesmen, heightens receptivity and 
response. . . its friendship and warmth, won 
by 57 years of service, helping subscribers 
carn more money, live better. 

You'll get the same fine reproductions, 
quality visual presentation, longer life — 
SUCCESSFUL FARMING is a service manual, 
kept, read, and referred to continually 
on practical problems. 

The SF farmer has a big farm, averaging 
336 acres, and getting bigger — today is 
50% larger than in 1945. 

Of major importance in agriculture, 
the SF audience has 41% of all U.S. milk 
cows, sells 47% of all cattle and calves, 
and 62% of all the nation’s hogs and pigs. 

SF readers have money and means. For 
more than a decade, the average estimated 
annual cash farm income of SF farm 
subscribers has been around $10,000, and 
in 1958 reached $12,120. 


Your advertising in the SF State and 
Regional editions, in the National edition, 
or in a combination of both, gets respect 
and results. No other medium can match 
the productivity of SuccessruL FARMING 
among the nation’s top farm families. 

Make your plans now — for the best 
sales opportunity of 1960. 

The nearest SF office will gladly tell 
you more. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


r~ 


Edition 


States *Circulation Pg. Rate 


lowa, Illinois, Indiana, 


608,297 $3,955 


Nebraska, Minnesota, Wisconsin 


The new flexibility enables advertisers 
to concentrate sales effort where additional 
sclling effort is needed, back up local and 
regional salesmen, dealers and distributors, 
intensify impressions 

You can list dealers, gain the advantage 
of personalized selling, and enjoy a new 
merchandising tool 

he new SF editions will also fit the 
necds of sectional advertisers, department 
stores, local industry, be an important step 
to broader distribution and expansion 

\dvertisers in the State and Regional 


editions will get all the assured advantages 
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| 20 State & Regional 
Editions of Successful Farming — 
in January 1960 


3 


Illinois, Indiana 

lowa 

Minnesota 

Nebraska 

North Dakota, South Dakota 
Wisconsin 

lowa, Illinois, Indiana 
lowa, Minnesota 

lowa, Nebraska 

Minnesota, Wisconsin 
Minnesota, North Dakota, 
South Dakota 

North Dakota, South Dakota, 
Nebraska 

Illinois, indiana, Ohio 


lowa, Minnesota, North Dakota, 


South Dakota, Nebraska 
lowa, Illinois, Indiana, 
Wisconsin, Minnesota 
Illinois, Indiana, Ohio, 
Wisconsin, Michigan 

North Dakota, South Dakota, 
Nebraska, Kansas 

lowa, Nebraska, Kansas, 
Missouri 

Middle Atlantic, New England 


218,956 
128,670 
116,748 

67,646 

82,225 

76,277 
347,626 
245,418 
196,316 
193,025 
198,973 


149,871 


320,412 
395,289 


540,651 
464,985 
217,241 
339,268 
138,385 


$1,860 
$1,160 
$1,050 
$ 625 
$ 760 
$ 705 
$2,780 
$2,085 
$1,720 
$1,690 
$1,740 


$1,350 


$2,565 
$3,065 


$3,785 
$3,370 
$1,850 
$2,715 
$1,245 


*A.B.C. Publisher's Statement 12/31/58 


Successful Farming . . . Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 
Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 
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MARKETING PICTOGRAPH 


— Si 


What Do You Spend for Market Research? 


Do you spend as much as other companies in 
your sales bracket? Marketers of consumer 
products with sales between $5 million and 
$25 million have a médian budget of $31,000. 
Industrial budgets are smaller, ranging from 
80% down to 40% of consumer product budgets. 


co’ 


— 


$5-25 $25-50 $50-100 $100-200 $200-500 OVER $500 
Size of Company (in millions of $) 


Source: American Marketing Association study of 1359 business firms 
FE ES A 6 OES BRI ANT, ARE RR cy aon el RG veal 
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Mr. Gains 


“That's Whippert County down there, with income per consumer spending unit 
of six thousand seven hundred and fifty-six dollars.” 
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She’s sold! 


...and cellophane’s “tailored protection” 
made the sale more profitable 


Protection, tailored to individual 
product needs, is just one of cello- 
phane’s unique combination of ad- 
vantages. 

Du Pont cellophane’s tailored pro- 
tection lowers the cost of a sale, be- 
cause the packager can choose from 
over 100 different types... gets—and 
pays for—only thekind and amount of 
protection his product requires. And 
he profits from the repeat sales as- 
sured by proper protection of quality. 


In addition, Du Pont cellophane 
offers the proven sales power of pure 
transparency, unbeatable efficiency 
on high-speed packaging machinery, 
unlimited flexibility of design and 
vivid color printing. 


PROVE TO YOURSELF that cellophane 
can help “buy your market” at low- 
est cost. Ask your Du Pont represent- 
ative to give you all the facts. 


Sales Management 


E.I.duPontde Nemours& Co. (Inc.), 
Film Dept., Wilmington 98, Del. 


QU POND 


8£6.y. 5. pat OFF 


Better Things for Better Living... through Chemistry 


U PONT 
cellophane 
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Gives readers accurate, up-to-the-minute technical, management and marketing 
information. Goes to men engaged in the sale and distribution of LP gas and the 
appliances and equipment necessary for its use. Since 1931, BPN has been known 
as “headquarters for LP gas information.” 


Gives advertisers audited circulation of more than 15,000 in some 11,600 lique- 
fied petroleum gas plants. BPN reaches every known bulk plant, plus all known full- 


time bottled gas dealers. 


© 


Butane-Propane News is published by Chilton, one of the most diversified pub- 
lishers of trade and industrial magazines in the country—a company with the 


experience and resources to make each of 17 publications outstanding in its field. 


In keeping with Chilton policy, the staff of Butane-Propane News devotes full time 
to the publication, with the dual aim of editorial excellence and highly selective 
circulation. The result is a magazine designed to sell the entire liquefied petroleum 


gas industry. 
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Pag 


designed to sell 


the liquefied petroleum 


gas industry 


COMPANY 


Chestnut and 56th Streets . Philadelphia 39, Pennsylvania 


PUBLISHER OF: Department Store Economist « The Iron Age « The Spectator ¢ Automotive Industries «+ Gas 
Hardware Age + Boot and Shoe Recorder «+ Butane-Propane News «Electronic Industries + Aircraft and Missiles 
Jewelers’ Circular-Keystone . Optical Journal & Review of Optometry . Distribution Age . Hardware World 
Motor Age + Commercial Car Journal «+ Product Design & Development -« Business, Technical and Educational Books 
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How to Get Distributors on Your Side 


A manufacturer with a strong dis- 
tributor marketing organization often 
has problems—how to get the most 
from the distributor, how to keep him 
carrying a full inventory, how to keep 
him selling. 

“We were really in trouble two 
years ago,” declares Robert L. Kemp- 
ton, vice president-marketing, of the 
Edwards Co., Inc. The family-owned 
firm, headquartered at Norwalk, 
Conn., is the oldest (87 years) and 
largest maker of signaling, communi- 
cation and protection equipment. 

“Edwards’ morale and confidence 
were very low. We had always sold 
through distributors, almost 1,400 of 
them. Then as the economy boomed, 
our distribution costs increased and 
our market dwindled under pressure 
from direct-selling, price-cutting com- 
petition. 

“The worst problem of all was that 
we had completely given up on the 
distributor. And he had given up on 
the old ‘bell-and-buzzer’ maker.” 
Kempton explains that the distributor 
“often kept low inventories, only be- 
cause he had to carry our prestige 
line. Our most beautiful merchandis- 
ing deals were total failures because 
of lack of support. We were unable 
to market new products or reach new 
markets. We were stuck on a plateau 
while the whole electrical industry 
soared past us.” 


® Kempton had to make a decision 
Meet direct selling by dropping the 
distributor and setting up a direct 
sales force? Edwards couldn’t; it sells 
to 20 markets; it has no across-the- 
board competition. From his 15 years 
in Edwards’ sales ranks, Kempton 
knew he could get distributor sup- 
port. He decided to make the dis- 
tributor an arm of the Edwards sales 
team—teach him how to sell crea- 
tively; how to go after new markets; 
how to handle direct mail, promotions, 


62 Sales Management 


September 18, 


By JAMES G. PLUNKETT 
Senior Associate Editor 


and hold meetings to train his staff. 

In early 1958, Kempton kicked off 
his new campaign—a Sound Partner- 
ship program aimed at making the 
electrical distributor an extension of 
the Edwards selling organization. 

The program goes into action when 
a distributor buys a complete stock 
of signaling equipment recommended 
by Edwards. At this time the dis- 
tributor selects a key man, or several 
men, to be trained by Edwards as 
signaling specialists. 

The main instrument of the pro- 
gram, a seven-part Better Selling kit 
(SM, June 6, 1958, page 73) then 
comes into play. The kit is a year-long 
bombardment aimed at making the 
distributor a better salesman. He is 
shown how to organize for more sales 
and go out and get them. He is given 
instructions and mailing pieces to con- 
duct an effective direct mail cam- 
paign. And Edwards floods him with 
selling aids, product displays, mer- 
chandising brochures, guides to sig- 
naling equipment market, product 
descriptions, even request cards for 
fast price quotes from headquarters. 


& Part of the kit is aimed at mecha- 
nizing Edwards’ field salesman’s paper 
work, organizing his selling time, and 
guiding him to better distributor sales 
meetings. He gets sales training 
forms, IBM call reports, advance 
weekly planning sheets, sales inter- 
view forms and follow-up letters, in- 
ventory-control stock sheets, and many 
other sales aids. He also receives an 
instruction book which enables him 
to hold sales meetings of any length 
from 10 to 90 minutes. 

“The distributor really went for it,” 
says Kempton happily. “He welcomed 
the opportunity to have his own sig- 
naling specialist . . . He grabbed for 
our lessons on selling, markets, prod- 
uct advantages, direct mail campaigns, 
displays . . . He liked the new atten- 
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tion we were giving him—sales train- 
ing, sales meetings . . . He was im- 
pressed by brochures showing Ed- 
wards’ national ad campaign.” The 
ad campaign illustrates case histories 
of how distributors handle tricky 
problems—and profit, with the help 
of Edwards. 

“Yes, the distributor became the 
key in the Edwards marketing team. 
Now he can help us market any- 
thing.” Kempton continues, “You 
know, that was all it took. The entire 
Edwards Company changed in less 
than a year. We have a new confi- 
dence and enthusiasm. We quad- 
rupled our research and development. 
We're busy rounding out our prod- 
uct lines, deepening our penetration, 
and improving our equipment.” 

The Sound Partnership program 
passed the test in a recession year 
with a 6% increase in sales over 1957. 
And sales in the first half of 1959 
were up a big 31%. Smiling, Kemp- 
ton goes on, “Edw ards now gets sup- 
port from its distributors that is con- 
siderably out of proportion to our 
volume in the industry. We often 
get much more support than manu- 
facturers with several times as much 
volume. The distributors even plug 
us to other manufacturers, for we 
taught them to sell creatively.” 

This lesson in creative selling is 
being continued in 1959 with a Prod- 
uct Information program, a year- -long 
round-up of tips on sales techniques 
and product information. 


& Edwards’ big success this year is 
a new Industrial Modernization pro- 
gram. This project, aimed at tapping 
the vast industrial market, gives the 
distributor the specialized training 
and sales aids necessary to analyze 
an industrial prospect’s problems and 
then prepare and make a formal sales 
presentation. The program is an im- 
portant incentive, for an industrial 
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"KTO STOT 4HEAOBEK ?" 


The question: ““Who’s this man?” 


The answer: “Peter Hahn, WJR 
News.” 


The place: the Foreign Ministers 
Conference in Geneva. Of course, 
Hahn wasn’t really sitting at the 
conference table, but he got as 
close as any newsman could to 
broadcast live reports direct from 
Geneva to WJR twice daily. 


While Hahn was overseas, WJR 
staffer Jack Hamilton made sev- 
eral direct reports from Washing- 


ton on major national news stories. 


And all of this in addition to nine 
15-minute newscasts every day. 
This is the sort of news coverage 
WJR gives its audience. 


Comprehensive news reporting is 
an example of what’s happening at 
WJR, astation where radio is a liv- 
ing, breathing, broadcast medium 
(rather than just a gigantic juke 
box). We call it “complete-range 
programming” . . . programming 
with something for everyone, 
tailored for the many different 
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tastes and needs of the 17 million 
folks within sound of our voice. 


If you’d like to grow in the Great 
Lakes area, join a fine company 
of advertisers and grow with WJR. 
See your Henry I. Christal repre- 
sentative. 


W J Reve: 


760 KC 50,000 WATTS 
RADIO WITH ADULT APPEAL 
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bags by 

natco, 

either from 

our standard 

line or custom 
manufactured, 
offer thousands 

of smart sales 
promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 
packages, premiums, 
special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


“suppliers to 
the airlines 
of the world.” 


natco products corporation 


1401 post road, warwick, rhode island 
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no 
tricks 

just 
smart 


promotion 


signaling installation can be worth a 
great deal to a distributor, both in 
Edwards’ products and auxiliary 
equipment. 

The industrial program has been 
enthusiastically welcomed by both 
national and independent distributors. 
Graybar Electric Company’s manager 
of power apparatus sales, R. C. Dunn, 
wrote to Graybar offices: “Every plant 
we call on is a prospect for signaling 
equipment, and the industrial pro- 
gram is designed to help our sales- 
men make the most of their opportun- 
ities in the huge industrial market. 
Its sole purpose is to create business 
—and it will. To those Graybar houses 
not now participating in the program 
we hope consideration will be given 
to joining with the other 71 houses 
when the Edwards representative calls 
on you.” 

Westinghouse Electric Supply Co. 
was equally enthusiastic: “We have 
reviewed these plans with Edwards 
sales management and recommend 
them as ideal creative business build- 
ers for both the branch and your 
salesmen.” 

When a distributor prepares an an- 
alysis of an industrial signaling job. 
he sends a copy to Edwards’ market 
research manager, Cole Bender. “Even 
the earliest returns in this program,” 
says Bender, “proved that industrial 
signaling business was being found 
which, without the program, would 
never have come to light.” 

The overall Sound Partnership pro- 
gram is enabling Kempton to reduce 
gradually the number of Edwards dis- 
tributors. Because they must volun- 
tarily join the program, somewhat less 
than half of Edwards’ 1,400 distribu- 
tors are now participating. “We're not 
cutting anybody off,” says Kempton, 
“but in a couple of years we'll be 
down to about 750 of the best dis- 
tributors in the country. That'll do 
wonders for our distribution costs.” 


& Other important by-products are 
pointed out by Kempton: “For the 
first time in our history, we were able 
to institute sales control and distribu- 
tor inventory control. . We re- 
aligned and re-educated our own sales 
force of 120 men. . . . With growing 
volume, we're able to cut our own 
unit-sales costs. . . . And the program, 
especially Industrial Modernization, 
is an inexhaustible source of market 
information.” 


And now, with the ball rolling 
smoothly, Kempton is busy planning 
for 1960: “We'll equip the distributor 
to really penetrate another big mar- 
ket.” What market? Edwards’ com- 
petitors are going to find out Jan. 1 
1960. @ 
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IT’S SAPPHIRE JEWELED 
—BUT THAT’S ONLY THE BEGINNING... 


Look what it lets you do... 


ZOOM! 


Bell & Howell’s FILMOVARA 
lens lets you zoom the picture to 
fit the screen. Don’t move the pro- 
jector. Just twist the lens! The 
only optional feature shown on 
these pages. All others are stand- 
ard equipment, built into the 
Specialist 399av projector. 


Look at a frame as long as you like. No fluttering or flickering. The automatic loop restorer 
Bell & Howell’s exclusive ‘“‘cold glass” heat brings back a lost loop in the wink of an eye! No inter- 
filter gives you brighter still pictures than ruptions. Your audience stays attentive. 

you've ever seen in a sound projector. The 
“cold glass” safeguards your film and lets 
you stay on frame indefinitely. 


fecemoncaii LISTEN 


Z 
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It’s the easiest of all projectors to use. You can thread it in seconds 
and control your showing with a single dial. You never have to oil 
it because it lubricates itself. And you know the Specialist won’t 
break down in the middle of a showing. Every single part is engi- 
neered to last. This is the projector that never quits running! 


YA 


It’s a new 2-speaker sound system! 


ef. Bell & Howell has added a second 
: speaker for greater clarity and rich 
* ness. Both are permanently mounted 


You get better communication and 
Did somebody miss clearer understanding. 
something? Flick the 
reverse switch, run it 
back and show the 
scene again. Just as an 
instructor can stop and 
go back over a point 
for clarification, so can All critical film handling parts are surfaced 
the Specialist. with sapphires for 400% longer life 


and it’s sapphire jeweled. 


Send for “This Man is Being Sold With Sound Movies.” 


Tips on training and selling with sound projectors. 


Bell & Howell, 7100 McCormick Rd., Chicago 45, Illinois 
Gentlemen: Please send me a copy of ‘““This Man is Being Sold 
With Sound Movies.” 
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FINER PRODUCTS THROUGH IMAGINATION 
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ORGANIZATION »> Bell & Howell 


How Should Dealers 
Time Their Tie-ins 


With Your National Ads? 


Here’s a subject that needs more research. The survey reported 


here—a limited one—shows that media carrying national adver- 


tising disagree rather sharply with department stores, at least 


on best tie-in timing for fashion products and hard goods. 


By CHESTER ROBERTS 
Account Supervisor, Donahue & Coe, Inc. 


A short time ago, a client asked us 
what answer should be given to a 
major department store that had indi- 
cated a willingness to tie in locally 
with the client’s national magazine 
ads and wanted a specific recommen- 
dation as to when the store should 
run its tie-in advertising. 

On the surface, it was a simple 
question—one that is asked frequently 
of agencies. 

As often as we had answered the 
question, we decided to check our 
thinking. Phone calls to the adver- 
tising directors of several major New 
York stores brought a single reply: 
the same day the ad broke nationally. 
But when the advertising directors 
were pressed for their reasons why, it 
became quickly apparent that their 
opinions were based more on prece- 
dent than on research. Each man we 
questioned admitted the subject was 
frequently debated but rarely re- 
solved. 

The men we talked with seemed to 
be so intrigued with the question that 
we decided to explore the subject 
further in an effort to develop mar- 
keting information of value to retail- 
ers, manufacturers, agencies and the 
national magazines. To do this, we 
decided to conduct our own survey. 

A simple questionnaire was sent to 
advertising and merchandising man- 
agers of leading department stores 
throughout the country. At the same 
time, an identical questionnaire was 
sent to publication executives. Only 
two questions were asked: 


1, What is the best time for a re- 
tailer to run an advertisement tying 


in with a national advertiser's ad? 


This question was set up to be an- 
swered in four categories: for monthly 
magazine, fashion product; monthly 
magazine, hard goods product; week- 
ly magazine, fashion product; weekly 
magazine, hard goods product 


2. Does this “best time” vary by 
season of the year? 


This question was set up to be 
answered for fashion products and 
hard goods products separately. In 
addition, a space was left for com- 
ments. 

A total of 95 questionnaires were 
mailed to department store executives 
and 30 replies were received — a 32% 
return. 

Questionnaires were mailed to 
publication executives with 21 re 
turns — an 84% return. 


25 


The replies from department store 
executives indicated, for the most 
part, a much greater feeling of ur- 
gency to run their tie-in ads as soon 
as possible after the appearance of 
the magazine than was true of pub- 
lication executives. 

Department store executives were 
much more definite in their replies 
than the publications. Not only did 
the publication people tend to recom- 
mend a longer wait between issue 
date and tie-in ad date, but they also 
indicated several recommended time 
periods rather than a single time pe- 
riod. For example, the 29 department 
store executives checked a total of 32 
answers for the best time to run a 
tie-in ad of a fashion product in a 
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LET US HELP YOU 
IN YOUR SEARCH FOR 
SALESMEN 


aS 
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YOU SAVE TIME AND PROTECT 
GOOD WILL BY ENGAGING 
THE SERVICES OF THE 


NATIONAL 
PERSONNEL CONSULTANTS 


A 24 year old organization 
with good public acceptance. 


ASK FOR A COPY OF THE 
“EMPLOYMENT COUNSELOR” 


It contains the name 
of the Associate 
nearest you. 


Harry C. Vaughn 
Director 
LeVeque Tower—Columbus, Ohio 


KKKKKK 
THE POWER OF 


ENTHUSIASM 


IN SELLING 


a powerful 16mm. sound motion picture 
for motivating salesmen and dealers 


You can add dramatic impact 
to your next sales meeting or 
convention by using this pop- 
ular film. It dramatizes the 
fact that the difference be- 
tween a top producer and an 
average salesman is largely 
based on sincere enthusiasm 
built on a solid foundation of 
knowledge—the kind of en- 
thusiasm that sets a man on 
fire and communicates itself 
fo those with whom he is 
dealing. 


Immediate delivery of prints 
on rental or purchase. 


Send for FREE film catalog 


DARTNELL 


4660 Ravenswood 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


Chicago 40, Ill. 
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monthly magazine, while the 19 pub- 
lication executives checked a total of 
28 replies to the same classification. 
Breakdowns of replies are shown in 
the top box on this page. 

The boxed information reflects the 
feeling of urgency in department 
store operation. It may also point up 
a lack of understanding of the “build- 
up” of consumer readership of maga- 
zine advertising. Theoretically, the 
best time to run a tie-in ad would be 
the time at which it would reach most 
people who have been pre-sold by the 
national ad. Studies of readership of 
national ads indicate that this “build- 
up” time is about a week in the case 
of a weekly magazine and probably 
between two and three weeks for a 
monthly magazine. 

Daniel Starch & Staff published 
figures showing this build-up of ad- 
vertisement readership and comparing 
their results with a similar study made 
by the Advertising Research Founda- 
tion’s “Study of Printed Advertising 
Rating Methods.” Both the PARM 
study and Starch studies were made 
on Life magazine. 

The PARM study shows that aver- 
age “noted” for all ads was about 15% 
greater in the period three to six days 
after the issue date than it was on the 
day of issue or the two days after; 
and the “noted” scores gained an- 
other 15% in the period “over six 
days.” The result was that the aver- 
age proportion noting the ads was 
33% greater for this weekly magazine 
after the issue had been out more 
than six days than it was on the date 
of issue or the first two days after. 


® The Starch studies were not broken 
down in exactly the same time periods 
as the PARM study. They show the 
same trend, however —a definite in- 
crease in advertising noting in the 
4th, 5th and 6th days after issue date 
when compared with the day of issue 
and the following three days. 

Another finding from our survey: 
The majority of both department store 
and publication respondents said that 
the timing of the ad is not affected 
by the time of the year. 

The above data indicate that de- 
partment store advertisers feel that 
the tie-in ad should be run very soon 
after the issue date of the magazine 
while publication executives and read- 
ership studies both suggest that a 
period of time should elapse to allow 
build-up of effectiveness of the ads. 
Therefore, we may conclude that it 
would be in the interest of both the 
national manufacturer and the de- 
partment store operator to recom- 
mend that tie-in advertising be de- 
laved rather than run close to the 
“on sale” date. @ 


Tie-in Timing — a Difference of Opinion 


Fashion Product — Monthly Magazine 


Dept. Store Publication 


Within first week 
After first week 
Other answer or don’t know 


96% 79% 


Fashion Product — Weekly Magazine 


On sale date or day after 
Within first week 

After first week 

Other answer or don’t know 


Hard Goods — Monthly Magazine 
Within first week 
After first week 
Other answer or don’t know 


Hard Goods—Weekly Magazine 
On sale date or day after 
Within first week 
After first week 
Other answer or aon’t know 


(Percentage runs over 100 in many cases because respondents 


checked more than one answer in single category.) 


When Should Retailer Ads Tie in with Media? 


Here’s what media said: 


A magazine ad does not 
prompt the reader to rush 
right out and buy the product. 
The local ad does that. So the 
local ad can tie in any time 
during the life of the maga- 
zine. (S.E.P.) 


The second ad should appear 
as near as possible to the 
time the first ad is seen. Most 
successful stores tie in pretty 
closely, timewise, with na- 
tional ads. (New Yorker) 


Based on the known pattern 
of newsstand sales and the 
way people read weekly and 
monthly magazines—Run the 
ad too soon and you miss a 
lot of readers, run it too 
late and they've forgotten 
the ad. (Reader’s Digest) 


Pilot studies indicated issues 
about 1% weeks old attained 
roughly 90% of total average 
issue readership. (Life) 


But stores saw it this way: 


There should be a little more 
lag in hard goods buying 
than in fashion, but seasonal 
merchandise would sell more 
quickly. 


There is a tremendous differ- 
ence between a General Elec- 
tric refrigerator ad or an RCA 
color TV ad and a national 
promotion on a frying pan. 
Each item would have to be 
taken separately because of 
the variance in merchandising 
and _— promotional require- 
ments. 


Tie-ins need more time. They 
should let the magazine ad 
help the pull rather than 
local ad helping the maga- 
zine. 


Fashions must be hit quickly. 
The buying time is much 


shorter if the merchandise is 
advertised when in season. 
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* Shorter alternate route 
between Los Angeles and Chicago 
cuts miles off D-C’s 
coast-to-coast system! 


When SERVICE is important, you'll be miles ahead when you 

ship via D-C’s MILE SAVER ROUTE. Shortens the distance between 
Los Angeles and Chicago — brings the East and West Coast 

miles closer — makes D-C’s DIRECT SERVICE even more direct! 


Try D-C’s MILE SAVER ROUTE on your next shipment — you'll discover 
why D-C is the coast-to-coast choice for coast-to-coast service! 


DENVER CHICAGO TRUCKING CO., Inc. 
THE ONLY DIRECT COAST-TO-COAST CARRIER! 
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Make no mistake 


You can't 

afford this 
gapin your 
marketing 


map! 


ee tae 


about Salt Lake: 


Can you afford to pass by 1¥2 million prosperous pros- 
pects ? Then don’t pass by Salt Lake! When you buy Sale 
Lake's two metropolitan newspapers you reach the nearly 
half-inillion in Sale Lake City, plus the million more in 
the “outer” Intermountain Market. Salt Lake is the only 
metropolitan city between Phoenix and the Canadian 
border and Denver and the Pacific Coast. It is the control 
point for this entire area and is recognized as such by the 


Goa Dept of Commerce. 


Why Do You Buy Gas? 


Not just because your tank is national advertising and other factors 
almost empty: Chances are you tank to want a particular brand of gas. 
up long before you're in dire need What happens if you've waited too 
of the stuff that turns over vour en long? If vou need gas you'll stop at the 
gine. And you don’t wait to do it station whose trademark beckons at- 
because you've been conditioned by tractively. And that’s where Plasti- 


CHEVRON 
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GAS, GAS EVERYWHERE and not a drop to use. This is the laboratory set up by 
Plasti-Line, Inc., makers of illuminated signs. Advertisers and architects attend. 
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The Salt Lake Tribune 
MORNING & SUNDAY 


DESERET NEWS sw 


Bult Lake Telegram (eveninc 


» MOLONEY, REGAN & SCHMITT, Mer - 


Line, Inc., makers of many of the 
signs that identify brands of gasoline, 
come in. Already Plasti-Line is plan- 
ning its ninth annual Sign Clinic, to 
be held in late September in Knox- 
ville and Gatlinburg, Tenn. Some 300 
representatives of many of the coun- 
try’s leading businesses will be on 
hand—admen, architects, engineers. 

At the clinic will be a dummy shop- 
ping center. And half a dozen ersatz 
service stations. The buildings are 
sham; the signs, created by Plasti- 
Line, are real. They're a sort of sign 
laboratory on display day and night. 
And the visitors study the signs, sug- 
gesting improvements, learning how to 
use signs scientifically. 

Plasti-Line, founded in 1946, con- 
centrates on faithful reproduction of 
customers’ trademark insignia. (The 
company made the Coca-Cola signs 
for the Coke exhibit at the Brussels 
World’s Fair; it also made the new 
Chevron signs that have created a 
stir in gas station circles.) At the 
clinic the company runs tours to its 
nearby plant, tells visitors how cer- 
tain techniques can save money for 
Plasti-Line, with resulting economies 
for customers. ® 


nothing sews up sales like 


AWHERENESS 


Sewing Machines to Screens . . . Dressmakers 


to Diamonds . . . whatever, wherever, however 
you sell, sew-up bigger sales by adding 
AWHERENESS to your advertising plan It’s 
easy when you use the Yellow Pa; the 
shopping guide that tells your prospects where 
to buy what you sell. 


For a manufacturer of brand-name products, 


...and nothing builds AWHERENESS like the Yellow Pages 


the Yellow Pages Trade Mark Service makes 
prospects aware of his local outlets. For local 
businessmen, Yellow Pages advertising tells 
the community of the products and the services 
they offer. 

Ask the Yellow Pages man to pattern an 
AWHERENESS sales program to fit your needs. 


Call your Bell telephone business office today. 


The advertising medium that tells people where to find your local outlets! 
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WRCA-TV'S NEW ROTATION PLAN 
WITH A GUARANTEED RETURN 


WRCA-TV’S unprecedented, prime- 
time spot rotation plan assures 
you of net audiences as much as 
25% bigger than those delivered 
by fixed-position announcements 
—at no increase in cost. 


ORBIT guarantees every adver- 
tiser in the new season powerful 
adjacencies to established hits 
like Tennessee Ernie Ford, Bat 
Masterson and Groucho Marx. 
Your message will also benefit 
from the excitement of brand 
new NBC Television Network 
attractions like Riverboat, Sun- 
day Showcase and Bonanza! 


ORBIT is available in either one, 
or both, of two dimensions. [n 
Horizontal Orbit, your message is 
spotted in the 8 p.m. time period. 
On successive weeks, it rotates 
through Sunday, Monday, Tues- 
day, Friday and Saturday nights. 
In Vertical Orbit, your message 
rotates through consecutive half- 
hour breaks from 8 to 10:30 p.m. 
on successive Thursday nights. 


There’s no time like the present 
to invest in this sales plan of the 
future. Call for details today. 


WRCA-TV CHANNEL 4 IN NEW YORK 


NBC OWNED - SOLD BY NBC SPOT SALES 


Should You Pay 
The Shopper 


To Try Your Product? 


Something for nothing will always have undeniable 


appeal. 


Smart marketers put this principle into 


practice with coupon and cash refund offers. But 
there's a technique for making them work successfully. 


By ETNA M. KELLEY 


“I reduced my household expenses 
by $20 last year,” said a Connecticut 
housewife. “I did it by taking ad- 
vantage of cash refund and coupon 
offers.” 

This housewife’s comment reflects 
today’s widespread use of such spe- 
cial offers to gain distribution for a 
new product, or to promote a product 
feature, such as a new flavor or a 
package improvement. 

Though special offers increase 
sales, it is often argued that many 
who take advantage of them switch 
loyalties lightly. But it is apparent 
from the extensive use of such special 
buying inducements that the advan- 
tages outweigh the disadvantages. As 
the bargain-hunting New England 
shopper puts it, “Since I began cash- 
ing in on special offers my family has 
eaten many foods we would not ordi- 
narily have had, and I've tried clean- 
ers and cosmetics that were new to 
me. I estimate that I like about one 
fourth of them so much that I'll keep 
buying them; another fourth I don't 
like and won't buy again. The re- 
maining half I like well enough, but 
not enough better than competing 
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products to go out of my way to 
find them.” 

It’s the food industry, mainly, that 
is filling the pages of newspapers with 
“we-pay-you-to-try-our-product” of- 
fers. 

Here, in question-and-answer form, 
is a discussion of the merits of various 
kinds of cash and coupon offers, in- 
cluding potential pitfalls for sponsors, 
and how to avoid them. 


Q. What can be accomplished 
through “We-pay-you-to-try-our-prod- 
uct” offers? 

A. They can win acceptance for a 
new product or product feature or 
for an established product with weak 
distribution. They can help combat 
strong competition. But, as one pro- 
ponent of the system puts it, “Use 
such offers only when you need them.” 


Q. What are the pros and cons of 
plans making it easy to take advan- 
tage of such offers vs. those requiring 
some action on the sender's part? 


A. a) The “easy” method ensures 
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high returns. Examples include cou- 
pons (usually for several products in 
the manufacturer’s line) delivered to 
the home, mailed to the home ad- 
dressed to “Occupant,” or enclosed in 
the package. Such plans, despite high 
returns, lack selectivity, since many 
who take advantage of them may 
already be familiar with the products. 

b) The “effort required” method 
may entail clipping a coupon from a 
publication and taking it to the store 
for redemption; or buying the prod- 
uct and sending proof of purchase, 
such as label or boxtop (sometimes 
two or more, even one dozen) to the 
manufacturer or the manufacturer’s 
clearing house. Upon receipt of such 
si the company mails to the 
shopper a cash rebate or a coupon 
(for free packages, one or more, or 
worth a stated amount toward pur- 
chase of more of the product, or, in 
some instances, a different product 
from the same maker). 

These “effort required” plans are 
popular with manufacturers, many of 
whom use them on a large scale. They 
have to be well publicized to succeed. 
If the plan entails clipping a coupon 
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SPECIAL OFFERS break out almost continuously from the sales 
department of Campbell Soup Co. They get splashy adver- 
tising, promotion to the trade, often a consumer follow-up 


from a publication, there’s a chance 
that the customer, even though in- 
terested, may postpone or forget the 
clipping, or clip it, but mislay it, or 
otherwise fail to take it to the store. 
This plan has one disadvantage: it 
presupposes a desire on the shopper's 
part to try the product. 

Coupons in advertising may be 
subject to abuse, since an unscrupulous 
grocer may get hold of back copies 
of publications and clip the coupons, 
they ask for reimbursement from the 
manufacturer just as though he had 
delivered the merchandise to his cus- 
tomers. 

There are safeguards against such 
abuses. One way is to keep the offer 
lower in value than the price of the 
publication, not offering a 25¢ rebate 
in a 10c newspaper, for example. A 
split-run proved a safeguard for a 
client of Gordon Best Co., Chicago 
advertising agency, and was described 
thus by E. A. Trizil, media director, 
in Editor and Publisher: “One of our 
clients ran a 1,000-line advertisement 

with a coupon offer for $1.19 
and in order to avoid all newsstand 
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romans fr ach rue th Mert Now Yr Aen 


of both products. 


refund. Right: 


with a twist. Above: two typical folders selling a soup and 
a TV dinner promotion to dealers. Left: cookbook sent with 


of coupon (label refund offer on back). 


sales — where it might be tempting 
for grocery outlets to make a profit at 
our client’s expense — we asked that 
the advertisement be inserted only in 
the editions that were home delivered. 
In that way we received honest re- 
turns for our coupons. Of course, we 
were more than satisfied to pay for 
full run circulation.” 

Here’s a summary of the advan- 
tages of the “mail-proof-of-purchase” 
method, by Claudia Vincent, director 
of the Home Service Bureau of the 
Salada Junket Division of Salada- 
Shirriff-Horsey, Inc.: “Such offers help 
to force distribution of Salada tea; 
encourage the purchase of the large 
size package; and encourage the home- 
maker to purchase our product twice, 
because she mails in the Golden Op- 
portunity Certificate in exchange for 
a coupon worth 50 cents on her next 
package of 100 Salada tea bags.” 


Q. To what extent do the manner 
and degree of promotion influence 
results of the “We-pay-you” offer? 

A. The more vigorous the promo- 
tional backing, the better the chance 
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of success. But care should be taken 
to pinpoint such support when the 
offers are regional (and since their 
purpose is likely to be increasing dis- 
tribution where it is weak, many are 
regional). 


Q. What are the best ways of pro- 
moting such special offers? 

A. There are several ways: 

a) To the trade, through mailings 
and advertising in business papers. 
This is important, because everybody 
(manufacturer, grocer, consumer) 
loses, and ill will is aroused, when a 
special offer breaks and grocers are 
caught without the merchandise. 

b) To the consumer through point- 
of-purchase materials, such as posters, 
shelf talkers, the package _ itself 
(through special copy, sleeves, stick- 
ers). Also useful is an order pad of 
blanks which the consumer fills in 
and sends, with qualifiers, to the 
manufacturer. Unfortunately, children 
or greedy adults sometimes remove 
large sections or even entire pads, 

(continued on page 78) 
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Langley 


FISHERMAN’S 


N 


Best business gift or premium yet! 


DE-LIAR 


Quantity discounts now available 
for the first time. Personalized 
with your firm name or trade- 
mark. Write today for quantity 
prices for Christmas delivery. 
Langley Corp., Dept. 8, 310 
Euclid Ave., San Diego 12, Calif. 


WEIGHS & 
MEASURES FISH ! 


Model 208 weighs to 8 Ibs., measures 
to 24 inches. Proves the “big ones” — 
and helps comply with game laws. Reg- 
ular retail price $2.00. 


thus hindering others from taking ad- 
vantage of the offers. 


c) To the consumer through adver- 
tising. The importance attached to 
such advertising is indicated by the 
large space (frequently entire pages 
in printed media) devoted to such 
offers. Grocers, super markets in par- 
ticular, sometimes supplement manu- 
facturers’ advertising by including 
mention of special offers in their own 
advertising. 


d) To the consumer, through adver- 
tising in Shopping News or other 
throwaways issued by chains of large 
independents, or by shopping center 
groups. In some instances these pub- 
lications list manufacturers’ special 
offers, but they usually print coupons 
good for price reductions on their 
own branded items or on unbranded 
merchandise. Examination of Shop- 
ping News editions printed recently 
by City News Printing Corp., Stam- 
ford, Conn., revealed offers concern- 
ing these national brands: Gristede’s 
—50 cents in return for sending two 
wrappers from Birds Eye dinners; 
First National—coupon worth 15 cents 
toward Heinz beans. Most generous 


offer: $1.25 offered by Good Deal 
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Super Markets, through eight coupons 
ranging in value from 10 cents to 25 
cents. All applied to the chain’s own 
brands except a 15c coupon redeem- 
able when purchasing any of four na- 
tional brands of coffee. 

One interesting practice revealed 
by study of these Shopping News 
editions: Coupons redeemable in 
Triple-S Blue Stamps. A Grand-Union- 
Sunrise flyer included three coupons, 
one redeemable for 50 stamps with 
purchase of $5 or more; and two 
worth 30 stamps apiece — one upon 
purchase of two 9-oz. packages of 
Seabrook french fries and one upon 
purchase of % gallon of any three 
brands of ice cream. 


Q. Is it better for the sponsoring 
firm to handle its own processing of 
responses to special offers, or to turn 
this over to a clearing house? 

A. Many companies handle their 
own, but large firms which go in for 
many such promotions tend to use the 
services of clearing houses specializ- 
ing in such work. As a food firm 
spokesman put it, “Even though we 
make scores of such offers during the 
year, we'd suffer from peaks and val- 
leys for our staff if we tried to handle 
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the mechanics ourselves. But we our- 
selves do all the planning and crea- 
tive work.” 


. Are there ways of winning 
“plus” benefits through special offers, 
and, if so, what are some of them? 

A. There are many ways of add- 
ing sparkle, improving customer re- 
lations and otherwise increasing the 
benefits. obtained through “We-pay- 
you” offers. Obviously, the more 
generous the offer, the better the 
shopper likes it. But here are other 
things which have been done: 

a) Dramatizing the offer, somehow 
giving it an extra fillip. For example, 
Swift & Co. used the appeal, “Help 
your Baby to earn his first dollar,” 
when offering a dollar in return for 
tops of six jars of meat for babies. 
Mothers were told that the check 
would be made out in baby’s name 
and signed by the firm’s president. 
Louis Milani Foods, Inc., headlined 
a newspaper advertisement for salad 
dressing, “SAVE 50 FRANCS.” Then 
explained that the grocer would be 
“enchanted” to deduct the equivalent 
(10 cents) from the price of the prod- 
uct. 

(continued on page 80) 


WESTERN UNION Telegrams-For-Promotion Service delivered my selling 


message dramatically—to each prospect.” 


If you've a big story to tell, tell it big with Telegrams-For-Promotion Service. 
Western Union delivers your message to dealers, buyers, everyone on your 
list simultaneously. Your telegram is read... and remembered. Simply supply 
Western Union with one copy of your message and your name list. Leave the 
work—and the impact—to us. 


WIRE US COLLECT for the full details. Address: Western Union, Special 
Services Division, Dept. S-1, New York, N. Y. 
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There's still time to reach this 


$300 MILLION 
BUSINESS GIFT MARKET 


Tell 497,984 members of Lions International about your 
product—in their own magazine! A recent independent 
survey proved that LION subscribers’ companies spend 
over $300 million annually on gratitude and goodwill 
gifts. And Lions have the authority to originate or control 
those purchases—74% are business owners or corporate 
officers! 

There’s still time to sell this influential market, in the 
November “Holiday Issue” which is mailed October 20th. 
Get complete details today, with a collect wire or telephone 
call to Robert F. Chana, advertising manager. 


oi THE 0 
Py NG 
a NU Ue MAGAZINE 


feas* 


209 NORTH MICHIGAN AVENUE > CHICAGO 1, ILLINOIS 
Telephone: ANdover 3-2500 


80 


More than 5,000,000 students require an annual 
expenditure in excess of $315,000,000 annually 
for shop facilities, equipment, tools and supplies. 


Industrial Arts and Vocational Education reaches 
more than 21,000 “first” readers and twice as 
many secondary readers among directors, super- 
visors and instructors. 


Every issue of Industrial Arts and Vocational 
Education draws from 12,000 to 15,000 inquiries 
for the ideas and products presented in its pages. 
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b) Dressing up the coupon or coin- 
holder sent to the shopper. This may 
be done with colored stock, or colored 
ink on white stock, attractive letter- 
ing, drawings, and a gracious remark 
to the effect that “We're glad to send 
this to you and hope you'll like the 
aeagger (or try other items in our 
ine, ete.).” The cost of the postage 
and envelope, plus labor, are further 
justified if other promotional mate- 
rial is enclosed, such as recipes, sug- 
gestions for serving, calling attention 
to television or radio advertising or 


the like. 


Q. Can “We-pay-you” offers be 
adapted to tie-in programs? 

A. They can be and often are. 
Sometimes the shopper is asked to 
buy two or more related items made 
by the manufacturer, and sometimes 
(a further variation) what she gets in 
return is not more of what she origi- 
nally bought, but a different product 
of the manufacturer. Sometimes there 
is a tie-in with one or more products 
of a different manufacturer. For ex- 
ample, a full-page newspaper adver- 
tisement told readers to buy a 4-pack 
carton of My-T-Fine chocolate pud- 
ding, with coupons inside two of the 
individual packages—one good for 
10 cents toward the purchase of two 
packages of Pillsbury pie crust mix, 
and another good for 5 cents off the 
price of Lucky Whip Topping — total 
savings 15 cents. The idea, of course, 
was to persuade the housewife to use 
these products in combination in a 
chocolate pie. 

Here is an example of an offbeat 
offer: A one-page newspaper adver- 
tisement of the Clorox Co. included 
a certificate for a “Free Bottle of 
Clorox at your Maytag Dealer,” the 
certificate to be clipped and taken to 
a Maytag outlet for redemption. Copy 
also explained that Maytag is packing 
a bottle of Clorox in each of its new 
liquid bleach automatic washers . . . 
Birds Eye offer, featured in color 
pages, Sunday supplements: Send two 
Birds Eye frozen strawberry labels 
and ice cream carton label (any brand) 
to Birds Eye and get back 50 cents. 

Will the vogue for free offers con- 
tinue? The answer is probably yes. 
They're devices that can expect con- 
tinuing mass appeal to budget-harried 
housewives fighting the battle of 
steadily rising food prices. And 
they’re a reflection of the intense com- 
petition for space on grocers’ shelves. 

A coupon or a cash refund is a 
price reduction, but one that is con- 
trollable through time limits placed 
on offers. As such, it has flexibility 
as a competitive weapon in the hands 
of manufacturers. # 


Even the marshall bit the dust on the night of August 15th! The night 
that WGN-TV telecast the game between the Chicago White Sox 
and the Kansas City Athletics. / This illustrates again how WGN’s 


policy of programming for Chicagoans pays off in top audiences 


—a policy which continues to bring results to our advertisers. 


TIME: 9:00—10:00 P.M. (ARB Rating) TIME: 10:00—11:00 P.M. (ARB Rating 
sa 
WGN-TV 20.3 WGN-TV 19.6 ae raj” 
Network X , Network X 3.2 : 
v ; 5.5 


Network Y erie J Network Y : 
Network Z 3.7 CHANNEL 9 


wi 441 N. Michigan Avenue « Chicago 11, Illinois 
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Best Prospects: 
Present Customers! 


customer can often be the forgotten man. And whom 
do you think competitors are wooing while you're 


so very busy trying to win their customers away? 


By HOWARD G. SAWYER 
Vice President, James Thomas Chirurg Co. 


Your customers are your best pros- 
pects is the fifth of five major findings 
of the study into emotional factors 
underlying industrial purchases, spon- 
sored by Steel magazine. 

“Marketers are becoming so en- 
raptured with the mysteries of un- 
explored markets and methods of ex- 
ploiting them that they often over- 
look the obvious: the people who are 
buying your goods and services to- 
day.” 

This is not news to sales managers 
who see salesmen’s call reports and 
are familiar with the fact that the 
largest share of the salesmen’s time 
(in most companies) is spent on cus- 
tomer servicing. 

But it is a fact often overlooked by 
marketing managers, who have their 
eyes on distant green fields, and al- 
most always overlooked by advertising 
and sales promotion people, who have 
entrapped themselves in the delusion 
that selling is equated with conver- 
sion. Almost all advertising copy is 
written to a non-user; the writer ap- 
parently assumes the reader to be a 
stranger, probably wedded to a com- 
petitive product, who has to be blast- 
ed loose. This, in spite of the fact 
that ad readership studies usually find 
present users more likely to read an 
ad than non-users. 

In a growing economy, it is non- 
sensical to concentrate on prospects 
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to the point of neglecting customers. 
It’s nice to think of increasing share 
of market by wooing away competi- 
tors’ business, but it’s smart to re- 
member that your own customers, 
ignored by you, will become vulner- 
able to competition’s efforts to in- 
crease their share of market. 

(Incidentally, one of the country’s 
largest businesses has declared that 
it expects to increase share of market 
only during depressed times when 
competitors reduce their advertising. 
When business is good all over, the 
company gets enough extra business 
from present customers to provide a 
healthy growth without any increase 
in share of market.) 

So intelligent marketing will in- 
clude in its planning means of keep- 
ing present customers happy. On the 
one hand, this should be easy, for the 
very existence of the product in the 
customer’s possession indicates some 
degree of conviction in its worth and, 
probably, competitive superiority. But, 
on the other hand, customers are 
easier to offend than prospects; a 
product or a company cannot fail 
unless it is being tried. 

While, as the Steel study points out, 
“Your customers are not inclined to 
seek new suppliers as long as you are 
doing a good job,” the edge you have 
can be easily blunted by neglect. 

Personal relationships between sup- 
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plier salesman and the customer can 
seldom withstand the product’s or the 
company’s failure to deliver on prom- 
ises. There is little the marketer can 
do to insure product performance — 
that is up to production, sales engi- 
neering, application engineering and 
servicing — but there is plenty the 
marketer can do to protect the com- 
pany’s interests even in cases of prod- 
uct failure. 

First, the supplier company must 
realize that a customer is like a wom- 
an: You should be as attentive after, 
as before, making the sale. (How 
many companies invest as much pro- 
motional money in customer contacts 
as in prospect contacts?) 

But you can’t leave it to the sales- 
men to provide all the attention. A 
customer's good will should accrue to 
the firm, not just to the salesman. 
For that reason, the firm must invite 
the good will by providing the at- 
tention on a company, not personal, 
level. 

Welcome the new customer. 

After investing the amount of money 
it takes to acquire a new customer, 
it is not extravagant to spend a few 
more cents to tell him how happy you 
are to have him in the family. 

Depending on the type of company 
and type of product (and amount of 
the sale), the nature of the welcome 
can range from a package insert to a 


GOA Combines 


The secret of General Outdoor’s 
sales skill is flexibility which keeps 
pace with your needs. Your out- 
door message can be pin-pointed 
in one market, or can be expanded 
with many units in many large 
markets. GOA can help you tailor 
coverage to match your market 


or combination of markets for one, 
or many months. 

For an immediate example of 
flexibility in pin-point selling, 
you'll find our supermarket cover- 
age plan for increasing food sales 


in New York City extremely helpful. 
For details, write to us in Chicago. 


515 South Loomis Street, Chicago 7, Illinois 
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personal letter from the company’s 
president. One guide is: If any orde: 
would be acknowledged in a form as 
inexpensive as a postcard, then the 
initial order is worth a personal (albeit 
routine) letter from somebody, sales 
man, sales manager, vice president ol 
president 

Inform the new customer 

It's unwise to depend upon the 
salesman to acquaint the new cus- 
tomer with all he should know about 
our company. As loval as the sales 
nan may be, it’s his own interest that 
paramount, and in his efforts to 
ike himself agreeable and helpful 


he may neglect to do a good job on 
his company’s behalf: its policies, po- 
sition in industry, other products it 
makes, etc. 

For this reason, a supplier might 
make available what could be called 
a “new customer's kit,” containing in- 
formation (in the form of one or more 
printed pieces) on the company, its 
service policy, its repair parts policy, 
“names to call for what,” catalog or 
sales literature on other products, list 
of warehouses, service depots, etc 
[he appropriate selection from this 
material can be presented with a cer- 
tain amount ot ceremony . 


COLUMBUS’ BALANCED ECONOMY 
IS IMPORTANT TO- YOU 


. » . especially when you use the 


COLUMBUS DISPATCH 


Columbus’ industrial output tops |.3 
billion annually and is the product 
of hundreds of plants. Yet, less than 
30°, of her people are engaged in 
industry . . . the balance are in 
education, 


government, transporta- 


tion and other ‘services.’ This means 


Attractive Optional Combination 
Ohio State Journal Available 


The Total Selling’ Medium 


ls The Daily Newspaper 


Columbus 

has the 
buying power 
The Dispatch 
has the selling 

power 
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a solid, sound, buying economy .. . 
a healthy, potent ready market for 
you. You reach it all in The Colum- 
bus Dispatch that's read in four out 
of five Columbus homes daily, and 
more than nine out of ten on 


Sunday. 
Rate With Morning 


Representative O'Mara & Ormsbee, Inc. 
New York, Chicago Detroit, San Fran- 
cisco, Los Angeles; McAskill, Herman & 


Daley, in Miami Beach 


September 18, 1959 


One company, in presenting a card 
listing names of people to whom the 
customer might apply for various 
types of information, also asks the 
customer to fill out a similar card list- 
ing its own people (“so that we won't 
ever be bothering the wrong peo- 
ple”). 

Remind him of his wise decision. 

If it’s a major investment or the 
repeat business adds up, it is smart, 
after a reasonable period of time, to 
write the customer a letter expressing 
continued interest and a desire to be 
assured that product performance is 
no less than promised. 

This practice has several benefits. 
First, the customer appreciates the 
attention; he reaffirms to himself his 
original favorable opinion. Second, 
he might be so satisfied with product 
performance that he’s willing (now 
that the matter has been called to his 
attention so pleasantly) to write an- 
other order. Third, if for any reason 
he is beginning to experience dis- 
satisfaction with the product, this 
gives you the opportunity to find it 
out before the dissatisfaction becomes 
deep-seated and to take corrective 
measures while you still enjoy some 
measure of good will. 

Ask for some more business. 

With a relationship established, 
this can be regarded as a pipeline for 
promotional material. 


& Ideally, customers should receive 
direct mail literature which addresses 
them as customers. If it is seen to be 
too expensive to make up printed 
literature (sales folders, etc.) expressly 
for customers (as distinguished from 
prospects), at least the letter of trans- 
mittal can be designed in two forms: 
One for prospects, one for present 
users (of the same product or other 
products made by the company). 

Programs for selling more to pres- 
sent customers should be planned as 
carefully as programs for selling new 
business. Some aspects of the pro- 
gram need especial attention: For ex- 
ample, some companies have found 
that field men are more conscientious 
in reporting changes of name, title, 
etc., of prospects than of present cus- 
tomers! 

Remind the salesmen of the im- 
portance of customers. 

Most of us have attended sales 
training courses on how to sell new 
business, but few of us, probably, 
have ever heard a lecture or watched 
a training film on “how to re-sell old 
business.” The sales manager, the 
advertising manager and other home 
office titles can respect the situation 
by letting up now and then on their 
pressure for new accounts by gently 


ONE-THIRD THE TOTAL AREA 
OF NEW YORK STATE 


¢ $131,333,000 Restaurant and Tavern Sales 
=e 


PAKS In Spending-Power 
» $2,584,890,000 
Total Buying Income 


Standard Definiti f . N aS 
Sen BS i Gare: 2 
Stan Mote n Duying-rower 


politan counties— 


Net Gery Madison, Onondaga Retail Sales. $1,715,762,000 


and Oswego — just 
Market part of the total Syr- 


acuse market). Clothes. $103 ,830,000 


Automotive. $418,268,000 
men . (and allied products) 


Research, 

Ine. Drug Stores. $46,514,000 
latest Test 

Market Survey 


There's ONE efficient way to sell ALL this BIG market. The SYRACUSE NEWS- 
PAPERS deliver 100% of Syracuse and Onondaga County and up to 76% 
in the 12 surrounding counties which comprise the TOTAL SYRACUSE 
MARKET. No other combination of media delivers a comparable job at 
comparable cost. 


SYRACUSE NEWSPAPERS 


Represented Nationally by HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
MOLONEY, REGAN & SCHMITT Evening Sunday Morning & Sunday 


@: CIRCULATION: Combined Daily 229,181 Sunday Herald-American 202,737 Sunday Post-Standard 103,496 
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“Since it does the 
job on his place over 
in Jackson County, 
it should do 0.K. for 


US. 


PENETRATE 
WITH LOCAL PICTURES 


Quickest way to gain the attention of a farmer (or his 
wife) is to picture a person (or place) near home. 

Show your product in use, right in Michigan, and you 
have something in common with the reader. He’s ready 
for your sales message. He’s in a mood to believe — and 
to buy. 

We can arrange for Michigan action photos of your prod- 
uct in use —or a testimonial picture suitable for use in 
your advertising. Photo can be stripped in quickly, easily 
at no extra production cost. We print by gravure. 


NEW EVIDENCE of how major advertisers are using 
STRAIGHT-LINE Advertising to penetrate Michigan's 
rich farm market is illustrated in the new 20-page 
booklet at left. Write for your copy. 


| Michigan Farmer 


East Lansing, Michigan 


STRAIGHT-LINE Advertising also available in 
THE OHIO FARMER ® PENNSYLVANIA FARMER 
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reminding the men in the field that 
“we love our customers very much” 
and recalling to them the various 
ways in which they can keep custom- 
ers happy on behalf of the company. 

Soften the blows. 

The Steel study points out: “Late 
delivery can cost the customers more 
than disruption of his production 
schedules. It influences the image of 
the supplier in the buyer’s mind. Late 
delivery is a broken promise.” 

Now, obviously, neither good in- 
tentions nor apologies can cure a de- 
livery problem. Yet — recognizing the 
fact that it is only customers who can 
become injured and discontented (the 
non-customer has no reason to be- 
come disenchanted), the marketer 
should insist that problems arising 
from late delivery be minimized by 
such means as the following: 


Failure to deliver on time can nor- 
mally be anticipated by the manufac- 
turer. He knows his production sched- 
ule; he knows if his supplier is going 
to be late; he knows that there’s a 
trucking strike in his community or 
that a blizzard is shutting down air 
freight. And he should know that his 
customer presumably doesn’t know. 
Tell him before he finds out for him- 
self and lets you know — in no uncer- 
tain terms! 


pm It should be the responsibility of 
somebody in the fulfillment part of 
the business to have a system for flag- 
ging delays and notifying the cus- 
tomer. And it should be the responsi- 
bility of the marketing department 
(its advertising function) to see that 
the various forms by which a cus- 
tomer is to be notified of his disap- 
pointment are suitably designed. 
Whether it’s a postcard, a telegram 
or a personal letter (which, in any 
event, should follow a telegram), the 
wording should be constructed by 
someone who knows how to turn the 
calamity into good will (which can 
be done!). 

If the buyer can be given some 
explanation of what happened (or 
didn’t happen), this will help him in 
his own plant. As the Steel study says, 
late delivery “is also injurious to the 
pride of the buyer—to his status—re- 
flecting upon his ability as a buyer.” 
With the situation fully explained to 
him (as embarrassing as it may be to 
you), at least he is off the hook and 
is grateful to you for the information 
rather than revengeful over the broken 
promise. 

Keep saying “Thank you.” 

Many companies follow the prac- 
tice of acknowledging receipt of an 
order with a postcard; this becomes 
perfunctory, but there are other op- 


ROP COLOR 


BLOOMS wu ne 


GREENSBORO NEWS AND RECORD 


Be first—get the full initial impact and eztra sell 

of color, now available for the first time in Greensboro—Green Thumb of the 
New South’s Markets 

Effective October 19 


FULL COLOR available any weekday, Monday through Saturday 
LIMITED SPOT COLOR?’ available on Sundays 


*For black and 1-color, minimum size 1,000 lines; color premium $100. 
For black and 2 colors, minimum size 1,000 lines; color premium $200. 
For black and 3 colors, minimum size 1 page; color premium $300. 


Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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portunities for expressing appreciation 
on a more personal basis. 

One company at the end of each 
quarter (it could be done yearly) 
adds up the amount of business it has 
received from each of its customers 
and writes a “Thank vou” expressing 
its awareness of how important the 
customer is to its own well-being 
There is the risk that the customer, 
not having realized the extent of his 
purchases, might be inspired to “spread 
it around more” or to demand lower 
prices or more attention; the degree of 
risk would vary by type of business.) 

Year’s end is also a good time for 


MONTH-AT-A-GLANCE | 


expressing gratitude for business re- 
ceived, the hope for a continued as- 
sociation, and the offer of continued 
cooperation. Another time for doing 
this is when releasing an annual re- 
port. Still another is on the occasion 
of an anniversary. 

And speaking of anniversaries, it’s 
well to remember that other com- 
panies, other people, have birthdays. 
A supplier company does well to be 
aware of and give appropriate recog- 
nition, in the form of congratulations, 
to special events important to its cus- 
tomers: anniversaries, new plant open- 
ings, new personnel, new products, 


GIVE 
COWS 


To impress... 


serve... 


Each page: 6%"x 8%” 


Nascon’s 1960 Month-At-A-Glance 
Record Book makes the perfect busi- 
ness gift, because it combines hand- 
some styling with practical daily 
usefulness. Each 2-page spread shows 
a full month’s calendar, with spacious 
date squares for noting important 
meetings, engagements and other 
reminders. Wire-O bound for flat 
writing surface. 


New! Exclusive “Year-Ahead” 
Feature: A complete section for 
noting 1961 events, month-by-month. 


SFrPECIALT Y 


remind 
your 


customers 


of you, 


your 


services! 


A valuable plus for long-range plan- 
ners! Many numbers include perfo- 
rated memo or alphabetically-tabbed 
address sections. Your special adver- 
tising messages can be bound any- 
where in the book. Choose from a 
selection of distinctive covers, with 
your name or trademark imprinted 
at no extra cost. 


Get complete details in the new 
Nascon Advertising Gift Catalog. 
Send for your copy today. 


DIFVISION 


NASCON PRODUCTS 
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outstanding accomplishments, etc. 

Some companies go so far as to 
insist that their salesmen keep track 
of individuals’ birthdays so that offi- 
cial greetings can be sent, but nor- 
mally this is left up to salesmen along 
with entertainment and gifts. 

Virtually all of the above sugges- 
tions come under the jurisdiction of 
the marketing arm—sales or advertis- 
ing. Whether it’s a case of telling the 
copywriter to make the “you” in his 
copy stand for “user” as well as “non- 
user,” or a case of giving the buyer 
a way off his personal hook when 
vour shipment is late—marketing can 
make a real contribution toward keep- 
ing customers customers. ® 


Scientific Planning 

“The day of hit-or-miss selling 
has gone for good —and | say 
good riddance. In achieving sales 
success today, there is no substi- 
tute for planning, for defining 
objectives and following them 
through. It goes almost without 
saying that planning must be 
scientific or it is worthless, and 
this is particularly so these days 
when everything is becoming 
more and more scientific. Unfor- 
tunately, problems have a habit 
of not getting up and walking 
away to solve themselves. They 
like to sit there, and the only way 
you can lick them is to solve 
them—scientifically. Let me say 
right here that | am not suggest- 
ing that you marketing men get 
so scientific that you spend all of 
your time manipulating slide 
rules and filling out graphs and 
accounting sheets. You might for- 
get about moving the goods, and 
that would turn out to be a little 
impractical. But | do want to sug- 
gest that there is no substitute in 
this highly competitive market- 
ing-oriented economy for an or- 
ganized and managed study of 
problems, accumulation of objec- 
tive information concerning those 
problems, and evaluation and 
use of that information.’’—Don G. 
Mitchell, President, General Tele- 
phone & Electronics Corp. and 
Chairman of the Board, Sylvania 
Electric Products, Inc., in a talk 
before the Sales Executives Club 
of New York. 


NIKITA TO EXCHANGE Visine 
‘3 LL i 


MEN* ARE SOLD IN THE MORNING 
... that’s the TREND in Buffalo | 


You can take the word of Buffalo:-mens’ stores for that fact. In 1958 
they placed 72.6% of their daily advertising linage in the Courier- 
Express— 74.8% of the total with Sunday insertions included. 


And this steadily growing trend is by no means new. Here are the men’s 
store advertising figures for Buffalo from 1948 to 1958: 

Daily Courier-Express 

Sunday Courier-Express 

Evening Paper 
Similar figures in many other classifications clearly indicate that 
whether you sell men—or women—or both, your advertising will do 
a powerful selling job in the Courier-Express. 


FOR MORE ADVERTISING FOR YOUR DOLLAR — concentrated on those 
with more dollars to spend—use the Morning Courier-Express. It 
reaches nearly half the families in ABC Buffalo— over one-third of all 
those in the rich 8-County Western New York Market. 


FOR SATURATION — use the Sunday Courier-Express—the state’s 
largest newspaper outside of Manhattan. It blankets the 482,108 fam- 
ilies in Buffalo and the eight surrounding counties. 


*WOMEN, TOO!—The Morning Courier-Express carries 65.8% of 
daily women’s store linage in Buffalo—74.1% of the total when Sunday 
is included. 


ROP COLOR AVAILABLE 
BOTH DAILY AND SUNDAY 


Buffalo 
Courier- 
Express 


Member: Metro Sunday Comics and 
Sunday Magazine Networks 


Representatives: Scolaro, Meeker & Scott 
Pacific Coast: Doyle & Hawley 
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Bu 


ANNOUNCING AVIATION WEEK'S — 
th. ANNUAL 


MAJOR PRODUCT CATEGORIES INCLUDE 


THE ONE AND ONLY COMPLETE BUYERS’ GUIDE 
SERVING THE ENTIRE AVIATION INDUSTRY 


« - - and ITS RELATED TECHNOLOGIES 


THE STANDARD PURCHASING REFERENCE OF THE INDUSTRY 
LISTING OVER 50,000 MANUFACTURERS’ PRODUCTS IN 
OVER 1,800 SEPARATE PRODUCT CATEGORIES 


Day after day, engineering-management people re- 
view AVIATION WEEK’S ANNUAL BUYERS’ GUIDE in 
their search for new sources of supply for products, 
materials and services. AVIATION WEEK’S BUYERS’ 
GUIDE is the industry’s recognized buyers’ guide 
covering all segments of the $11 billion aviation in- 
dustry and its related technologies. 


The new 1960 edition is more complete, more up- 
to-date, more essential than ever before because it 
provides expanded listings on new products and 
companies in the new areas of the total market. It 
will contain over 50,000 manufacturers’ product 
listings divided into over 1,800 specific product 
categories. In addition to being quick and easy to 
use, the BUYERS’ GUIDE includes complete listings of 
government procurement agencies telling: Where to 
go; Who to see; What they buy. 


ADVERTISER BENEFITS 

Advertising dollars work overtime in the BUYERS’ 
GUIDE through year-long life and multiple exposure 
of your advertising. For example, a survey made 
eight months after publication of the 1958 edition 
revealed that: 


BUYERS’ GUIDE ISSUE FOR 1960 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


71% still had their copy 
9% passed on their copy to purchasing, en- 
gineering or other departments. 


... of those who still had their copy: 


16% referred to it once a week or oftener 
44% referred to it once a month or oftener 


Thus 60% referred to it at least once a month. 


Advertisers’ product listings are bold faced and in- 
clude a reference to the page number of their adver- 
tising. In addition to an alphabetical advertisers’ 
index, there is a “product” advertisers’ index. To 
supply you with key industry sales leads the BUYERS’ 
GUIDE contains Reader Service cards. 


If you sell to the aviation industry, your advertising 
message belongs in the BUYERS’ GUIDE... it will 
reach over 75,000 key engineering-management 
decision makers. 


Be sure to reserve space in this exclusive issue .. . pub- 
lishing date is mid-December and closing date is Novem- 
ber 1, 1959. 


Aviation Week 


including Space Technology 


Uncle Sam 


Helps to Spot 


and Develop 


New Markets 


for Food 


It may take a while for Texan en- 
thusiasm over bright-colored gadgets 
to reach Vermont, but the time usually 
urives, and the manufacturer then 
begins to advertise, “Dealers Every- 
where * 

But some 


local and among these the most ap- 


tastes do tend to stay 


parent are preferences in what peo- 
ple eat and drink. 
are gradually 


Scotch and rye 
replaced by bourbon 
as one leaves New York City and 
Along with Scotch, 
pickled delicatessen, lamp chops and 
French pastry disappear, all of them 
. popping up now and then as one 
reaches a big city. 

In 1955, Agricultural Marketing 
Service, Department of Agriculture, 
published regional differences, brand 


travels south 


names omitted, in food consumption 
so that one could map the United 
States in person-pounds per year of 
roast beef, quarts of milk, bushels of 
apples Ever since, the many asso- 
ciations of farm producers and proc- 
essors have been pouring over the 
figures, spotting high potential terri- 
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tories where, somehow, people never 
learned to love grapefruit or roast 
lamb. 

Some of the producers’ associations 
were ready to barge in with money 
for local advertising but AMS sug- 
gested restraint: “Let us do this care- 
fully. We'll first pick typical places to 
experiment. Then, while you do the 
advertising, we'll plot the results.” 
Usually, advertising brought imme- 
diate sales, which gradually fell off 
but left greater markets than before 

Now the Department contemplates 
putting together the findings of its 
many research projects, seeking a 
formula for timing repeated promo- 
tions. The aim is to maintain con- 
stant high markets at least cost. 

The American Dairy Association 
and the Milk Industry Foundation 
have been as active as any in scruti- 
nizing the food map, noting exactly 
where housewives fail to appreciate 
half-and-half, skim milk, ice cream, 
sour cream, cottage cheese. New York 
City inherited the European dish of 
cottage cheese in sour cream, and 
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California, which is rich in fruit 
salads, always knew that cottage 
cheese is a garnish. But the 1955 
survey showed that the South barely 
tops one third of the national average 
in valuing cottage cheese for the 
protein, riboflavin and calcium it pro- 
vides without high calories. 

So, through 1957 and much of 
1958, Atlanta, Columbus, and Albany, 
Ga., and Anniston, Ala., were tested 
for responses to advertising promo- 
tion, with cottage cheese-rich Omaha 
and Des Moines used as controls. 

The full results have not been pub- 
lished. From early analysis it is clear 
that response is greatest in places like 
Atlanta, where per capita consump- 
tion has been only one fourth to one 
fifth of that in the north. In southern 
cities sales went up from 50 to 60% 
and part of the increase held on. The 
very poor discovered that they could 
afford to add a new food to monoton- 
ous diets. In Omaha, like promotion 
vielded a 1% gain, which may have 
been accidental. 

An AMS study goes far beyond 


One of the few subjects which interest everyone 


is television. That simple fact is a big reason why TV GuiDE has become 

America’s runaway best-selling weekly magazine—circulation guarantee 

7,250,000 as of October 31, 1959. Another reason is TV GuibDe editorial qual- 

ity. Here is the essence of television, its fleeting image captured in print. Here 
is the authoritative source of information on the leisure activity which claims GUIDE 
more hours than any other. Here are reviews, previews, opinions, personali- 

ties, sports, fashions, food—a world as wide as television’s world, as wide as 

your world, as wide as the world. Here, in short, is a magnificent sales medium 

constantly growing in audience, influence and advertising volume. 
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pe! 


ADVERTISING 
1945 1950 1955 1958 CIRCULATION 
1950 1955 


MAGAZINE # 


HOSPITALS, J.A.H.A., LEADS THE WAY 
TO THE $6 BILLION HOSPITAL MARKET! 


HOSPITALS is the only A.B.C. publication in the field with 
sustained circulation and advertising growth since 1945: 


FIRST IN PAID CIRCULATION* 


e HOSPITALS has the highest average paid circulation (18,560) ... 
17.6% more than the No. 2 publication...22.6% more than the 
No. 3 publication. 


e HOSPITALS delivers the greatest U.S. circulation, your primary 
market (17,072)... 25.5% more than the No. 2 publication and 
31.0% more than the No. 3 publication. 


* Compiled from ABC Publishers Statements for 6 Month Period Ending December 31, 1958. 


FIRST IN SUSTAINED ADVERTISING GROWTH 


e From 1945 through 1958, HOSPITALS gained 653 pages of adver- 
tising while Publication No. 2 lost 413 pages and Publication No. 3 
lost 32 pages. 


e Now, more than ever before, your advertising dollars go further in 
HOSPITALS... reach the greatest single concentration of people 
who bry for hospitals. 


FOR COMPLETE INFORMATION ON THE HOSPITAL MARKET 
CONTACT YOUR NEAREST HOSPITALS REPRESENTATIVE 


Chicago 11: Eli Fritz, 840 North Lake Shore Drive — 
WH itehall 4-4350 


Chicago 11: William W. Howe, 840 North Lake Shore 
Drive — WH itehall 4-4350 


Cleveland 15: Eugene C. Leipman, 1220 Huron Road — 
SU perior 1-1373 


New York 22: George B. Janco, 3 E. 54th Street — 
PL aza 4-1090 


Pasadena 1: Ren Averill and arl A. Jackson, 232 N. 
Lake Avenue — MU rray 1-7123 


840 North Lake Shore Drive 
( 
Chicago 11, Illinois 


JOURNAL OF THE AMERICAN HOSPITAL ASSOCIATION 
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measuring a sales increase. Land grant 
colleges maintain consumer panels 
whose members are interviewed. As 
they leave stores, housewives are 
asked a hundred questions: Did you 
ever buy this product before? How 
often do you serve it? What do you 
like about it? Dislike? Women chosen 
at random are asked whether they 
are aware of the campaign. 

A cultured sour cream with taste 
and consistency as predictable as milk 
was developed by the Department. 
Again cooperating with the American 
Dairy Association and the Milk In- 
dustry Foundation, AMS measured re- 
sponses to promotion. Because hardly 
anybody in that city had heard of, 
much less tasted, cultured sour cream, 
Des Moines was selected as the test 
city. There were full-page color 
spreads in the Des Moines Register 
and the Des Moines Tribune, reprints 
of which were posted in the super 
markets along with displays in the 
frozen foods cabinets. The dairy com- 
panies left order blanks for sour 
cream along with the milk they d:- 
livered and gave away recipe books. 

Sales increased about 80%, whic: 
in terms of volume did not mean 
much. Moreover, AMS analysts no- 
ticed that there had been an upward 
trend anyway so that part of the 80% 
might not have been earned. But 
there was one unexpected effect: Res- 
taurants featured, and people eating 
out ordered more and more cultured 
sour cream. 


> Some Department research follows 
a typical pattern. Producers complain 
and, through distributor or producer 
surveys, AMS finds out what’s the 
matter — is a food too dry, too fatty, 
or too hard to serve, does it take too 
long to prepare; does it ship badly; 
are its looks unappetizing? Then on 
its farms or in its laboratories the De- 
partment creates a product to fit con- 
sumer specifications. 

The Department, for example, cre- 
ated a canned, pre-cooked rice sup- 
posed to be easier to prepare, which 
it tried out in Fresno, Cal. Cans 
labeled “Insta Rice” were consigned 
to the 46 leading stores. For a month 
newspaper spreads, women’s section 
articles, counter displays told shoppers 
they could have “Really Fluffy Rice 
in 2 Minutes!” 

During the drive sales went up 
reasonably. But AMS waited ten 
weeks before it checked reactions. 
Out of 41 storekeepers, 10 said that 
they would and 10 that they would 
not, stock Insta if it became com- 
mercially available. Most wanted a 
better product, regular instead of on- 
and-off promotion, or highly specified 
sales terms. Housewives disagreed on 


In the New York market 


The News 


s 
cross-sections all 
ce 
other new SsSpapers 
T r ° : 
In New York, The Daily News is read by: 
1,340,000 or 72.0% of all Mirror readers 
520,000 or 38.0% of all Times readers 
270,000 or 39.7% of all Herald Tribune readers 
900,000 or 61.6% of all Journal-American readers 
350,000 or 37.6% of all Post readers 
340,000 or 35.4% of all World-Telegram & Sun readers 
—and by 2,240,000 adults who read no other 
New York City newspaper! 
Source: Profile of the Millions—2nd Edition, 
a massive and authoritative study of 
New York market characteristics. For a 
presentation, call any New York News office. 

In New York City, there is no subway rider type. 
Everybody uses the subway because it is quicker, 
more efficient, more convenient. And for similar 
reasons, New Yorkers read The News—which is 
designed and produced to satisfy their interests, 
time, travel and reading conditions. 

Nor is there a News reader type. The News 
audience includes from more than one-third to 
more than two-thirds the readers of other 
individual newspapers. 

With nearly two million circulation, The News is 
read by 4,730,000 adults—2,360,000 men and 2,370,000 
women. And holds its readership every day! 

The News simply has more of everything you want 
as prospects—more income, more families with 
children, more home owners and car owners, more 
urban dwellers and more suburbanites. And delivers 
more readership, response and results for advertising. 

Any New York News office can tell you more. 


THE E| NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11~155 Montgomery St., San Francisco 4 
$460 Wilshire Boulevard, Los Angeles 5—Penobscot Building, Detroit 26—27 Cockspur St., London 8, W. 1, England 
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growing world-wide 


W ith th e hest in long In addition to the 50 states, the Wheaton organization 


is offering prompt, dependable service to an 
: P ; increasing number of foreign countries throughout 
dista nce moving Service the world. Only the most modern equipment 
and latest techniques are employed to give 
maximum protection in transit. 


COAST TO COAST LONG DISTANCE MOVING 


In the West. call OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


Now! Verified Readership of People Who 
Buy for Catholic Parishes and Institutions! 


Catholic Management Journal’s prac- 
tical editorial insight into problems 
of administration, finance, construc-. 
tion, maintenance, food service, pub- 
lic relations and communications is 
“must” reading for more than 21,000 
verified people with buying authority 
in Catholic parishes and institutions 

. . and many more who can select 
the products and services used. 


+ 
CEMENT) 
Ghourna 


Catholic Management Journal takes 

, away the guess work... gives you 

araannct’ ¥ positive evidence that you will reach 

aivans . readers who buy .. . for after all, 

aacuitects markets are made up by readers who 
buy! 


et New York (7): Jack Faber or Frank J. Fleming, 233 Broadway 
H —WOrth 4-4071 


Chicago (6): James T. Callen or Thomas A. Barron, 20 N. 
Wacker Dr. — STate 2-7271 


Milwaukee (1): Vincent C. Geisheker, 400 N. Broadway — 
BRoadway 1-9700 


Miami (32): J. Bernard Cashion, Chamber of Commerce 
Bldg. — FRanklin 1-9941 
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whether Insta was dry, mushy, gum- 
my, fluffy, sufficiently cooked. About 
a third had trouble getting it out of 
the can, and wanted packages. AMS 
decided not to enthusiastically pro- 
mote the Department’s product. 

The most elaborate of the food 
surveys involved lamb promotions, 
for which several associations put up 
the money. There were two sets of 
studies — one to cover merchandising 
practices and the other, customers. 
Lamb sales go up or down, it was 
found, almost in exact proportion to 
display space. Without tie-in display, 
advertising does not click. The ad- 
vertising should use such adjectives 
as “delicate” and “distinctive,” elicited 
from housewives for lamb and not for 
other meats. 


& This spring the House cut out the 
entire appropriation for such studies. 
Let the producers’ associations, it 
voted, pay for their own research. 
Before doing so the associations ap- 
proached the Senate and got the 
money back. 

Some of the current investigations 
cover retail practice. How do store- 
keepers use the displays their sup- 
pliers give them? How do they tie 
shelf arrangements in with current 
promotions? Another study is inquir- 
ing into the relative attractiveness of 
“25 cents, two for 40 cents,” “a 
cereal bowl with every package,” 
trading stamps, discount coupons, etc. 

The Department is making a sur- 
vev of what might be called its own 
clients—how much the producers’ and 
processors’ associations spend for ad- 
vertising. This could become, but is 
not intended to be, a business getter 
for AMS. For instance, an association 
with no advertising fund might ac- 
quire one after seeing how others 
operate, and, starting to use adver- 
tising, could draw the further atten- 
tion of AMS. 

Diligently, perhaps superfluously, 
the AMS staff works at getting re- 
search results into the right hands. A 
single project may be good for several 
dozen speeches to trade groups. A 
report is written up in half a dozen 
styles — for technicians, the business 
press, the popular press, women’s 
page editors, etc. 

But virtually every project involves 
at least one trade organization whose 
secretary mails out periodic progress 
reports. Long before AMS _ itself 
mails anything, interested people have 
learned what is going on. 

Thus, through AMS those who 
process and sell foods may uncover 
new markets, learn more about the 
advertising and promotional patterns 
for developing and sustaining them. # 


LC cCAm@ERS & IF 


Wonder 


where 
the 


YELLOW 


went? 


(or red or blue, too!) 


In Seattle... THE SEATTLE TIMES 
ss cis? te 513,153 LINES 


The Seattle Times ROP COLOR 


? SEATTLE’S SECOND PAPER 
210,392 LINES ROP COLOR 
fe * * Source: Media Records, first five months 1959 


Ghe Seattle Gimes 


ACCEPTED 
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WORTH WRITING FOR... 


1959 Major U. S. Markets 

Sales ranking by dollar volume of 
all 292 Metropolitan Market Areas in 
the basic sales classifications. Included 
are: ranking of gain or loss (1958 
over 1954) of the Metropolitan Mar- 
ket Areas; ranking of the South's top 
25 Metropolitan Market Areas in basic 
sales classifications by dollar volume; 
North Carolina county-city data; rank- 
ing of the top 100 Metropolitan Areas 
by dollar volume; complete Survey of 
suying Power data for the 292 Metro- 
politan Market Areas. Write George 
Lemons, Advertising Director, Greens- 
boro News-Record, Dept. SM, Greens- 
boro, N e. 


Young Woman Under 20 

Report on their beauty habits and 
product preferences. Trend highlights: 
They are fully acquainted with the 
variety of beauty products on the 
market. They split their purchases 
mainly between department and drug 
stores, with the latter leading in all 
major areas. Examples: Comparisons 
indicate that 56.0% buy lipstick in 


drug stores, 45.5% in department 
stores; 49.7% purchase makeup base 
in drug stores, 36.4% in department 
stores. Write George E. Johnson, 
Dept. SM, Seventeen, 488 Madison 
Ave., New York 22, N. Y. 


Food and Drug Sales 

Twelfth annual report which reveals 
that Americans spent in 1958 $45 
billion for foods and $6.7 billion for 
drugs at retail outlets. Data cover all 
products sold in drug and food stores, 
with percentage change from 1956 to 
1957 and from 1957 to 1958. Write 
Richard F. Tomlinson, Executive Vice 
President, Topics Publishing Co., 
Dept. SM, 155 E. 44th St., New York 
17, N. Y. 


Hawaii 

A report which interprets data on 
the 50th state from the advertising 
and marketing point of view. Among 
the subjects covered: people (who 
they are), industry and income, back- 
ground of business and recent trends, 
Hawaiians as customers, market and 
media data, and future of the state. 


FOR THE EXECUTIVE CONCERNED 
WITH THE MOVEMENT AND 
RELOCATION OF PERSONNEL 


Now! move 


with confidence 


Call in your local Atlas Agent to discuss personnel move- 


ment and relocation on an 


basis ... 


individual move or long term 
and you've taken a giant step forward in relieving 


yourself of one of your more persistent, periodic problems. 


Here's why... 


e The Atlas agent fits himself quickly into your departmental 
methods... from the beginning can relieve you of many details. 


e Atlas service is economical...your cost of transferring families 


goes down. 


e Atlas service is geared to increased customer satisfaction . 
your employee morale goes up during a critical period. 
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Data interspersed with comments that 
give a complete picture of the new 
state as a market. Write Jack Carver, 
Doherty, Clifford, Steers & Shenfield, 
Inc., Dept. SM, 530 Fifth Ave., New 
York 26, N. Y. 


San Jose, Cal. 

Volume II covering its growth 
since 1950: population up 98% from 
1950; 1958 Effective Buying Income, 
$1,113,058,000; total retail sales up 
138% from 1950—$720,673,000; ag- 
ricultural income, $85,437,000. Other 
data: auto registration; furniture- 
household-appliance sales; food, drug 
and apparel store sales; employment; 
manufacturing; number of dwelling 
units. Write Daniel K. Stern, Public 
Relations Director, Dept. SM, San 
Jose Mercury and News, San Jose, 
Cal, 


National Magazines 

Comparative ranking in terms of 
their influence on the actual purchase 
of products for the home.. Magazines 
include: American Home, Better 
Homes & Gardens, Good Housekeep- 
ing, House & Garden, House Beauti- 
ful, Ladies’ Home Journal, Life, Liv- 
ing, McCall’s, The Saturday Evening 
Post. Personal interviews were con- 
ducted in ten leading stores and cus- 


Single-Line 
and Nationwide 
Local...Long-Distance 
Moving ...Storage 


ATLAS 


VAN-LINES, INC. 
General Offices: 
6244 South Ashland, Chicago 36 


AGAIN, 
THE FIRST 


the five MIDWEST UNIT papers 


TOTAL COMMERCIAL LINES ¢ IST HALF 1959 


Source: Farm Publications Reports 


1. Wallaces Farmer 


5. Wisconsin Agriculturist 
6. Dakota Farmer 

. Ohio Farmer 

. Progressive Farmer 

. Arizona Farmer 

. Michigan Farmer 

. Hoard's Dairyman 

. Pennsylvania Farmer 

. Montana Farmer-Stockman 

. California Farmer 

. Successful Farming 

. Farm Journal 

. Idaho Farmer 

. Utah Farmer 

. Washington Farmer 


444,064 
420,131 
400,066 
392,477 
351,949 
333,840 
319,502 
308,550 
297,379 
267,170 
264,911 
251,587 
241,151 
217,268 
216,240 
203,696 
197,897 
195,015 
187,485 


. Oregon Farmer 
. Colorado Rancher and Farmer 
. Kansas Farmer 
. Missouri Ruralist 
. American Agriculturist 
. Farmer-Stockman 
. Rural New Yorker 
. Southern Planter 
New England Homestead 
. Capper's Farmer 
. Kentucky Farmer 
. American Fruit Grower 


. Farm and Ranch—Southern 
Agriculturist 


. Western Farm Life 

- Poultry Tribune 

. National Livestock Producer 

. Better Farming Methods 
American Poultry Journal 


183,610 
169,824 
168,965 
167,076 
145,752 
121,656 
117,977 
108,765 
105,694 
103,243 
101,358 

92,237 


87,247 
86,206 
84,123 
81,544 
65,464 
37,956 


- _ 
—*, 


TOPS IN LINAGE among all farm papers for the 
first 6 months of 1959. Tops in prestige in the 
richest farm market in the world. 

Midwest Unit Farm Papers are the first choice 
of farm families in this $11 billion market. First 
choice of farm market advertisers who want local 
impact ... the high readership of local editorial 
content. Follow the leaders to the Unit States of 
America. Ask us about Jocal merchandising tie-in 
services for your advertising. 


Swing to Midwest Unit 
continues into second decade 


The 10-year chart below shows the consistent 
long-range gains of Midwest Unit Farm Papers. 


le MOWEST FARM PAPER Unt 
+37.8% 


Comparative Lineage 1948-1958 
Uindex 1948 » 100) 


oe i 
40 49 50 5) 52 53 54 55 50 57 58 


Source Ferm Publication Reports, 
meas - 26.8% form sownel 


Coppers Former 
A 47ST saerenins pope wan = 1059 


ONE ORDER ¢ ONE PLATE * ONE BILL * AT A SUBSTANTIAL SAVING IN RATES 


or 
| —— 


ADVERTISE MOST WHERE FARMING 1S BIG BUSINESS...AND GOOD LivinG 


v=) if 


teed 


Management 


ADDRESS: Midwest Farm 
Paper Unit, Sales offices at 
36 E. Wacker Drive, Chicago! 
+ 250 Park Avenue, New York 
17, N.Y. ...190 Sutter Street, 
San Francisco 4...168 South 
Vermont Ave., Los Angeles 4 
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Worth Writing For 


(continued 


tomers were asked about the purchase 
of products for the home and which 
magazines, if any, had motivated 
them. Write Charles B. Emde, Presi- 
dent, Fact Finders Associates, Inc., 
Dept. SM, 247 Park Ave., New York 
i7, N. Y. 


Evaluating Inquiries 

Report based on findings of the 
Inquiries Project Council, Industrial 
Advertising Research Institute. De- 
tails 12 basic requirements for a prac- 
tical inquiry-handling system; screen- 
ing inquiries; encouraging sales fol- 
Write Robert L. Hartford, 
Business Manager, Machine Design, 
Dept. SM, Penton Bldg., Cleveland 
13, O 


lowup. 


The Housing Industry 

An analysis of a big business pro- 
ducing every year a_ multi-billion- 
dollar market for building materials, 
equipment and appliances. Data in- 
clude: market characteristics — size, 
location trends; market control—home 
builders and their professional asso 
ciates, characteristics, operating meth- 
ods, business volume; collateral ac- 


tivities of home building professionals 
~ home remodeling, non-residential 
building; market media. Write Rich- 
ard N. Jones, Advertising Director, 
House & Home, Dept. SM, 9 Rocke- 
feller Plaza, New York 20, N. Y. 


Gary-Hammond-East Chicago 
Market report on this new Standard 
Metropolitan Area, including Lake 
and Porter Counties. It ranks 47th in 
population, 40th in consumer spend- 
able income, eighth in spendable in- 
come per household. Data cover popu- 
lation, income, housing, employment, 
industry. Write Tom March, Dept. 
SM, WWCA Radio Station, Gary, 
Ind. ; 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in Sales Management? 


Weather Instruments for Business Giving: 
Full-color catalog. Airguide Instrument 
Co., Dept. SM, 2210 Wabansia Ave., 
Chicago 47, Hl. 


A New Look at the Problems of Sales 
Contact: A study which answers such 
questions as: Are greater numbers of 
salesmen and better sales training having 
an effect on the number of plant buying 


influences contacted? Includes chart de- 
tailing buying influence data for each of 
99 products. Factory, Dept. SM, 330 W. 
42nd St., New York 36, N. Y. 


For Better Presentation: Literature de- 
scribing a new light-weight portable easel 
that may be used as a chalk, chart or 
magnet board. The Advance Furnace 
Co., Dept. SM, 2310 E. Douglas, Wichita, 
Kan. 


Automotive Fleet Lease and Management 
Plans. The Lee Fleet System, Dept. SM, 
Keith Bldg., Cleveland 15, O. 


Plastic Boxes: How they can be used to 
display your product and help your sales- 
men sell. Shoe Form Co., Inc., Dept. SM, 
Auburn, N. Y. 


Sales Forecasting: Forecasting methods 
that will indicate your actual sales six 
months to one year ahead. J. Carvel 
Lance, Inc., Dept. SM, 122 E, 42nd St., 
New York 17, N.Y. 


Travel-Incentive and Overseas Conven- 
tions: Details on how to prepare for 
them. Henry Beardsley, Dept. SM, Pan 
American, Box 1790, New York 17, N.Y. 


Air Conditioning and Refrigeration: Two 
market studies: The Refrigeration and 
Air Conditioning Wholesaler; Firms En- 
gaged in the Business of Air Condition- 
ing, Heating and Commercial Refrigera- 
tion. The Industrial Publishing Corp., 
Dept. SM, 812 Huron Rd., Cleveland 
15, O. 


ANOTHER PRODUCT ofthe 

DIVERSIFIE 
SOUTH BEND, Ind. 
MARKET 


Model 4340 4-bottom moldboard plow designed and 
produced in South Bend Plant of The Oliver Corporation. 
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The Oliver Corporation of South Bend is a major pro- 
ducer of quality farming equipment. Oliver's is also 
a leading industry among the 248 manufacturers in 
the South Bend Metropolitan Area. 

This wide diversity of industry is instrumental in pro- 
viding South Bend Area households with big, steady 
incomes. The 1958 household income was $7,187 
. . . First in Indiana and 15th in the Nation! 


To Cover South Bend 


Over 92% of the families in South Bend's Metro Area 
receive the South Bend Tribune. A complete marketing 
service plus the Tribune's intimate knowledge of the 
market can make your selling job easier and more 
profitable. Free market data book gives complete de- 
tails. Write today. 


Che 


Soulh Mend 
Cribune 


Fronklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


September 18, 1959 


Nels a 
RQ 
The South Bend, Ind. Market 
Seven Counties, over 
One-Half Million People 


WHOLESALERS say 
“Hardware Retailer’ 
because... 


_ “It’s preferred and read by most retailers”. . . 4 to 1. 


“Offers greatest possible impact”. . . 2 to 1. 
“It’s the leader in the hardware field”. . . 2 to 1. 
“Basic guide to the field.” 

“First news of NRHA activity.” 


Facts from national survey by independent Market Research Bureau. 


YOUR NO. 1 CHOICE 


RETAILE! 


MAKE HARDWARE RETAILER YOUR BASIC TRADE CHOICE 
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Lb is the twentieth century 
yachtsman—he can tie “her” up 
with colored rope! 

And . . . the rope will float . . 

. ° will not rot . . . will not waterlog! 

Ties up with Glamor Such are the modern-day advan- 

tages that are bringing to an old, old 
product a new, new status in its mar- 
ket. For suddenly, with the applica- 
tion of package goods techniques tak- 
ing advantage of new synthetics, good 
old rope has been transformed into 
a fast-moving impulse item in the 
nation’s hardware and department 
stores. 

Color, packaging, point-of-purchase 
material, special display racks, new 
sizes, and a range of other point-of- 
purchase factors identified with tooth- 
paste and soap now have been ap- 
plied to rope. 

And not too surprisingly, the key 
sales figure in this policy innovation 
is former toothpaste marketer H. Gray 
Colgrove, general sales manager of 
Wall Rope Works, Inc. 

For 130 years Wall has sold rope 
through marine and industrial chan- 
nels to America’s leading corporations. 
But several months ago, with an eye 
to expanding its market, the company 
took a hard look at some of the 
newer synthetics entering the mar- 
ket, particularly Marlex linear poly- 
ethylene. 

Wall’s research department found 
a tough, smooth-textured floating rope 
available in a variety of beautiful 
colors. Less costly than nylon, twice 
as strong as manila, and rot-proof, 
here was a rope that deserved new 
marketing strategy. 

Colgrove, who was relatively new 
at Wall, had spent ten years in the 
packaged goods field, first in the paint 
industry as a sales manager with De- 
voe & Raynolds Co., Inc., and later 
with Lever Brothers Co. as assistant 
sales manager for the Pepsodent 
Division. 

He named the new Wall product 
“Colorope” and _ introduced _ these 
unique (for the rope industry) mar- 
keting steps: 


Just Plain’ Rope 


e Pre-packaged quarter-inch rope 
was made available for home use in 
coils of 50, 80, and 100 ft. Most 
manila rope in the past has been mar- 
keted in large cumbersome coils from 
which the dealer cut off desired 
lengths for each customer. This dis- 
couraged impulse sales. 


e An attractive, colorful metal dis- 
play rack to stimulate impulse pur- 
chases was designed and offered free 
to dealers with an initial stocking 

“G@LAMORIZOR” GRAY COLGROVE, general sales manager of Wall Rope, shows — er. 
the new “packaged goods”—Colorope. Emphasis on point-of-purchase attraction and @ Unusual point-of-purchase mes- 
impulse appeal represents a whole new sales approach for this age-old product. sages were used to decorate the rack, 
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CINE “Flying Fathers 


~ 


reat Venturg. 


~~ 


... and, last night, this newspaper cut a bigger share of sales 


than any other evening paper in the West! (Which makes it 


a real doll for smart advertisers. Like you, for instance!) 


Largest evening circulat 
West's biggest and best 


Moloney, Regan & Schmit, : LO S A N G E L E S H E RALD “ EX P R ES S 


MEETING 
COMING UP? 


Here’s a Pack of Ideas 


Handy, pocket-size booklet con- 
tains reprints of some of the 
most popular articles on meet- 
ing planning that have ap- 
peared in Sales Meetings. 


32 pages—more than 
14 articles 


CONTENTS 


What I've Learned from My 
11,000 Speaking Engagements 

Put Small Groups to Work for 
Idea Developments 

Guided Conference: Good 
Substitute for Skilled 
Leadership 

Why Doesn't Brainstorming 
Always Seem to Work? 

Buzz-Write Workshop Insures 
Participation 

A Conference Is a Contest— 
Do You Win Or Lose? 

If It's Worth Saying It's Worth 
Reporting 

How Bankers Become Good 
Speakers 

43 Ways to Excite Interest in 
Your Meeting Objectives 

For the Modern Meeting 
Planner: Guide to Styles, 
Groups, Methods 

Good Audiences—Made Not 
Born 

It's Real Work to Plan 
Women's Activities 

Your Planning On-the-Spot 
Program Change Is Valuable 

How to Get the Most 
Out of Hotel Service 


Send 50 cents in coin for 
“Meeting Planners Hand- 
book" to: 


Readers’ Service Dept. 


SALES MEETINGS 
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stressing the use of Colorope for deco- 
rating the home. 


© Special sales literature with 
drawings showing rope being used in 
a variety of new uses (outdoor trel- 
lises, room dividers, indoor trellises, 
pole decorations, stairway dividers, 
porch railings) was prepared and dis- 
tributed through retail outlets. 


Rope for the pleasure boating field 
is sold primarily through marine out- 
lets. While sales are considerable in 
the light of this booming industry, 
there was only seasonal traffic here. 
Whereas the average boat owner 
shops at a marina during the summer 
season, he visits his neighborhood 
hardware store all year round. 

After studying these factors, Col- 
grove switched the pattern of distri- 
bution for his company and concen- 
trated first on the hardware field and 
secondly on the department store 
field. This has entailed setting up 
new distributors, establishing new 
pricing and educating the retailers. 

A new advertising program in the 
hardware press was developed and 
an even larger program is planned for 
next year. 

How does Wall feel about this? 
Colgrove puts it this way: 

“I had to draw on my experience 
with the packaged goods field: Before 
World War II, toothpaste was pri- 
marily sold in drugstores. Today, ap- 
proximately 70% of all toothpaste is 
sold in super markets. Along with the 
aggressive job being done with these 
outlets there is also the irrefutable 
fact that the repeated purchases in a 
super market as compared with the 


more occasional stop in a drugstore 
prompts the greater sale of products 
such as toothpaste in these outlets. 

“By applying some of these market- 
ing techniques to rope we can see 
sales doubling and then re-doubling. 
Total industry sales to the hardware 
field last year were approximately 10 
million pounds of traditional manila 
rope plus a million pounds of syn- 
thetic. We feel that the time is ripe 
for people to think in specific terms 
of rope brands. The day is here when 
families decorate their homes them- 
selves. Colorful rope can be at least 
one of the materials that will be a 
factor in a job. There is no telling 
where this can lead the rope industry.” 

The merchandising of rope in this 
pre-packaged colorful display, accord- 
ing to the Wall organization, has 
proved a definite stimulus to the en- 
tire industry, as well as to the com- 
pany. 

The hardware retailer, already com- 
peting vigorously with super markets 
and other shopping centers, has a new 
more profitable item that is an eye- 
catcher. It replaces the unwieldy and 
hard-to-price product that cluttered 
up back shelves. For Wall, which in 
the past has concentrated on the 
heavy industry area—not the con- 
sumer field—it represents a new area 
of business growth possibilities. Wall, 
using a combination of established 
know-how in the rope field, and an 
expanding consumer-oriented _ sales 
department, anticipates that its entire 
output will be affected as it ap- 
proaches its 150-year-old mark. 

Glamor and sales go together—even 
with rope. @ 


COLOROPE 
50-ft. coil of 4-in. rope 
weighs ‘4 Ib. 
supports 1,000 Ib. 
Fabricated in ten non-fading 
colors or color combinations 
Floats in any length 
Will not become waterlogged 
Rot-proof 
Sold in pre-cut lengths to meet 


most popular requirements 


Now, Rope Has New Sales Features 


MANILA 
50-ft. coil of %4-in. rope 
weighs 1 lb. 
supports 600 Ib. 
Natural fiber 


Will not float 

Will waterlog 

Will rot 

Sold (ordinarily) by weight 
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The Nembutal box is molded of Lustrex styrene, by 
Continental Plastics Corporation of Chicago, one of 
the leading custom package molders in the midwest. 


Abbott Laboratories to Continental Plastics Corporation: 
“LUSTREX MOLDED PACKAGING PROVIDES THE PERFECT SETTING 
FOR OUR CLASSIC DRUG, NEMBUTAL, AT LESS THAN USUAL COST?’ 


Mr. Richard Dewey, Packaging Engineer, reporting: 
“Abbott packages sample vials of Nembutal in molded 
styrene boxes for distribution to physicians. This 
type of box makes it easy to see the contents. The 
Abbott trademark can be molded right into the 
cover. Other molded-in features facilitate rapid pack- 
ing, neat stacking, and safe shipment as far off as 
South America. Both box and vials have been planned 
to be re-used by the physician. In every respect, the 
Nembutal sample kit strikes just the right note of 


simplicity and dignity befitting our professional 
audience. We also like the fact that these packages 
(a half million of which we have already distributed) 
cost less than custom-designed containers made of 
some other material.”’ 


Is the drug store your market place? Use the 
Monsanto “‘Molded Package Evaluator’’ to guide 
you to drug sales-minded packaging. Send coupon 
below for your free copy. 


Ditech eat. Le eee eens! 


MONSANTO CHEMICAL COMPANY 


Monsanto 


Name 
Company 
Address 


City 


Plastics Division, Dept. 1138, Springfield 2, Mass. 
Please send me free copy of “THE MOLDED PACKAGE EVALUATOR.’ 


Title 


State 
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Watch Falstaff 
ll on CBS-TV 


% 
+ 


AMERICA'S PREMIUM (C 
A “BARBECUE OUT” PROMOTION is a) 
big thing in summer months. (This same | 


AMERICAS PREMIUM QUALITY BEER 


FALSTAFF’S OUTDOOR BOARDS are always seasonal. Sometimes they are used to 
build bigger audiences for sports telecasts which dominate the company’s TV program. 


How Falstaff Gets Heavy-Duty Service 


Out of 


Beer is a promotional business. 

All of the biggest-volume companies 
in the industry compete and grow on 
huge advertising investments and 
sinewy merchandising campaigns. 
Seven of the spots on the list of the 
top 100 advertisers in the U.S. are 
occupied by beer makers. 

Ranking No. 72 on this list is Fal- 
staff Brewing Corp., St. Louis, now 
No. 3 in the industry. The company 
releases no official figures on its ad- 
vertising budget, but trade 
estimate the investment at between 
$6 and $7 million. 

Around 75% of these dollars go 
into TV and outdoor . over 50% 
for TV, near 20% for outdoor. “TV 
for sell, outdoor for high frequency 
reminder,” savs GSM Bruce Wight- 


man 


sources 


The media mix, in which TV and 
outdoor dominate, and the merchan- 
dising program which supports it at 
the distributor and dealer level, are 
paying off in sales and profits. 
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By JACK BERNSTEIN 


Falstaff volume for the first six 
months of this year hit $53,797,364, 
a 10% increase over the same period 
a year ago. Joseph Griesedieck, 
president, recently predicted that 
earnings for 59 would run close to 
$2.50 a share, up from $2.01 for ’58. 

More and more barrels have rolled 
out of Falstaff breweries every year 
in recent years, with sales volume 
showing a steady upward trend in 
an industry that is almost static (in- 
dustry sales in 1958 gained only a 
fraction of 1%; Falstaff volume was 
up 4.9%). Falstaff has, in fact, led 
the industry in sales increases in the 
post-war period. The company se lls 
in 25 states, “owns” 16% of the mar- 
ket in those states. It has about 500 
distributors, and around 134,000 deal- 
ers. (“About” and “around” because 
these figures are changing so fast.) 

Recently, Sales Management asked 
Falstaff executives to analyze their 
theories about outdoor advertising, to 
explain its functions as the number 
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Outdoor Advertising Dollars 


two medium on the advertising list, 
and to show how it is made to co- 
ordinate with other media. (Outdoor 
has been used by Falstaff consistently 
since the repeal of the Volstead Act 
—more than a quarter century ago.) 

V-P and Marketing Director Karl 
K. Vollmer sees these values in out- 
door for the sales situation as it exists 
at Falstaff: 

“Outdoor is one of our basics—not 
as dynamic as TV, but used in a dif- 
ferent way. It provides a tremendous 
circulation at relatively low cost. It 
is “very local”—similar to split-runs in 
magazines. You can buy a town, a 
state, or the whole country. 

“It is a versatile medium that can 
be adjusted to one’s particular situa- 
tion. It keeps consumers aware of a 
brand. It is a reminder. The con- 
sumer sees an old friend instead of a 
stranger on the retailer’s shelf. Out- 
door creates an aura around the pack- 
age.” 

TV and outdoor, and all other media 


ITY BEER } 


A “REFRESHING, CLEAN AND WHOLESOME” feeling is the desired effect of current ads. 
Appeal is slanted more to men than women in the pany’s poster advertising. 


lustration was used in a color ad in Life.) 
winter it's “Barbecue In,” of course. 


that figure in the Falstaff program, 
are tied directly into all the various 
seasonal promotions. 

Outdoor boards frequently call at- 
tention to the telecasts. In TV, Fal- 
staff concentrates heavily on sports. 
The company’s sponsorships include 
the Baseball Game of the Week on 
Saturdays and Sundays (announced 
by Dizzy Dean and Buddy Blattner) 
. . . professional football Game of the 
Week . . . the St. Louis Hawks’ bas- 
ketball games, the San Francisco 
’49ers, and the Los Angeles Rams. 

Over the years Falstaff has devel- 
oped some definite ideas about how 
to buy and use outdoor, how to police 
it, how to merchandise it. 

For example, there are specific cri- 
teria for determining where to post. 
Says Director of Advertising Alvin 


Karl K. Vollmer 


100,000 MILES A YEAR of travel are a 
routine part of the schedule of Karl K. 
Vollmer, v-p and director of marketing. 
“It keeps my feet on the ground.” He 
“plays golf once a year,” spends much 
of his recreational time on photography. 


Griesedieck, Jr., “These are our key 
considerations: (1) sales in the area; 
(2) how good the market is ‘as a 
poster town’; and (3) the size of the 
market.” 

Falstaff shows nearly 5,000 30- 
sheet 4-color posters in its 25-state 
marketing area . . . an area which 
includes 39% of the U. S. population. 
The same ad is seen everywhere, and 
is changed once a month. 

Also taken into account, says Voll- 
mer, is the TAB, the outdoor adver- 
tising industry’s own rating system 
by which the majority of outdoor 
plants are rated every three years. He 
adds, “We're not too happy with the 
infrequency of the auditing, nor with 
the fact that some operators are not 
auditing their plants and cannot fur- 
nish reliable circulation data.” 


Bruce Wightman 


MANAGEMENT ABILITY is transferable. 
Bruce Wightman, gsm, demonstrates it. 
He was in steel for 10 years, later spent 
13 years in mining and exploration in 
Canada. From assistant sm, Solventol 
Chemical Products, he joined in ‘47. 


Sales Management 


Falstaff prefers “a good showing.” 
(A “100%” showing, or 100 boards, 
some illuminated, some not _ illumi- 
nated, constitutes full coverage. That 
means posters are situated on the 
town’s main arteries.) Sometimes the 
company contracts for a 50% show- 
ing, or 50 boards. The amount de- 
pends on “the kind of job you want 
done.” Although 25% showings are 
offered, Falstaff never uses them. 

From experience Falstaff has learned 
that it’s advisable to “ride the show- 
ing” to find out if there are any poor 
locations. An advertising field repre- 
sentative checks on positions. If any 
are unsatisfactory, substitutions are 
usually arranged. 

Allocation of outdoor among the 
territories is determined by the Mar- 
keting Department. In a given city, 


Alvin Griesedieck, Jr. 


BREWING’S IN THE FAMILY: Alvin 
Griesedieck, Jr., ad director for Falstaff, 
is the son of the chairman of the board 
and brother of the company’s presi- 
dent. The Griesedieck ancestors were 
brewers in Germany in the 1800's. 
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number of showings is dependent 
upon sales potential, penetration of 


] 
Yo l h 0 ld 0 l [ Tl 0) ST the company’s brand, and certain 
situation considerations. 


Outdoor offers greater opportunity 


, for continuity and integration than 
eC ve mee Ings . other media, observes Griesedieck. 


The theme of the outdoor poster is 


. frequently repeated on TV and in 
WI t e R A newspapers and magazines. 
He cited as an example, the beach 


is 


| > j _* scene (see illustration) used in 
July’s poster, which became the sub- 
ject of TV commercials, appeared also 


in other media. “In fact,” he adds, 


a i “the same people who posed for the 
posters appeared in the TV commer- 
cials.” 


The company’s marketing execu- 
tives have very definite ideas about 
the selection of themes for posters. 

Current thinking demands that the 

GET YOUR IDEAS poster induce drinking of beer “in a 
nostalgic way.” The feeling should 

ACROSS FORCEFULLY be “refreshing, clean and wholesome.” 
As mood-type posters for a specific 


... audience hears usage, Falstaff’s boards embody a uni- 
every word om versal appeal — “more of an appeal to 


men than to women.” 

An informal committee of market- 
wre : ; q Built-in ing, sales and advertising executives 
Speak from an RCA ’Lectronic . eee passes final judgment on themes. It 
Lectern and you know you're get- High Fidelity is the agency's responsibility to de- 
ting across clearly to th velop and recommend copy themes 

8 y the farthest Sound System in line with current ad thinking. 
corner of the room. Go ahead and 
call a meeting on short notice in any & Two or three “rough roughs” are 
presented, the best tie-in chosen. The 
one given most circulation this year 
, ’ ° ° : 
pletely portable ’Lectronic Lectern itorized ! is the seashore scene mentioned ear- 
can go right along with you. Its Trans lier. A full-page reproduction in color, 
wa ities Sah same scene, appeared in Life maga- 
power ul all-transistor amplifier, Operates from any zine. This board and all other adver- 
built right into the system, operates 110-volt A.C. outlet, tising tied in with it was part of the 
from any 110-volt A.C. outlet, or or from batteries. ow Out” program for summer 
> : : months. 
batteries. Transistors mean instant Other recent subjects: A couple, 
operation and long life. Complete with skin divers, enjoying Falstaff 
miniature Dizzy Dean broadcasting . . . House- 
broadcast j wife with a summery salad dish. Two 
quality ; 
TV Microphone posters each year are assigned to base- 
ball (see illustration), two to football. 
Hunting, fishing, and other seasonal 
sports are scheduled in appropriate 
RADIO CORPO months. 
RATION of AMERICA Closely related to the sports themes 

, LECTERN SALES Serves audiences in Falstaff advertising is a company- 
AMDEN 2, NEW JERSEY up to 600 sponsored bowling team. This team 
aides dase ied te was the first to win both the Bowling 
the laut vow, Proprietors Association match game 


soy Sgn of America and the American Bowling Congress 

MA IL er . YC-110 five-man championship in the same 
amden 2, N. J. 

season. As a reward, the bowlers went 


space that’s available. Your com- 


Mounts on lectern or 


Tmk(s) suspends around neck. 


Please send details on the ‘Lectronic Lectern ' on a Government-sponsored tour of 
COUPON . Portable ! Hawaii and the Far East. 

Name Sets up in 
TODAY J Cenoean \\\. 30 Seconds vertising activity, Fallstaff has little 

STREET Just open it up, difficulty getting the distributor to do 


Because of its own aggressive ad- 


plug it in, and 
start talking. 


city ZONE 


2 


local promotion at his own expense, 
which ties in with Falstaff’s own ef- 
forts. Here the situation contrasts 
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Young Chicago loves to buy... 


=, A x eo 


nek Ee —— 


_— | | 4 


.. the Chicago 
The young families are the big buying families, Sun -Times 


in Chicago as anywhere else. But nowhere else can you 
reach them more effectively. 
In Chicago, more young families read 


the Sun-Times than any other newspaper.* 


*Source: Publication Research Service Study No. 5. 
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The man from Cunningham & Walsh 


vier E 
How soon is a major cosmetic announcement really felt here? How 
aware is the pharmacist of major promotions? Ear] Schultz, a C@W 
account man, knows. By being there, C&W men are building a huge 
store of useful knowledge about our changing marketplaces. You 
are the beneficiary when you’re served by Cunningham & Walsh Inc. 
Offices in: New York, Chicago, Detroit, Los Angeles, San Francisco. 


THE NEW TARRANT | 
COUNTY 

FART WORTH * 

rUnL WUE FORT WORTH 


METROPOLITAN 


aa 


JOHNSON 
COUNTY 


POPULATION 618,000 Covered Thoroughly 
EFFECTIVE BUYING INCOME $1,093,684,000 Everyday by the 


TOTAL RETAIL SALES $715,707,000 FORT WORTH STAR-TELEGRAM 


39th in the Nation in Population! 
41st in the Nation in Effective Buying Income! 
40th in the Nation in Total Retail Sales! 


*Sales Management now includes the 2-county area of 
Tarrant and Johnson Counties as the Standard Fort 
Worth Metropolitan Area. 


FoRT WORTH STAR-TELEGR# 


AMON G. CARTER, Jr., President and National Advertising D 
LARGEST CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests 
Just a good newspoper” 
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sharply with the relationship between 
automobile manufacturers and their 
dealers, or soft drink makers and their 
bottlers. Falstaff has “no franchise or 
contract for advertising” . . . no 
iron-clad agreement on so-much-per- 
case expenditure. 

“We don’t approach a distributor 
until a complete analysis shows that 
he has all his bases covered on sales 
and delivery routine. We make sure 
that he has enough trucks in opera- 
tion, enough men on the street,” Voll- 
mer points out. 

“The distributors are not spending 
money helter-skelter. Their best course 
is to use media complementing ours. 

Because Falstaff has long been one 
of the nation’s leading users of out- 
door — “few competitors ever out-ad- 
vertise us in this medium” — Outdoor 
Advertising Institute helped the brew- 
ery merchandise its third-quarter pro- 
gram in three ways: 


1. Lapel badges . . . colorful mini- 
ature reproductions of the July poster 
were handed out to the field men. 


2. Shelf talkers . . . full color re- 
productions of the same poster were 
made available for off-premise display 
work. These augmented point-of-pur- 
chase displays. 


3. Thermo-Frost picnic bags were 
given to each route salesman. An im- 
print of the Falstaff shield appeared 


inside the top cover in a poster frame. 


Outdoor advertising was merchan- 
dised at sales meetings held during 
this promotion. 

The sales momentum that has Fal- 
staff moving ahead in such a healthy 
fashion is inspired by Joseph Griese- 
dieck, youthful president now in his 
sixth year in the front office. At 40 
he is the youngest president of a 
major U.S. brewery. He’s a strong 
believer in product research to main- 
tain and improve product quality, 
and vigorous advertising to support it. 

Young President Griesedieck, son 
of the chairman of the board and 
grandson of the founder, believes that 
women will play an increasingly im- 
portant role in the purchase of beer. 
For one thing, a high percentage of 
beer is sold through super markets 
and women are the main shoppers 
there. For that reason Falstaff is ready 
to launch a non-returnable seven-oz. 
bottle which it expects to become 
popular with women shoppers. 

One of the principal reasons the 
company is able to maintain a good 
position in the highly competitive beer 
industry is the sales depth of the mar- 
ket. In some of its markets, Falstaff 
does 50% of the total business. 


Zippo gets sure-fire 
response ih LIFE 


“The lighter that works” calls LIFE, 
“the medium that works” 


“Tf your Zippo lighter doesn’t work perfectly, 
you can get it fixed anytime—free!” 


For this unusual announcement, Zippo 
picked LIFE—a medium it has relied on for 
16 years. The ad—it’s a classic—ran in the 
May 26, 1958 issue, of LIFE. 

Here’s the box score: Sales rose sharply 
and are still going up; daily returns of 
lighters needing repairs rose 58% (Zippo 
is glad to give owners this service); satis- 
fied customer mail more than doubled. 


And here’s one for you: many of the 
lighters sent in were wrapped in Zippo 
LIFE tear sheets. 


“We still talk about that ad,” says Jack 
McCutcheon, Advertising Manager, Zippo 
Manufacturing Co. “‘It’soneof the big reasons 
we doubled our space in LIFE this year. LIFE 
has a quality approach, editorially, that’s in 
keeping with the Zippo lighter and the people 
it appeals to.” 


Maybe you can’t make the fabulous Zippo 
offer. But LIFE makes this offer to you: send 
us your advertising—we’ll see that it’s de- 
livered to the right people. 

And you’re bound to find yourself atop a 


climbing sales curve because . . . LIFE is 
“the medium that works.”’ 


EXtectiveuins tt ateabel LIFE 
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Big Wheels at Reliance Are Now 
Assistants’ to the Salesmen 


Based on an interview with 


R. A. GEUDER 
Vice President, Marketing, Reliance Electric & Engineering Co. 


Early this year, SABRE (“Sales 
Assistance by Reliance Executives”) 
came to the Reliance Electric and En- 
gineering Co., Cleveland, O. 

To the sales force this meant that 
executives were stepping in to help 
out on sales. Executives selling? Ex- 
ecutives giving an assist on customer 
problems? Or problem customers? 
“Fine—only keep them away from that 
touchy one of mine!” 

It took a few weeks to convince 
them. Then the calls started coming 
in—the execs were in demand. 

SABRE was introduced at Reliance 
as one possible answer to the 1958 
slump in the capital goods business 


(net sales for the year had dropped 
to $70,591,000 at Reliance, in com- 
parison to 1957’s $95,456,000 figure). 
Heart of the program is the theory 
that customer confidence and good 
will build sales. To garner this con- 
fidence, Reliance top executives are 
available—on call—to the sales force 
to aid in selling. 

Says R. A. Geuder, vice president, 
marketing, “We sell big-ticket items, 
industrial motors, variable speed 
drives, generators, etc. There’s more 
to selling our markets than writing an 
order. The salesman must have an 
intimate knowledge of his customer's 
operation. The prospect must be con- 


vinced that Reliance can supply, serv- 
ice and solve problems. The sales- 
man’s ability to’ convey this thought 
is paramount. 

“On many occasions,” Geuder con- 
tinues, “the salesman feels he must 
emphasize the fact that everyone at 
Reliance is vitally interested in help- 
ing this company to solve its prob- 
lems. To do this, he uses SABRE!” 

During any given week, Geuder 
himself may be in Los Angeles work- 
ing with a salesman in that area. At 
the same time, President Edward E. 
Helm may be performing the same 
function in Chicago, while the direc- 
tor of engineering lends his assistance 
to a sales effort in New York. 


® Reliance Electric places vital em- 
phasis on the fact that the salesman 
is Reliance Electric when he sits 
across from the customer. 

Says Geuder, “That two-foot area 
between our salesman and the pros- 
pect is pure white, it’s the moment of 
truth and no one stands in his way. 
He either succeeds or fails on his 
own. When he feels he requires the 
added help of one of our executives, 
we are available. But he, and he alone 
requests our presence and he must 
conduct the interview.” 

Geuder points out that the cus- 
tomer must be pre-conditioned to the 
Reliance way of operating. He must 


RICHARD A. GEUDER: (I.) 
SABRE is his responsibility. As 
vice president, marketing, he 
is the founder of the program, 
now a participant in_ it. 
Geuder joined Reliance in 
1929 after graduation from 
Penn. State with a B.S. degree 
in electro-chemical engineer- 
ing. He advanced through in- 
dustrial applications and ap- 
plied engineering, in 1951 
became manager, applied en- 
gineering and industry sales. In 
1956 he was made gsm. Now 
he’s top man in marketing. 
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C. V. GREGORY: (r.) He imple- 
ments SABRE. Its smooth day- 
to-day operation is one of his 
functions as gsm, a position 
he has held since the spring 
of 1957. Gregory is a 1929 
Drexel Institute of Technology 
graduate. He joined the com- 
pany the same year. It’s been 
sales all the way, with assign- 
ments as manager of the 
Pittsburgh district, of district 
sales manager, and sales 
manager. He sees SABRE as 
beneficial to salesmen and ex- 
ecutives, as well as customers. 
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At the half, the team from First Street 
in Los Angeles is leading again 


Score at the half —Times leading by 7,143,761. 

Once again — fifth year in a row, to be exact — the 
nation’s official linage scorekeeper, Media Records, 
shows the Los Angeles Times in first place among all 
U.S. newspapers in total advertising linage for the 
first half of 1959. 

Fact is, The Times scored so often in the first half 
this year, they’ve chalked up a 22% increase in linage 
over last year’s first place position. 

And the records go deeper. The Times piled up the 


First in the nation’s No. 2 market 


biggest score in retail advertising over any other news 
paper for the fifth consecutive year... gained more 
yardage in classified advertising for the seventh year 
... Was second in financial advertising... third in 
general advertising... and completely out-ran all 
local competition. 

Why not send your advertising dollars to join the 
rooting section of this power-house team from First 
Street in Los Angeles, home of The Times. The second 
half score may be even bigger. 


Los Angeles Times 


Represented by Cresmer & Woodward, New York 
Chicago, Detroit, Atlanta and San Francisco 
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Four Presidents Comment on Field Calls 


“My field contacts are fairly extensive. Handling them is a matter 
of having known our customers over a long period of time, having 
something definite in mind to talk about.”—Vincent C. Ziegler, 
Pres., Gillette Safety Razor Co. 


“The calls | make are planned ahead of time with the salesman 
for the particular area involved. We naturally pick our important 
customers and distributors. The main purpose of the call is for me 
to get to know the customer, and to let him know we appreciate 
his business. These calls have the additional effect (and | think it 
is important) of letting our own salesmen know their customers 
are important to us at the factory. In all contacts with customers, 
i think it’s important to emphasize that the salesman continues as 
the Number 1 representative of the company and should never 
be by-passed.’—Steven P. J. Wood, Pres., Warner Electric Brake & 
Clutch Co. 


“| do call on customers, generally with a salesman. The purpose 
of the call is to learn what the customer is thinking about, and 
what our company can do to be helpful. More frequently my 
calls are in the export field in countries where we have branch 


plants. 


“| like to talk with engineers and development men, but if the 
customer is primarily interested in distribution, my conversation 
is slanted to sales and service. But | don’t try to sell anything. 
That's the salesman’s job. | have found that, if you know with 
whom you are doing business, and they know you, it is very 
helpful. | learn a lot that way.”—S. T. Williams, Pres., Scovill 
Mfg. Co. 


“| make it a practice to make a number of field calls each year. 
This practice is followed by all of the members of the top manage- 
ment of our company. One of the major reasons for my calls is 
to assure our customers and potential customers of the interest in 
and appreciation of the top management of our company for the 
business which they have given us. We also wish to demonstrate 
our concern that the customer be satisfied and give him a chance 
to express any dissatisfaction he may feel with our equipment 
and service. 


“| also like to visit with our field forces on a periodic basis to 
learn firsthand of their problems and of their general attitudes. 
. .. | try to time my visits with the delivery of large installations 
in a given area, and then try to visit as many other customers and 
potential customers in that area as possible.”“—Raymond Koontz, 
Pres., Diebold, Inc. 
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understand why the salesman requests 
an interview for both himself and 
the Reliance executive. In other 
words, the customer must be Reliance- 
oriented. 

The burden of arranging the inter- 
view is the salesman’s. Also, he must 
conduct the meeting and set the tone 
for discussion. 

“There’s little use in placing the 
particular executive in the limelight,” 
adds Geuder. “The salesman will be 
making future calls— He must be re- 
membered and therefore must be the 
focal point of the meeting. He’s the 
quarterback.” 

Several salesmen concluded at the 
start of the program that a meet- 
ing involving their executive people 
would, of necessity, have to be an 
elaborate affair. Experience has proved 
the opposite to be true. In fact, wher- 
ever possible, meetings are scheduled 
at times other than the lunch hour. 
“The result,” says Geuder, “is greater 
emphasis on the reason for the 
meeting. 

“Why do we insist on the sales- 
man’s taking the limelight? We want 
managers, people capable of running 
their own show, making decisions, 
telling us the way that a particular 
account is to be handled. And let me 
tell you, we really insist on this. If a 
man cannot do these things, he can- 
not sell Reliance products. SABRE 
gives him a helping hand. 

“Our salesmen are engineers or 
highly trained men,” says Geuder, 
“and they have all the responsibility 
for their customers. They are em- 
powered to commit the company on 
the spot. They’re so imbued with 
this idea of prime responsibility that, 
in many cases, customers jokingly 
refer to them as ‘Mr. Reliance.’ We 
like this because it is just what they 
are. 
“To make this system profitable, 
you've got to be awfully customer- 
minded,” he adds. “You've got to 
build what you sell rather than vice 
versa. If this is the case, then the 
operation is a natural for the SABRE 
program.” 


® Reliance executives recognize the 
fact that their professional salesman 
is doing a job that very few people 
can do. “He pre-sells highly technical 
equipment, then sells it, services it 
and continues to assist the customer 
long after the installation has been 
completed.” 

“We like to say that he stands 
naked before the customer as well as 
Reliance management. He is the man!” 

“On the other hand,” adds A. M. 
Cherry, Reliance’s sales promotion 
manager, “stabbing our customers 
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3,239,600 jet-powered seats at her fingertips 


Many airlines use jet-powered aircraft these days. button and get the exact status of 3,239,600 
Now Capital Airlines has combined America’s largest jet-powered airline seats for up to six months in 
jet-powered fleet with the world’s most modern res- advance. (If you like, she can even check the arrival 


ervations system. 


and departure information on today’s flights in any 


The girl in our photograph is a Capital reservations city on the Capital Airlines system.) 
clerk. And she’s right in step with the jet age, thanks Whenever you fly east of the Mississippi, stay in step 


to Univac. This foolproof electronic 
reservations system enables her to 
check the availability of seats in just 
a few seconds. In fact, she can press a 


with the jet age. Fly Capital Viscounts, 

& powered by Rolls Royce jet-props. Let 

| sta Capital’s Univac secure your reserva- 
tion the quick, sure, accurate way. 


AIRLINES JET-POWERED BY ROLLS ROYCE 


It's FUN to work in 


IDAHO 


. . . because your work is near your 
play. This means energetic workers, a 
more stable labor force. Bonus bene- 
fits to expanding industry are favor- 
able tax rates, untapped natural re- 
sources and abundant industrial en- 
ergy. Best of all, Idaho wants to share 
it all with you. 


Idaho Welcomes Industry 
For full information write to the Idaho 
Department of Commerce and Development, 
Room 599, Capitol Building, Boise, Idaho. 


... worth their 
weight in gold! 


Cash in on ideas others have used 
and profited by! Selling ideas— 
promotion ideas—advertising ideas 
created by America’s most success- 
ful businesses. Selected by BRIEFED 
every month from 40 or more of 
the country’s leading business and 
trade publications. 100 or more 
valuable, sales-tested ideas per is- 
sue—over 1000 per year. Ideas 
that can be profitably adapted to 
your business! The nation's top 
executives read BRIEFED regularly. 
Follow the leaders—get BRIEFED 
and be briefed on what sells. Only 
$10 for 12 idea-packed issues! 


rieje 


400 Madison Ave. (Dept. 8M-1) New York 17, N.Y. 


eut “‘waste circulation” 


Pin-point your advertis- 
ing and promotion mes- 
sages. Use business films 

surest way to get your 
story across with full 
impact and lasting re- 
tention Warning: 
call in a “pro” 


Atlas Film Coperation 


OAK PARK, ILL. 
CHICAGO PHONE: AUSTIN 7-8620 
WASHINGTON * CHICAGO *© HOLLYWOOD 


with SABRE too often can be painful. 
The salesman must pace himself ac- 
cordingly in the use of his executive 
tool.” 

Geuder points to the fact that an 
interested salesman, concentrating his 
efforts on customer problems, can 
have a wonderful effect on a prospect. 
“One man said to us, “This is the first 
time in 35 years that anyone asked 
me how I wanted to do business.’ And 
as far as we're concerned, SABRE 
capitalizes on this good will.” 

Says Geuder, “It’s really quite fun- 
damental. Even Sales Management 
magazine shouted from the roof tops 
that everyone should stop crying 
about the ’58 recession and get out 
and sell. If this is true, and we be- 
lieve it is, then everyone should help 
the sales effort. What better way than 
SABRE? After all, everybody in our 
present Reliance top management was 
formerly a front-line salesman. Here 
is his chance to get back in harness 
in a really effective team effort.” 

General Sales Manager C. V. 
Gregory points to four obvious results: 


“1. There is an unprecedented 
awareness on the part of prospects as 
well as established business, that Re- 
liance is extremely customer-oriented. 
In practically every case, the customer 
has been impressed by a Reliance ex- 
ecutive’s interest in solving his prob- 
lems. 


“9 Our salesmen are now con- 
vinced of the terrific value and effect 
of executive performance. 


“3. Our executives themselves point 
to the fact that in no other way can 
management remain so well informed 
re: field operations. 


“4, By insisting that responsibility 
be in one place—on the salesman— 
we are able to quickly determine the 
value of a man. 


“Each of our salesmen is_thor- 
oughly trained to begin with and re- 
ceives periodic re-training,” adds 
Gregory. “This responsibility makes 
a manager of each man—he recog- 
nizes his responsibility. We feel a 
man doing this job for us, has a 
tougher job than his boss.” 

With 300 salesmen working out of 
55 district offices, SABRE keeps Re- 
liance executives on the move. 

“It works for us,” says Geuder, 
“and I can see no reason why it 
would not work for just about any 
company, even in the consumer- 
product field, on the wholesale dealer 
level, of course. 

“Most company executives can be 
real salesmen. It certainly makes all 
the sense in the world to bring this 
ability into play in the one area where 
it is desperately needed—selling the 
company's products!” # 


How often does your presi- 
dent call on customers and 
prospects? 


How often does your execu- 
tive vice president or gen- 
eral manager call on 
customers and prospects? 


How often do other company 
officers — (treasurer, plant 
manager, for example) call 
on customers and prospects? 


It's a Trend: Top Executives Are Facing 
Customers Quite Frequently These Days 
Sales Management asked the members of its Sales Leadership 
Panel three questions about the practices followed in their com- 


panies with respect to executive calls on customers and prospects. 
Here is a summary of the replies: 


Frequently 


Almost 
Occasionally Never 


25.8% 43.4% 30.8% 
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THE HOUSTON PosT 


continues 
to be 


HOUSTON'S 
LARGEST DAILY 
NEWSPAPER 


in total circulation 
207,028 215,350 


DAILY SUNDAY 
LOOK AT THE LAST QUARTER 


= The Houston Post : The Houston Chronicle 
Averages by Quarters Monday through Saturday Monday through Friday 


Desseder 31. 900 206,693 - 201,550 
gee Rae 207,371 198,758 


*For basis of comparison, see A.B.C. Publisher's Statements for 6 months period ending March 31, 1959 


THE HOUSTON PosT Iie 


W. P. Hobby, Chairman of the Board Oveta Culp Hobby, President 
Represented Nationally by Moloney, Regan & Schmitt 


$50,000 
FOR 
RIGHT MAN 


Old established manufacturer 
(1929), top D & B, opening Dis- 
tributor offices in your area. 
Average earnings exceed 15.4% 
NET PROFITS on sales volume in 
present locations producing An- 
nual Profits $45,000 to $75,000. 
Executive sales management, 
supervision and training of 5 to 
10 Dealers and their salesmen in 
direct-to-consumer merchandising 
program required. Full factory 
product training available. All 
modern sales tools, full coopera- 
tion of national organization. 
Nationally Advertised—TV, News- 
papers, Magazines. NO COST for 
EXCLUSIVE franchise. $15,000 to 
$25,000 working capital required, 
you retain possession . . . control 
business 


Write — Dept. SM., P.O. Box 769 


Santa Monica, California 


STAR ATTRACTION at U.S. exhibit in Moscow was frozen food demonstration. Here, 
Charles G. Mortimer, president, General Foods Co., looks in, answers questions. 


Two Generals in Moscow: 


Interest High, But Sales Nil 


Two of the most successful mar- 
keters in the U.S. recently spent 42 
days showing off some of their prod- 
ucts to 50,000 persons a day . . . yet 
never made a sale. In fact, they 
couldn't even give their wares away. 

The companies: General Foods 
Corp. and General Mills, Inc. The 
place: Moscow. The occasion: The 
American National Exhibition. The 
reason: U.S. State Department wanted 
the Soviets to see typical American 
convenience foods. The rules: No 
products for sale; no samples for free. 

Muscovites flocked around the food 
demonstration booths to see Birds Eye 
frozen vegetables, fruits, juices and 
dinners, and Betty Crocker cake, des- 
sert and frosting mixes being con- 
tinually whipped up under the direc- 
tion of home economists. The two 
companies were not permitted to pass 
out samples of the foods they pre- 
pared, but they could give them to a 
snack shop for sales on the grounds. 

Moscow's TV viewers were also 
able to tune in on food demonstrations 
by Birds Eye’s home economist, Bar- 
bara Sampson, and Betty Crocker’s 
Marylee Duehring. 

To help explain their products, 
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many exhibitors at the fair distributed 
literature. Birds Eye’s hand-out was 
a pamphlet telling, in Russian, how 
foods are quick-frozen and the part 
played by frozen foods in American 
life. 

To answer the many questions, 
Miss Sampson familiarized her inter- 
preters with these facts: The foods 
shown were typical everyday fare in 
the U.S.; Birds Eye, pioneer of frozen 
foods 30 years ago, now has 1,600 
competitors; five out of seven food 
stores sell frozen foods; the average 
factory worker earns enough in 5% 
minutes to pay for a package of frozen 
peas. 

Visitors showed greatest interest, 
said Miss Sampson, in pre-cooked 
dinners. They asked the price, not of 
the dinner served at home, but at a 
restaurant. “So, we quoted cafeteria, 
simple restaurant and more elaborate 
restaurant prices, trying to get across 
that in a restaurant there would be 
bread and butter, a beverage and des- 
sert. They believe the price of the 
dinner is very reasonable.” Other 
foods which attracted special attention 
were frozen melon balls, asparagus, 
broccoli and lima beans. @ 
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| want to know the readeration” 


The man knows that circulation can only take 
a magazine to a purchasing agent’s office. It’s 
what happens after it gets there that counts. 


Advertisers and ad agencies have put much 
time and effort into finding out what happens 
when a magazine like PURCHASING reaches the 
desks of industrial buyers. 


One approach, editorial analysis, evaluates pub- 
lications in terms of their helpfulness and use- 
fulness to readers. On this score PURCHASING 
Magazine is tops. 


Another approach measures the amount of time 
purchasing agents spend with an average issue. 
Independent studies show that PurcHASING 
Magazine outstrips its field by far. 


A third technique is based on reader preference 


studies. We never make these studies ourselves. 
But PurcHasinc Magazine comes out on top 
in every independent survey we’ve ever heard 
about, and we’ve seen a lot of them. Even sur- 
veys that include executives other than pur- 
chasing agents show that PurcHASING ranks at 
or near the top among all business publications. 


If you’re looking for “readeration” that sparks 
reader-action from your advertising, look over 
the evidence. Our nearest representative has it 
ready for you. 


Ip URCHASING macazine aa 


A CONOVER - MAST PUBLICATION IN P 
the news and methods magazine for industrial buyers 


205 East 42nd Street, New York 17, New York 
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JUST LIKE AUTOS, Fletcher’s industrial centrifugal machines are “taken for a test spin” by customers in this showroom. 


lf It Works in One Field, Why Not... 


PROSPECT TRIES A LOOM in the showroom while Fletcher President Edward Taws 
points out the features. For heavy equipment, the loom is easily demonstrated. 
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What happens when vou discard 
the traditional selling methods of 
vour industry and borrow the mer- 
chandising methods of another? 

Edward T. Taws, president of 
Fletcher Works, Philadelphia, has 
tried it three times in three years, 
and he'll tell you it works wonders 
in getting a company out of the red. 

“First,” he says, “you have to listen 
to the variations of ‘it can’t be done 
because it’s never been done before’ 
from the old hands in the sales de- 
partment. But once the orders start 
pouring in,” he adds, “they get the 
message and cooperate to the hilt.” 

Fletcher Works produces heavy 
equipment. The firm has been doing 
so for well over a century. One di- 
vision makes centrifugals for the 
chemical and food processing indus- 
try. Another division makes narrow 
fabric looms and a third makes throw- 
ing and winding equipment for the 
textile industry. 

Early in 1956, Taws, then president 
of his own ribbon manufacturing 
firm, called at the Fletcher Works 


which of your sales points has the greatest appeal? 


Knowing, for sure, can get you more business out of every 
dollar you spend for advertising. 


Today there is a new and inexpensive way to identify and 

clarify your best sales appeals. It is a highly 

specialized type of personal sales investigation which 

we have developed over a period of many years. 

We call it “Ditch-Digging” research. It digs into the interests 
and informational needs of your potential customers. 

Since our investigators do not identify themselves with our client, 
they can get the client's prospects to talk about things 

they normally wouldn't tell his salesmen. 

All of our trained investigators have had successful sales experience. 
They conduct each interview with an astute “sales sense” 

that smokes out the true picture of your best sales approaches. 


This, inevitably, reduces the guesswork and improves 
advertising effectiveness. 


The schuyler Hopper Co., Sales investigation - Sales Promotion - Advertising 


Twelve East Forty-first Street, New York 17, N.Y. e@ LE 2-3135 
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| to find out why delivery of looms 
he’d ordered was taking so long. 
When he learned that the company 
was losing money, he purchased the 
firm and its 200,000-square-foot plant 
on the spot (the sale was closed in 
24 hours). 

He was soon to learn that what 
he bought was a corporate shell. The 
giant plant was down to a few days 
a week in production, mostly of re- 
placement parts. 

The sales methods were moss-cover- 
ed with the traditions of heavy equip- 
ment industry: Mailings showed 
photos of the machines for sale; bro- 
chures, with fine printed specifica- 
tion tables, were available; salesmen 
made friendly calls in the field, but 
business was not forthcoming. 

Then one afternoon, while out buy- 

New Equipment Digest has an outstanding record ing a new car, the idea struck him— 
of growth in acceptance and reader action. The here was a showroom with actual 
average number of sales leads per page is now at models of autos. You could test-drive 
an all-time high! any one of them by merely expressing 
That’s why your advertising in N.E.D. is the fast- the desire. If this worked with retail 
est, most economical way to: merchandise, why not with industrial 
1. Search for new applications for your equipment? ’ 
products. Taws is the first to admit that 
the problem was bigger than it looked 
at first. The plant had to be re- 
arranged. New “walk-in” space had 
spies to be made available. Carpenters and 
4. Maintain coverage of present customers painters were called in and in a mat- 
and prospects in all industrial markets. ter of weeks the idea began to take 
N.E.D. helps you accomplish all these important form. 
marketing objectives by reaching industry’s most 


2. Contact new buying influences. 


. Find important new customers in any 
industry. 


active buying group . . . when they’re READY ® Meanwhile, Taws completely re- 


rO BUY. aligned the engineering department. 


Every machine had to be updated with 
new, labor-saving devices and _sys- 
tems worked out to cut production 
NEW EDITORIAL STUDY Ge costs. 
An up-1o-the-minute picture of in- Two _ separate showrooms were 
Helpful information for, al indus. UIPMENT BPA planned. One for the centrifugals and 
ee cea, the other for textile equipment. 
coakerenip and elvertieing TORI. In the space of two months the 
e first showroom, displaying the cen- 
trifugals, was ready. The finishing 
touch was to re-do the walls in bright 
colors in order to set off each machine 
to its best advantage. Each machine 
| was put in good working order so 
COMING SOON that a customer could press a but- 
ton, start it and see it in operation. 

Then came the matter of telling the 
How Five Big Advertisers Use Split-Runs | eke. Taws sent ont Chommmads of 

invitations to prospects, inviting them 

| to the Fletcher Open House. 

What are the big benefits split-run advertising is bringing to: For a complete “sell” of the Fletch- 

} er Works, after prospects had seen 

General Mills? Philco Corp.? | the machines and enjoyed the hors 

| d’oeuvres and highballs, a plant tour 

Doubleday & Co.? Deere & Co.? was available for those who wanted 
to take it. 

The problem here, however, was 
that the “it can’t be done” attitude 
of the sales organization had sifted 
down to the mechanical departments. 
To overcome this potential hazard, 


A | PENTON | Publication, Penton Bidg., Cleveland 13, Ohio 


NOW OVER 84,500 COPIES (Total Distribution) IN OVER 44,000 INDUSTRIAL PLANTS 


Northern Paper Mills? 
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COMING THIS FALL... Ys. 


UNITED AIR LINES BRINGS YOU 


THE WORLD'S NEWEST AND FINEST JET, 


THE DC-8 JET MAINLINER 


THE FAMOUS RED CARPET* ROOM on United Air Lines new DC-8 


the full width of the cabin—offers the relaxed comfort of a living room aloft. 


You'll find it a tavorite gathering spot for jet age travelers. 


Newest, biggest, roomiest, quietest of all the jets. 
This is United Air Lines new DC-8 Jet Mainliner. 
Bigger than any other jet now flying or being built 

. . roomier than any other jet with special com- 
fort control seats . . . quieter than any other jet 
thanks to special soundproofing inside and out. 
United Air Lines took extra care to make this the 


EXTRA CARE HAS MADE !T 


runs COMFORT-CONTROL SEATS—lean back 
and your light leans with you. Cooling, ven 
tilation, call button at your finger tips. 


best jet service for you—First Class or Custom 
Coach. Make your reservations now coast-to-coast. 
Call your travel agent or United Air Lines. 


* 


Gs 
AIR LINES {7 
® 


VET MAINLINER, BY DOUGLAS 


* Red Carpet is a service mark owned and used by United Air Lines, Inc. 


THE BEST OF THE JETS 
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An executive of five com- 
panies, an officer of four fraternal organi- 
zations, and president of his Chamber of 
Commerce, R. Clem Knecht, by every meas- 
urement, is a leading citizen of South Dako- 
ta’s famed Black Hills. In addition to his 
business and civic activities in his home 
town of Rapid City, he is an avid fisherman 
and golfer—and chairman of the building 
committee of his church. While not all of 


her 


TOGETHER’s 900,000 reader families are 
able to serve their communities as exten- 
sively as Mr. Knecht’s, most have a special 
bent for leadership in church and civic af- 
fairs. Like Mr. Knecht, they are mighty 
important people to reach with your prod- 
uct story. One way to be certain of 
reaching them is with your advertising in 


TOGETHER magazine. 


The Midmonth Magazine for Methodist Families 
740 NORTH RUSH STREET © CHICAGO 11, ILLINOIS 


COMING SOON 


Future Sales Ratings Board 


Predictions for the Fourth Quarter 
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Taws held a beer and pretzel party 
for the plant workers, explaining that 
the whole effort was being made to 
protect the jobs of the old hands, 
and make new jobs for others. The 
workers were completely cooperative 
the next day. 

More than a thousand persons at- 
tended the open house for the cen- 
trifugal division and a month later 
the crowd was just as large at the 
open house held for textile prospects. 

The project worked. Prospective 
buyers knew they could walk in, look 
at a machine, test it and measure its 
speed and efficiency. Brochures and 
specification sheets were available, as 
in the past, but the novel addition 
of a retail type of merchandising gave 
the machines the see-touch-test reality 
that hastened the close of the sale. 

The showrooms, since referred to 
as the Fletcher Permanent Exhibit, 
have two to ten prospects weekly 
who come to “test-drive” the heavy 
equipment. 

“If we had stopped there,” Taws 
reports, “we would have a good sales 
picture today because the showroom 
put us into the black and we've stayed 
there. However, I kept looking over 
retail selling methods and decided to 
use others that could be applied to 
our business. 

“Sampling was the next one we 
used. It shot sales even higher,” he 
says. 


® Here again the problem was how 
to adapt sampling to heavy equip- 
ment. Fletcher invites the prospect, 
a chemical-processing engineer, for 
example, to send a sample of the 
compound he wants separated. Fletch- 
er engineers then put it in a cen- 
trifugal, and return the components 
to the prospect with a report on the 
machine used and such other details 
as rpm's. 

The latest idea adopted by Fletch- 
er came from a hardware store. Taws 
explains that he went to purchase 
a new lawn mower, but confusion 
over the right size, the make and 
the advantages of the rotor type ver- 
sus the blade type delayed the pur- 
chase. The clerk suggested that he 
rent one and, if satisfied, apply the 
rent to the sale price. 

That brought about the present 
Fletcher “Try-Buy Plan”’—the name 
for the rental method—with terms ex- 
actly as offered over the retail hard- 
ware counter. 

Does adopting retail methods work? 

Taws points to current Fletcher 
sales figures, highest in the company’s 
history—with the biggest backlog of 
orders on hand, and growing larger 
each month. @ 


THIS 
AD 


ran in full color in The New York Times 
Magazine on Sunday, January 11. 

It featured a $17.95 Sacony dress and 
listed Lord & Taylor stores carrying 

the dress. Within four days this ad had 


RESULT 


“By 3 P.M. Monday, Lord & Taylor 
had a complete sell-out,” says 
Where in the world is she? She's in Sacony’s classic Ciella Herb J. Goldstein, Sacony’s advertising- 


caceiliiiilaaiinsna th nlaaiaia inital dheeiibdasnaibiiii promotion director. “Consumer 


Its Sacomy-Cretls tabric » beaventy. washable. uncrushable jerey of cool, smovth Celanee 
Arect® (an be wasted, Grwd. end ready w weer we one how The big bourbon th checks il i ‘ . 2 
a coryanbatn tommy cad ese cnn Mh we a mail orders began to pour in to us 


sacs. S. Augetein &Co., Iec., 1407 Broedway, New York 12,N. ¥. . a | ‘ y 7 : 
LOPd 8 TaYhO, om msm om ee soe tw sm wm Af (NY directly, with money enclosed . . . 


Pe Mevciae Re! ewe Gomine | ae tat tee fee cos 


no indication this response will start 
falling off.” Here is another 
example of why today, as always, 


it pays to advertise 


IN THE 
NEW YOR 
TIMES 


First in advertising in the world’s 
first market 
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Why Walworth 
Talks So Much 


By HARRY WOODWARD 
Human Interest Editor 


“Let’s face it, the object of our 
Speakers Bureau is to sell valves. It's 
that simple.” 

The candid gentleman speaking is 
S. A. Lewis, one of Walworth Com- 
pany’s bright young men who are 
revitalizing the 117-year-old firm that 
is among the biggest of the country’s 
50-odd valve manufacturers. Lewis is 
manager, technical sales service, an 
arm of the company’s Sales Dept. (See 
SM, Aug. 7, p. 37.) 

He’s a prime mover in the three- 
month-old Speakers Bureau, which 
Walworth put into operation after six 
months of planning. The bureau 
offers the services of Walworth’s tech- 
nical staff—a dozen or so men quali- 
fied to talk in their particular field. 
[he men all are employes of Wal- 
worth. Some are from the general 
offices in New York, some are from 
the Research Dept. in Massachusetts. 
They speak to assorted groups, who've 
requested a demonstration talk, on 
subjects as esoteric as photoelasticity 
(to air conditioning contractors), all 
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the way down to basics for engineers 
who merely want to know how valves 
function in complicated new machin- 
ery. 

“We make no mention of the com- 
pany,” says Lewis, who, himself, does 
some of the speaking. “But the valves 
we use for the talks are Walworth 
valves.” Recently Lewis spoke to a 
group of G-E maintenance men on the 
care and maintenance of bronze 
valves. “The audience got needed 
information and money-saving tips. 
Walworth got increased prestige.” 

The company carefully screens re- 
quests to its Speakers Bureau. Lewis 
is quick to point out that the com- 
pany can’t waste valuable man-hours 
of expensive employe time unless the 
audience meets certain requirements. 

But the bureau answers requests 
from four sources: educational insti- 
tutions of all types; trade associations 
and conventions of contractors, etc.; 
technical societies, and consumer 
groups. Big gas companies within a 
radius of 50 miles of New York, for 
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instance, recently sent their engineers 
to a Walworth symposium on valves. 
In Detroit a utility company sent 60 
men, maintenance people, purchasing 
agents, layout and procurement men 
and specification writers to another 
symposium. Walworth gave them a 
one-day session on plug valves, what 
they are, why they are, and how they 
function. 

Lewis is constantly surprised at the 
lack of working knowledge of valves 
by men who use valves every day. 

And to these people he and others 
in the Speakers Bureau give a fast 
run-down on valves and how they’ve 
developed. Even engineers are some- 
times amazed to learn that a single 
valve can cost as much as $5,000. 
The layman is staggered to learn that 
malfunction of a single, important 
(and expensive) valve can mean that 
a whole section of a city could be 
without gas for days. 

“The data we use could be used 
by most of our competitors,” says 
Lewis. “But because we are the only 
ones who are using such data in this 
educational way we're hopeful of de- 
veloping in the minds of our prospec- 
tive customers the feeling that “Those 
Walworth people care; they must 
make good valves.’” 


® Doesn’t the chore of making 
speeches become burdensome to the 
men responsible for carrying on the 
work of the Speakers Bureau? So far, 
no. The program is accelerating, 
however. And Walworth is training its 
own distributors’ salesmen to handle 
many of the speaking engagements. 
The Cleveland distributors are send- 
ing in all of their salesmen to a sym- 
posium at which they'll learn the 
fundamentals of valve operations. The 
more articulate of these salesmen will 
be used where speeches of a non-tech- 
nical nature are required. 

Factory schools have been insti- 
tuted, too. Here the salesmen are 
given three-day sessions with actual 
sales situations calling for a broad 
knowledge of valves. The men are 
required to assemble and take apart 
valves, so they will know how they 
are made and how they operate. Wal- 
worth keeps these sessions small—15 
or 20 men. And it mixes up older 
salesmen with trainees to get a heter- 
ogeneous blend. 

The bureau is a selfish project. Its 
object is to make Walworth the best- 
known name in valves and to create 
new sales. So far it has been a suc- 
cess. After a speech by a member of 
the technical staff there are, invaria- 
bly, requests for transcripts from en- 
gineering journals. 

“And that,” says Lewis, “is the tip- 
off that we're on the right track.” 


“| want it to 


produce’ 
(without shutdowns) 


High productivity...low cost maintenance 
... these are the mutual interests of men in 
charge of production and maintenance en- 
gineering. They cannot be separated. This 
vital area of dual responsibility is served 
only by Mill & Factory! 


Good production cannot outweigh costly 
maintenance, Low cost maintenance cannot 
outweigh poor production. 


There are a number of broad, all-industry 
publications. But only one — only Mitt & 
Factory —recognizes the common informa- 
tion needs of the production/maintenance 
engineering function. Editorial research 
proves that this mutual interest can only 
be properly served by a single publication. 


These men in charge of production /mainte- 
nance engineering are the men who weigh 
your product in relation to their two biggest 
every-day problems—efficient production . . . 
low cost maintenance. 


“| want it 


to keep running” 
(and producing) 


Mill & Factory is the only single publication edited 100% for 
the men known to be directly responsible for the methods, 
equipment and supplies used in Productian and Maintenance 


“~~ Mill ¢ Factory 


17, 


205 East 42nd Street, New York 17, N. Y. 


a Conover-Mast publication 


Collection Letters 
That Make Salesmen Burn 


‘Pay now or you are doomed!” 
said a collection letter going out from 
one of the most reputable mail order 
houses in the country. 

A bit strong, you think, yet such 
masterful mishandling of an important 
customer contact is not the unique 
talent of that one company. For in- 
stance, the following reminder was 
sent by the Credit Department of a 
large Connecticut firm, dunning a 
bank—one of New York’s largest banks 
at that: 


It has just come to our attention 
that our invoice #164789 for the 
amount of $14,894.99 has not been 
paid. You of course realize that this 
indebtedness has run beyond our regu 
lar terms. 


Perhaps it would be more conveni- 
ent for you to pay us in monthly in- 
stallments. If so, we will be glad to 
make such arrangements for you. A 
self-addressed envelope is enclosed 
for your convenience. 


“That particular letter,” the firm’s 
sales director told me, “landed on 
the desk of one of the top officers of 
the bank. Just look at the answer 
we received . which we richly de- 
served.” 


Upon receiving a letter from your 
Credit Department questioning this 
bank's ability to meet its obligations 
when due, my first impulse was to 
replace all of your equipment we have 
been using for years. If you care to 
refer to your records, I believe you 
will find that our purchases with your 
company have amounted to well over 
three hundred thousand dollars. 


If you will take the time to check 
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By RICHARD H. MORRIS 


R. H. Morris Associates 


with your Sales Department, which 
should have been done in the first 
place, they will tell you there are still 
more adjustments to be made on your 
new installations. Therefore, both your 
invoice and letter, to put it mildly, are 
rather premature. 


It seems to me that your salesmen 
work too hard to risk losing business 
by the tactlessness of your credit per- 
sonnel. 


P.S. If you haven't seen our financial 
statement yet, I will be glad to send 
you a copy. Perhaps that will re- 
assure your people in the Credit De- 
partment that it is not necessary for 
this bank to buy anything on a time 
payment basis. 


And in editing some carbons re- 
cently, we ran across this: 


Six months ago you asked us for an 
extension of time to bring your ac- 
count up-to-date. Now you have the 
nerve and crust to make a_ similar 
request. 


Unfortunately, collection letters 
and notices are not the only cor- 
respondence emanating from credit 
departments that raise havoc with 
company good will, and create un- 
necessary handicaps for field repre- 
sentatives to overcome. I have seen 
hundreds upon hundreds of blunt, 
undiplomatic letters requesting finan- 
cial statements, or passing orders for 
credit that would make almost anyone 
see red. And many of those turning 
down unearned discounts practically 
imply that the customers are chiselers 
or dead-beats. 

If the average sales director only 
knew how often his branch managers 
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and salesmen were obliged to take 
time out to smooth ruffled feathers 
and actually save future business be- 
cause of some asinine credit and col- 
lection letters, they would probably 
blow their tops. Here is a good ex- 
ample of this: 


A friend of mine, eastern sales 
manager for a well-known food or- 
ganization, had called in his men 
from all of the coastal cities for a 4- 
day sales conference. Right in the 
middle of it he received an urgent 
request from one of his company’s 
largest customers to come and see 
them at once. He left his men practi- 
cally idle for a complete day while 
he drove over to a nearby city where 
this concern was located. When he 
arrived, he found the manager of Ac- 
counts Payable fuming. It seems that 
this organization had been billed three 
times for the same merchandise . . . 
which had been paid for long ago. 
In tracing the error, he found that it 
was due to a new, young employe in 
the Credit Department of his Home 
Office. In recounting the story to me, 
he said, “That boner cost me several 
thousand dollars in salesmen’s time 

. completely disrupted our meeting 

. and placed me in a silly position 
with our customer.” 

Now please don’t think I am down 
on credit managers or those working 
under them. I certainly am not. For 
unquestionably, these people have to 
write the most difficult letters in an 
organization, yet receive the most 
blame when one of them backfires. 
The pity of it is that so few sales 
managers take pains to really under- 
stand their problems and offer the 
help they should. 

First of all, most of the credit per- 


15 miles of 


16mm. movies every week 
...and never an inch 


of trouble! 


If you use 16mm sound films in your 
business, you can profit from the ex- 
perience of this outstanding TV station 


Station WBTV, Charlotte, N. C., pre- 
views 75,000 feet of film each week using 
Kodak Pageant 16mm Sound Projectors. 

They report: “The quality of sound 
and pictures, plus the lack of trouble, is 
amazing. We particularly appreciate the 
quietness and simplicity of the Pageant 
working mechanism. Using our Pag- 
eant Projector, we now get a true quality 


check for sound films, before putting 
them on the air.” 


Where you fit in 

Whatever you’re using 16mm movies 
for—training, sales promotion, public 
relations—you can get the same pro- 
fessional performance with a Pageant 
Projector. 

Your pictures will be sparkling and 
filled with detail, even in_ hard-to- 
darken rooms. Sound is balanced and 
clear. And because every Pageant is 


permanently lubricated, your projector 
is always ready to go on with the show. 
With printed film path, folding reel 
arms, and attached power belt and cord, 
you'll find the portable Pageant easy to 
set up and use anywhere. 
Why settle for less? 
Get the most from your investment in 
films and audiences—with a Kodak 
Pageant Projector. Any Kodak Audio- 
Visual Dealer will provide details and a 
demonstration. Or write to: 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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_GREATEST COVERAGE 


& Where Farm Trucks Count Most... 


TEXAS AND OKLAHOMA 

NO. 6 TEXAS AND OKLAHOMA COUNTIES comprise the greatest area for 

OF A SERIES 23 gfarm trucks in the nation. Texas 
alone has 50% more farm 

234 COUNTIES WITH OVER 500 FARM TRUCKS EACH trucks than California, the sec- 

contain 90% of all Farm Trucks in Texas and Oklahoma ond state in rank. Oklahoma is 

8th in rank, with 2,000 more 

farm trucks than we + ly ware 

a and Oklahoma combin ave 

NUMBER OF ee more farm trucks than Califor- 
COUNTIES nia and Kansas, the next best 


IN WHICH states, combined. 
PUBLICA- FARM & RANCH THE FARMER-STOCKMAN 


TIONS HAVE gives the best possible farm cov- 
OVER 75% 4 Ree erage in Texas and Oklahoma. 


COVERAGE PROGRESSIVE FARMER 
OF FARMS... 
22 


FARM JOURNAL 
Send for similar data on other farm equipment 
livestock, crops, irrigation and farm income. 


a Th € Farmer-Stockma mn 


400 N. Michigan Avenue 4321 N. Control Expresswoy 420 Lexington Avenve 500 N. Broodw: 
Chicago 11, SUperior 7-6145 Dotias 5, LAkeside 1-312! New York 17, MUrrey Hill 4-3340 Oklehoma City % CEntral 2-3311 


sonnel are pretty factually minded by went out with celluloid collars. 3. If feasible, allow your credit cor- 
trade. They seldom have the sales “But what can I do about it?” you respondents to meet the accounts 
and merchandising training and ex- ask. “I certainly do not want to en- they handle whenever any of their 
perience of the salesmen. Therefore, croach on the responsibilities of our people visit your office. In this way 
they do not always know how to credit manager.” they will become better acquainted, 
handle customers tactfully under a Let’s say you want to do it on a and know how to approach them 
wide variety of circumstances. company basis. Here are some defi- more effectively in their letters. 
Secondly, a high percentage of their nite steps you can take to prevent 
daily correspondence is on touchy poor, ill-advised credit and collection . And this is the most important one 
situations, such as a person’s or com- letters from interfering with your sell- of all. Take half an hour out every 
pany’s finances, credit standing, and ing efforts: few months and hold a get-together 
sometimes their actual honesty. It is with your credit personnel. Ex- 
little wonder that in an effort to “save 1. Have someone from your advertis- plain the facts of life to them .. . 
face,” many delinquent accounts ing or promotion department go how every letter they write makes 
scream to high heaven when pressed over all the form and guide letters an impression for or against you— 
for the payment of a long overdue your credit people are now using. and can either help or hinder your’ 
balance. That is, unless real finesse If necessary, have them rewritten sales force. I know of at least a 
is used. in a modern, appealing style . . . dozen sales executives who follow 
Thirdly, while you undoubtedly fur- without any stereotyped or objec- this practice with the most gratify- 
nish your salesmen with every pos- tionable phraseology. Make them a ing results. 
sible sales tool to work with, most real sales medium—not just a series 
credit people are left almost on their of “Bed Bug Letters.” You wouldn’t dream of sending out 
own when it comes to handling their selesmen who were shabbily dressed 
daily correspondence. When new em- 2. Let some capable person in your . . . murdered the King’s English . . . 
ployes join a staff, they are usually sales department every now and and irritated customers and prospects. 
given their predecessors’ letters to then edit carbons of some of the Then why tolerate credit and collec- 
study. As a result, they pick up a lot letters your credit people write. tion letters that have the very same 
of old, faulty habits they never knew See if the right letters are going to | weaknesses? For they, too, can do 
existed, and add a few of their own the right customers, and if all of | untold harm in creating unpleasant 
to boot. Or, they are handed a bunch them are receiving fair and courte- _and costly situations for you and your 
of form or guide letters to use that ous treatment. sales force. 
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OKLAHOMA! 


Retail sales increase $151,235,000 


in Oklahoma in first half of 1959 


Oklahoma in 1958 was an 
inland island of prosperity by 
showing continual sales gains 
while much of the nation was 
lagging. 

Now, on top of last year’s 
gains, Oklahoma again is pil- 
ing up increases in 1959. Total 
retail sales in the state during 
the first six months of the 
year were $1,159,506,000, an 
increase of $151,235,000 or 
16.6% over the corresponding 
period of 1958. 

Construction, too, is soaring 
in Oklahoma, led by resi- 
dential building nearly three 
times as great as the record- 
breaking total for the first six 


months of 1958. 


The Daily Oklahoman and 
Oklahoma City Times give 
you growing coverage of this 
fast - moving market with a 
daily combined circulation 
equal to 54.1% of the house- 
holds in its prime 58-county 
marketing area where 68% of 
the state’s retail sales are 
made. Sunday circulation cov- 
ers 47.4% of the households 
in the same area. 

To find income, go where 
income is. Get growth in your 
sales — with a solid selling 
campaign in The Daily Okla- 
homan and Oklahoma City 
Times. 


Write for Oklahoma Market Data book 


OKLAHOMA 
STATE WIDE 
GROWTH RECORD! 


UP 16.6% 
UP 17.9% 
UP. 293.6% 


Total Retail Sales 

General Business 

Residential Building 

Manufacturing 
Building 

Construction 

Food Sales 

Drug Sales 


UP 
UP 
UP 
UP 


104.4% 
60.8% 
16% 
12.6% 
13.8% 


Furniture Sales 


Building Material 
Sales OF 7a.a te 
Household Appliances 
Sales UP 
Motor Vehicle Sales UP 
Industrial Production UP 


Agricultural 
Production 


15.4% 
8.3% * 
11% 


UP 15.5% 


*Iin Oklahoma City, new car sales 
were up 52.3% in this same period. 


SOURCE: Bureav of Business Research, 


University of Oklahoma 


ae 


J 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Company 
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The CLIESTOR Adjentable 
Wren 


today. 


Snap 


Button Kit ABLE WRENCH has exclusive 


OPEN 
9/4" 


yer Superbly Impressive for Busi- 
8 


MAN... what a BUSINESS GIFT ... and 


PREMIUM, too! 


First time offered! ... 
The Two Most Unusual 
Tools ever made... . 
NEW, PATENTED 
TOOLS in sturdy Alliga- 
tor-vinyl “Pocket Kit” 
with “Gift-Instruction 
Card” inside, under trans- 
parent cover! 1) Fleet 
COMPOUND LEVER. 
AGE PLIER has Revolu- 
tionary Design which 
MULTIPLIES GRIP. 
PING PRESSURE 10 
TIMES. ... and 2) Fleet 
“CLIK STOP ADJUST- 


AUTOMATIC-LOCKING JAW 


9” which holds precise opening size. 


Positively cannot slip! 
x9" ness and Industrial Gifts—also 
Dealer Premiums, Traffic Build- 


ers, Prizes, Coupon Plans, Incentives, etc. Tools are American Made, top- 
quality Precision Alloy, sparkling Chrome Plated, Factory Guaranteed. PRICED 
SURPRISINGLY LOW to fit your budget. Every man wants one! Get details 


W rite —beot-_ PENENS TOOL CORP. 
QUALITY TOOLS Schiller Park, Ill. 


‘OVER FIFTY YEARS LEADERSHIP IN FINE TOOL ENGINEERING" 


“How Many” and “Who 


-_ * 


~_ a™ 
emrc nD 
a OOk eons 


In the Public School Market It’s the ‘““WHO- 
MANY” Readers Who Do the Important Buying 


THEE 


“Who Many” readers means those with the most buying 
power in the larger school districts . . . those covered by 
The American School Board Journal. 


Many” aren't the same thing. 


ASBJ delivers coverage in depth 
where the most dollars are spent... 
reaching an average of 9 top people 
in each of top 50 school districts, 
heart of the public school market. 


ASBJ is tops in ABC circulation, 
goes to 41.6% more influential read- 
ers than the No. 2 publication... 
enjoys a 89.56% renewal rate. 


Plan for 1960 
with your 


representative: 


New York (7): 
Chicago (6): 
nearest ASBJ Milwaukee (1): 


Miami (32): 


Jack Faber or Frank J. Fleming, 233 Broadway 
— WOrth 4-4071 

James T. Callen or Thomas A, Barron, 20 N. 
Wacker Dr. — STate 2-7271 

Vincent C. Geisheker, 400 N. Broadway — 
BRoadway 1-9700 

4. Bernard Cashion, Chamber of Commerce 
Bidg. — FRanklin 1-9941 


The American School Board Journal 
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Is There a Hole in Your 
Corporate Image? 


(continued from page 35) 


cifics as plant-town relations, package 
design, pricing policies, advertising — 
the works! 

Once having gained internal agree 
ment on your desired profile, your 
next step is to determine what your 
public thinks of you. 

This can be just about as long and 
expensive a procedure as you want 
to make it, depending on your size 
and the extent of your markets. 

But there are at least a dozen out- 
standing research organizations will- 
ing to tailor the study to your needs 
and budget; people who will sit down 
with you and map out the project 
painstakingly. When you've chosen a 
researcher, it’s most important that 
you resolve to live with the findings 
— no matter how uncomplimentary 
they may be. 

This study will point up the critical 
gap between what you want to be 
and what people think you are. Some- 
times, the two are closer than anyone 
has suspected. But more often, there 
is a chasm instead of a simple gap 

You may find that you are a “mas 
culine” personality instead of femi- 
nine, as you'd believed. (Remember 
what Marlboro Cigarettes did with a 
change of sex?) Worse vet, you may 
turn out to be neuter! You may find 
yourself “more expensive” than equal- 
ly priced competitive products. Or, 
you might carry a harmful “eastern” 
or “western” stamp —or be a “poor 
outfit to work for.” You might even 
find that you went out of business 
years ago! 

Remembering the telephone story 
again, take your weak points and cor- 
rect them. Set your own house com- 
pletely in order. And far from limit- 
ing this effort to the members of the 
board, make it a company-wide proj- 
ect. Assign specific programs to mid- 
dle and lower management. The 
deeper the sense of participation, the 
more effective the end result. Too, 
resign yourself to the fact that this 
can't be accomplished overnight. 

Then, when you're as good as you 
can get, hand the ball to your adver- 
tising and public relations men, your 
engineers and labor relations staff, 
your designers and sales force, your 
truck drivers and elevator operators. 

In starting to build (or rebuild) a 
Corporate Image, you'll have launched 
something that will serve you power- 
fully as long as you live up te it. 
You won't appreciate just how power- 
ful this new Image of yours is until 
you fail to live up to it! @ 


Think FE i Ht when you think of 


Chloe Selina ~ basket maker, 
examines one of the world’s largest 
Apache woven baskets. Courtesy 
Mec 


c€ormick Collection we , ’ 
ee 
“, BF reoniee es, 
. Petre | aes ee. 4 
aft 


— 


In seven years: Phoenix city population has tripled to 357,000; 
food sales more than doubled to $179,454,000; buying income up 94% to $935,676,000 


Here is buying power... big buying power! And you can penetrate it with low-cost, 
one-medium coverage that daily reaches 91.6% of this great and growing market 
Plus 63.4% state coverage. Buy the one medium that really does the job! 


Source: Sales Management Survey and Phoenix City Manager's Office 


he Phoenix 


VE ns REPUBLIC Gazette 


National Advertising Manager, Box 1950, 
Phoenix, Arizona. ALpine 8-8811. 


The Arizona 


Morning-Evening Combination 


Represented nationally by Kelly-Smith Co 
ssc aot tetanic ao tncacccncecaeiatieec eataatatataiateae tiated 
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Need commission salesmen? 


To sell your products or to solicit con- 
tract work. We have them for you— 
32,000 proven commission sales agents. 
Aibee-Campbell, Inc.,—National Clear- 
ing House for Manufacturers agents. 
+a ~ aaaaaaee Conn. Tel WOodward 


ARE YOU AN 
UNPUBLISHED AUTHOR? 

if you have a book length manuscript you would 
‘ike te have published, our editorial staff will be 
giad to oconsicer it. Submit your work for free 
editorial evatuation and further information. We 
consider all types of material: fiction, poetry, 
juveniles, corporate histories. 


GREENWICH BOOK PUPLISHERS 
Atten: Mr. Zyne, 489 Sth Ave., N.Y., N.Y. 


Save On Imprinted Pens 


We offer quality pens at reasonable 
prices. Samples on request. Write for 
free illustrated catalog and Esa 
schedule, Prompt service assured. 


Wilshire Pen House 


8721 Sunset Bivd., Hollywood 46, California 
Tel: OL 7-2727 


35MM COLOR SLIDE DUPLICATES 


MADE FROM ANY POSITIVE TRANSPARENCY 
FROM 35MM. to 4° 0 5". OW EACH 
1M RUNS OF 12 OR MORE OF A SCENE 
SnOeT FUN MGMT mOmee 
WRITE FOR FREE SAMPLES 
AND FREE TEST RUN OFFER 


WORLD IN COLOR PRODUCTIONS 


BOX 392-5 + ELMIRA, NEW YORK 


COMING SOON 


How Five Big Advertisers 


Use Split-Runs 


What are the big benefits 
split-run advertising is bring- 
ing to: 
General Mills? 
Doubleday & Co.? 
Philco Corp.? 
Deere & Co.? 


Northern Paper Mills? 


Sales Management 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Celanese Corp. of America .. . 
Peter H. Conze, director of mar- 
keting, appointed vice president. 


Chart-Pak, Inc. *ee 

A. Philip Sherburne named gen- 
eral sales manager. Russell B. Pierce 
made assistant sales manager and C. 
William Kallaugher, sales service 
manager. 


Chrysler Corp. . 

W. Heartsill Wilson appointed as- 
sistant general sales manager of the 
new Plymouth-De Soto-Valiant Divi- 
sion. 


Daystrom, Inc... . 
John J. Gattoline named sales man- 
ager, Daystrom Transicoil Division. 


Detroit Stamping Co. . . 
George B. Hurlburt joins marine 
products division as sales manager. 


E. I. du Pont de Nemours & Co... . 

Marshall A. Stephens appointed 
manager, “Zerone” and “Zerex” anti- 
freeze sales, Industrial and Bio-chemi- 
cals Department, Chemical Products 
Division. 


General Aniline & Film Corp. . . . 
Robert E. Brouillard made sales 
manager, pigments, and H. Alison 
Webb, sales manager, dyestuffs, Dye- 
stuff and Chemical Division. 


Kaiser Aluminum & Chemical 
Corp. ... 

Herbert L. Pease appointed sales 
manager, consumer foil products, 
Kaiser Aluminum & Chemical Sales, 
Inc., subsidiary. 


Revlon, Inc... . 

Lester Herzog named general man- 
ager, Bressard Tiara Hair Color Prod- 
ucts Division. 


Riegel Paper Corp. . . . 
Norval W. Postweiler made man- 
ager, packaging materials sales. 


SKF Industries, Inc. .. . 
David B. Eden appointed to new 
position of director, distributor sales. 


Standard Oil Co. (Indiana) .. . 
Donald A. Monro appointed ad- 

ministrator of Societe Civile Amoco, 

foreign market planning office, Paris. 


The Stanley Works . . . 

Nelson B. Sherrill named general 
sales manager, Stanley Building Spe- 
cialties Division. 


Southern Natural Gas Co... 
Marc Baum elected vice president 
in charge of sales. 


The Triumph International Co. . 

J. Robert Demmel named vice 
president in charge of sales in the 
United States. 


United States Rubber Co. . . 

Fred R. Piermattei appointed com- 
modity sales manager of the newly 
formed Royalene Yarn Department. 


Waste King Corp. .. . 

George H. Childers named general 
sales manager and John A. Belanger, 
sales manager, Commercial Cooking 
Equipment Division, Cribben and 
Sexton Co., a subsidiary. 


Yuba Consolidated Industries, Inc. . . . 
Josef H. Buerger, Jr., named vice 
president and general manager of the 
new engineering and marketing de- 
velopment center, Palo Alto, Cal. 


casting. 


122 East 42nd St. 


How to Determine Your Sales Potentials 


Scientifically proven forecasting methods which will indicate 
your actual sales 6 months to 1 year ahead. Allow us to 
send you, without obligation, our brochure on Sales Fore- 


J. CARVEL LANGE, Inc. 


Subsidiary of Industrial Commodity Corporation — 26th Year 


OXford 7-1262 


New York 17, N.Y. 


Sales Management 


September 18, 1959 


Agency: Jordan, Sieber ‘k " Corbett, 
Instrument Company .......+-++ 
Agency: MacGowan Advertising 
American Machinist coeee 


Agency: Kiau-Van Pietersom-Dunlap, Inc. 
Board J 


journa’ 
: Bernard J. Hahn & Associates, Inc. 
Telephone & Telegraph Company 


moos 6 aa & Waish inc. 
yo ay de. & Keyes Inc. 
Associated Business Publications ........ 


ion We ° woes 
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ar ° & Howell Compa 


Agsees: MeCann-Eric Erickzon, Inc. 
ichigan New: 


wspapers 
Agency: The Fred M. Randall Company. 
Brieted Publications, Inc dee 
Agency: Doner & Peck Advertising “Agency, 


Inc 
Buffalo Courier-Express 
Agency: The Rumrill Company Inc. 
Leo Burnett Company ........ oeeeee ose 


TV Spot Sales .....cccecsccceseces 

bp Airlines 

Ph ae «| Sarre s Eckhardt Inc. 

per-Harman-Slocum 
Michigan Farmer) 

Agency: Bert S. Gittins Advertising, Inc. 

Card- O-Link Company 
y: George Bond & Associates 

catholic Management Journal 

Agency: Bernard J. Hahn & Associates 
Chicago Tribune 

Agency: Foote, Cone & Belding 
Chicago Sun-Times 

Agency: The Buchen Company 
Chilton Company 

Agency: Gray & Rogers ‘Advertising | 
Columbus Dispatch 

Agency: Wheeler, Kight & Gainey, Inc. 
Consulting Engineer 

Agency: Waldie & Briggs, Inc. 
Cunningham & Walsh Inc. 


Dartnell Corp. 

Denver Chicago yopeting Company 
A 4 Galen E. “ es ay ne Inc. 
FW. D Corp, (Dodge Reports) .. 
we . M. Basford Company 

Dow Chemical Company 
cw: MacManus, John & Adams, Inc. 

é. duPont de Nemours & Co. (Inc.) ... 
eau Batten, Barton, Durstine & Osborn, 

Inc, 


Eastman Kodak Company (Audio-Visual) .. 
Agency: The Rumrill Company Inc. 


Farm Journal 

Agency: int . Gilman Inc. 
Farmer-Stoc 

Agency: rey Runkle Company 
Fast Food 
First 3 Markets Group 

Agere: Goold & Tierney Inc. 

. Worth Star Telegram 

Agency: Rowland Broiles Company 


General Outdoor Advertising 

Agency: McCann-Erickson, Inc. 
Greensboro News-Record 

Agency: Henry J. Kaufman & Associates 
Greenwiah Book Publishers 


Heating, Piping & Air Conditioning 
Agency: McLain & Ss 


Agency: Bernard J. Hahn & Associates 
Houston Post 
Agency: Aylin Advertising Agency 


Idaho State Dept. of Commerce 
& Development 
Agency: Givens-Davies eas Agency 
indianapolis Star & New 
Agency: Caldwell, Larkin & Sidener-Van 
iper, Inc. 
industrial Arts & Vocational Educati 
Agency: Bernard J. Hahn & Associates 
fron Age 
Agency: Gray & Rogers Advertising 


ADVERTISERS’ INDEX 


This Index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions. 


NY 7 
ADVERTISING SALES 


VICE PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago—C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomas S. Turner, Thomas Mc- 
Donough, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612; (space other than 
publication or broadcasting ac- 
counts), M. A. Kimball Co., 2550 
Beverly Boulevard, Los Angeles 
57, Cal., DUnkirk 8-6178; or 
681 Market St., San Francisco 5, 
Cal., Exbrook 2-3365. 


Ladies’ Home Journal . 2nd Cover 
Agency: Doherty, Clifford, Steers & Shen- 
ield, Inc. 
J. Carvel Lange, Inc, 
Agency: Fred poten ounaem, "Inc. 
+ ~ ei 


Agency: Young ‘k Rubicam, Inc. 
Lion Magazine 
Agency: Beovts E. Tench ‘Advertising 
Agenc 
Los Angeles Herald Express 
Agency: Cunningham & hohe inc. 
Los Angeles Ti 


mes 
Agency: Batten, Barton, * Durstine r Osborn, 


McCall's Magazi 
Agency: Grey cotshing” 
McGraw Hill Publish 
Agency: Fuller & Sraith Ro —{ 
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Meuptt Publishing Company 
oaeeney Pty r ease Advertising 
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Nascon Division, 
Agency: Jules L. Klein Advertising 
Natco Products TT Eee 
x. en ar nes ake yy tee Company 
Notional Retell th Bn Association ... 
Agency: Fuller & Smith & Ross Inc. 
New Equipment Di 
Agency: ee Heller . Sperling Inc. 
New York News 


Agency: Anderson . Cairns, inc. 


Oklahoman & Times . 
Agency: Lowe Runkle Company 
Outdoor Advertising, Inc. 
Agency: Marschalk & Pratt 


azine 

Agency: Reach, McClinton & Company 
Penens Fool Corp. 

Agency: Ralph M. Soule & Company 
wo hey) Company (Radio) 

The Wesley Associates, Inc. 

Philadelphie Bulletin 

Agency: N. W. Ayer & Son, Inc. 
Philadelphia inquirer . 

Agency: Al Paul "eo Company 
Phoenix Republic & Gazette 

Agency: Jennings & Thomson Advertising 
Providence Journal Bulletin 

Agency: Noyes & Company 
Purchasing 

Agency: Schuyler Hopper Company 


RCA Industrial Electronics Products 
Agency: Al Paul Lefton Company Inc. 
Rockford Morning Star, Register-Republic 
Agency: 1 Brand & McPherson 
Rock Island 


Agency: Clem  Wanien Company 


St. Paul Dispatch & Pioneer Press 
Agency: E. T. Holmgren Inc. 
Sales Meetinas 1 
Salt Lake Tribune, Desert News & Telegram 7 
Agency: Francom —, Inc. 
Saturday Evening Pos 
— Batten, Re 4 Durstine & Osborn, 


Seattle Times 

3 a": Cole & sate Inc. 

Smith Comp 

“Agency: Fred Sider” Aévertidng 
South Bend Tribune 

Agency: Lamport, Fox, 
Succe 1 Farmi 

Agency: L. E. Mc 
Sweet's Catalog aed 

Agency: Miller, Jordan & Herrick 
Syracuse Newspapers 

Agency: Doug Johnson Associates, Inc. 


Agency: Gray & Rogers Advertising 


Register 
: W. H. Hudson Advertising 
Together 


Agency: Harry Sturges & Associates 
Time 

Agency: Youn 
Troy Record 


& Rubicam, Inc. 


United Air Lines 
Agency: N. W. Ayer & Son Inc. 


WGN (Chicag 
Agency: Foote, Cone & Belding 
WHO (Des Moines) 
— Doe-Anderson Advertising Agency 


WJR (Detroit) 
Agency: Campbell-Ewald Company 
WRCA-TV 
Agency: Grey Advertising Agency 
estern Union Telegraph Company 
Agency: Benton & Bowles 
Wheaton Van Lines 
Agency: Poorman, Butler & Associates 
Wilshire Pen House 
Agency: Bartel Advertising Agency 
World in Color Productions 
Agency: Howell Advertising Agency 
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TODAY'S ADVERTISING 


Policies ° Trends ° People 


AER 


Re 
by Lawrence M. (Mike) Hughes 


Rear Engines 

A lot of money will be spent this fall to assert, and 
deny, the advantages of rear-engine motor cars. 

As long as the “pushers” were confined to Volks- 
wagen and some other imports, none of the “pullers” 
got very excited. But the fact that, as SM noted last 
April 3 (“Big Three, Offering Smaller Cars, Still Will 
Stress Bigger Ones”), GM’s (and Chevrolet's) forth- 
coming small car, the Corvair, will mount the engine 
in the rear, is really stirring up the rivals. 

On behalf of its captive (and front-engined) import, 
the Simea, Chrysler runs large ads in consumer and 
trade media, offering a booklet on “front-engine ad- 
vantages.” In newspaper advertising George Romney 
talks about American Motors’ tests which proved that 
“the engine should be up front in a Rambler-size car.” 

But at least GM, for once, is pioneering. 

Two decades ago I remained after a press confer- 
ence to pull a celebrated leg, privately. GM’s Charles 
F. Kettering had told the group that “the public de- 
signs our cars.” He had described “Buck” Weaver's 
multi-million-circulation “booklet” surveys, in which 
motorists described or drew the improvements they'd 
like to see made. 

[ told Boss Ket: “The customers can design or re- 
design only factors they know. They can’t come up 
with basic changes. Isn’t it GM’s job to envision and 
create ahead of the public?” 

The tall bald man who had given motor cars the 
self-starter, Ethyl gasoline and other improvements, 
grinned—and agreed. 

“For instance,” I pushed on, “motorists wouldn't 
tell you that they wanted a rear-engined car.” 

Again he agreed. 

Then I asked: “What—if anything—is GM doing to 
prove whether they should have rear-engined cars?” 

Ket replied that GM then was-testing three of 
them. These cars had been put through their paces 
over several hundred thousand miles. It was too 
early yet to tell. 

Twenty years too early, in fact. 


Sleepers 

It may take an insurance company 100 years to 
wake up, promotionally. 

No other industry with so many customers and 
such a big, broad stake in reputation, spends so little 
in advertising to strengthen personal selling. Though 
four of the ten largest American economic enterprises, 
in assets, are in insurance, only one of them—Pruden- 
tial—breaks into the list of 100 largest advertisers. 
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Lately, however, another has started to stir. At a 
meeting of its 14,000 agents (salesmen) in Madison 
Square Garden, Equitable Life of the U. S. told about 
substantial advertising for a centennial year. Part 
of it involves Equitable’s debut in network TV (on 
NBC),- with a one-hour dramatic series on “Our 
American Heritage.” 

Other insurance newcomers to network TV this 
year include Lincoln National Life and the Travelers 
companies. 


Regional 

Local media aren't going to sit quietly by and watch 
magazines go regional — and even local. With MAB 
currently counting 126 consumer magazines and farm 
publications that offer “split run and regional adver- 
tising,” Bureau of Advertising rises to claim that 
“newspaper advertising provides an ‘almost over- 
whelming’ cost advantage” over these slick-paper 
availabilities. 


Advertisers 

Support: In a business-publication series Allegheny 
Ludlum Steel shows “your” A.L. salesman setting 
forth from a “Sales” door. Behind him also are three 
other doors — representing 380 men in Research & 
Development, 200 in Customer Service and 300 in 
Quality Control. . . . In a pinch it’s good to have 880 
helpers handy. 

Bumps: St. Regis Paper proves the strength of its 
Multiwall bags by sending them through and under 
and over all the bumps and grinds of Steeplechase 
Park in Coney Island. . . . I wonder how the bags 
did on the BMT subWay on the way out? 


Media 

Soft: Those rugged station-wagon drivers want 
comfort. Redbook’s second annual survey among s-w 
owners learns that, while two thirds say they sit 
comfortably, 55.4% still would like their wagon 
“sprung so it rides as comfortably as a sedan.” 

Ubiquitous: RAB discovers that nearly 80% of busi- 
ness firms have one or more radio sets for “on-the-job 
listening”; that employes of two thirds of them bring 
portable sets to work; and that nearly 30% of trucks 
are “equipped with a working-order radio set.” 

Co-op: OAI counts 49 and TvB 370 advertisers now 
offering co-op in outdoor and television. 

R-o-P: BofA,gANA and Four A’s will join in a 
seminar on national newspaper advertising at the 
Biltmore, New York, Sept. 29. One session will be 
devoted to r-o-p color. 

Promotions: Houston Chronicle issues a Shopping 
Center Report — for which it charges $10 a copy . . 
True magazine lines up 712 sporting goods dealers 
and marinas for an October “Weekend Outing” pro- 
motion . . . Glamour sends to 25,000 retailers an 84- 
page preview of style ads from its fall issues. 


JOAN CRAWFORD: Her fourth marriage-—t 


* 


he end, the new future 


_ DEAR ABBY’S “THINGS MY MOTHER NEVER TOLD ME—BLUE-JEAN BIOLOGY” 


"DOUBLE WEDDING’—Adela Rogers St. Johns’ thrilling story 


TO MY ADOPTED CHILD: “I WISH | HADN'T TOLD YOU” 
TOO BUSY FOR BACK RUBS—TODAY’S NURSE IS AN EXECUTIVE! 


“and everywhere 


“McCall’s has been touched with what seems 
to be a minor miracle. Everybody is talking 
about it and everywhere the talk is good.” 
Messages from advertisers have been pleas- 
ant to receive. They applaud the magazine; 


the talk is good” 


newsstand sellouts; new color costs, based on 
rate of circulation increase AND NO MORE; 
and no premium charge for bleed. McCall’s 
circulation is highest in its history; 38rd quar- 


ter linage is UP; October, 25 pages over 1958. 


COMPARE THESE PER M ¢ 


McCall 
UP 200,000 


OsTSs 


More readers......more advertising- 


THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells nearly 900,000 copies daily, 
1,250,000 on Sundays— over one and a half times 
the circulation of any other Chicago paper. It is 
read by more families in Chicago and suburbs 
than the top 5 national weekly magazines com- 
bined. More than 6 times as many Chicagoans 
turn its pages as turn on the average evening TV 


show! Advertisers spent over $60,000,000 in the 
Tribune last year—more than in all the other 
Chicago papers put together. Unmatched, also, 
is the Tribune’s record of advertising results. It 
out-pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 
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WE GOOF BUT SCORE IN MOSCOW 


On-the-Spot Analysis of Exhibits and Russian Reaction—Page 35 


JET- 
ASSISTED 
TAKE-OFF 


FOR 
SALES 
CONTESTS! 


When it comes to sales incentives, nothing gets a 
contest off the ground faster than a TWA Travel 
Award! The most fabulous vacation spots on the 
are just hours away aboard the great TWA 
fleet. Superb TWA BOEING 707s, world’s fastest and 


largest Jetliners 


globe 


non stop between major U.S. cities 
Magnificent TWA JETSTREAMS*, 


coast to coast 


_ 


longest-range airliners in the sky...non-stop to 
more cities in Europe than any other airline! 

Let our experts help plan your Travel Award 
Program. Call your nearest TWA office today. And 
get TWA’s new Idea Book for Incentive Travel— 
write: TWA Awards Plan Manager, Trans World 
Airlines, 380 Madison Avenue, N.Y. 17, N.Y. 


FLY THE FINEST... FLY bi vg TRANS WORLD AIRLINES 


*Jetstream is a service mark owned exclusively by TWA 


for Expositions, Conventions and Sales Meetings . . . 


equipment 


where you need it 


when you need it 


all you need 


booth equipment and 
complete furnishings 


meeting room equipment 
stage creations, display pieces 


It's here . . . all of it! Thousands upon thousands of pieces of 
equipment to make your next sales meeting, convention or 
exposition the resounding success you want it to be. Not 
just equipment, but top quality furnishings, furniture, deco- 
rations and accessories that can be maintained and stocked 
only by the nation's largest exposition service organization 


Andrews, Bartlett and Associates Inc. 


registration facilities, 
entrance treatment 


general decorations 
overall planning and production 


the Nation's leading firm in exposition production and furnishings 


Andrews, Bartlett and Associates, Inc. 


1849 West 24th Street, Cleveland. Ohio. Tower 1-6045 


SEPTEMBER 18, 1959 


NEW EDITION of 
EXHIBITORS’ 


where to find it 


CHICAGO 
GUIDE” 


FREE for the asking! 


WRITE OR USE COUPON BELOW 


This handy pocket guide will save 
you time and effort...make your 
Chicago visit more pleasant and 
profitable. It contains a map of the 
center of the city, addresses and 
phone numbers of hotels, restaurants, 
churches, railroad stations, airline 
ticket offices, etc.... 


PLUS—sources of supply for emer- 
gency and special exhibit needs. 


PUBLISHED AS A PUBLIC SERVICE BY 


eneral 


exhibits 
& displays 


ine. 


2100 NORTH RACINE AVENUE, 
CHICAGO 14, ILLINOIS 


EAstgate 7-0100 
eeeeeeeeeeeeeeeeeeeee 
GENERAL EXHIBITS AND DISPLAYS, INC. 
2100 N. Racine Ave., Dept. B, Chicago 14, III. 
Please send free __ copies of CHICAGO GUIDE 


Nome a ee 


Firm Naome__ 


Address___ 


City — Sote—___..- 
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Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa., WA 3-1788 


THIS BEATS PERFORATION 
Perforated pages—to make it easy to tear out articles—proved 
to be a boon to readers. Now we've gone one step further. 
We've eliminated staples in the binding so that the magazine 
now opens up flat. New slotted binding offers improved “‘tear- 
out’, too. (Try it. See how easy it is to tear out the articles you 
want to file or pass on.) 


Giant 100th Birthday Meeting 

It's a Small Meeting—But Seems Big 

Let ‘Em know What It’s Like to Be a Customer 
No Routine Exposure of Needed Program 
Peach of a Luncheon: Pitch 15 Minutes 

Small Group Techniques Excite and Inspire 
Song-and-Dance Execs 

To Criticize With a Smile—Sing It! 


Mobile Exhibit 


ask the people 


Presto! It’s a Hall 
who have.... 


Open House VICTOR W. HARTLEY 
PACIFIC COAST ELECTRICAL ASS'N., INC. 
PAUL E. JORGENSEN 
NATIONAL LICENSED BEVERAGE ASSN. 

Show Registration HARRY L. BRIDGES 
NATIONAL ASS’N. OF STATE AUDITORS, 
How Electronics Men Track Down Show Visitors sé COMPTROLLERS AND TREASURERS 


Essentials for Open House 


| ABE J. GREENE 
Trade Fair NATIONAL BOXING ASSOCIATION 


A. W. TARTER 


Bigger International Fair Planned for Chicago in ‘60 MAYFLOWER WAREHOUSEMEN’S ASS'N. 
| R. E. OWENS, D.S.C. 
AMERICAN a FOOT SURGEONS, 


our best sales people 


ee A LL ln reeNse Comraae 
there is nothing like.... 


DEPARTMENTS 


the magnificent 


Adyertisers’ Index 158 Facilities Roundup | IVIERA 


hotel 
As the Editors See It 31 Letters 


COMPLETE FACILITIES FOR 
Best I’ve Heard Meeting and Show News SHOWS SALES MEETINGS CONVENTIONS 
‘. ’ ? 


Coccccccccccococoosocosss 
SEPTEMBER 18, 1959 


(DAHO 


YOUR COMPLETE CONVENTION CENTER 


Here's a happy man attending a convention. The day's 
business was wrapped up half an hour ago and he'll be on 
deck in the morning really refreshed and ready to work, after 
relaxing at his favorite sport. If you like to make convention 
business a pleasure, then Sun Valley is for you. 


We'd welcome the opportunity to show you how nicely our 
facilities and activities will fit your convention requirements. 
For free convention folder and the complete story, just write 
Mr. Winston McCrea, Manager, Sun Valley, Idaho (or phone 


Sun Valley 3311). 


MEETING ROOMS 
No. of Rooms Max. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 
20 to 50 


Numerous smailer rooms 


BANQUET ROOMS 
No. of Rooms Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 
Liquor by the drink available 


per state laws except Sunday 
and designated holidays. 


RATES 


AMERICAN PLAN EUROPEAN PLAN 
LODGE INN 


18 16 fee 
$21 919 Be 
CAPACITY 


Sleeping accommodations for 500 persons 


RATES ON 
REQUEST 


OWNED AND OPERATED 
BY UNION PACIFIC RAILROAD 
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Sales Meetings 


EXECUTIVE OFFICES, 1212 Chestnut St. 
Philadelphia 7, Pa. WaAlnut 3-1788 


PUBLISHER 


Philip Harrison 


EDITORIAL 


EDITOR 
ASST. TO EDITOR 
Research Editor 
Consulting Editor Richard Beckhard 
Staff Photographer Sid Robbins 
READERS’ SERVICE BUREAU Anne Collos 
CONVENTION DIRECTORY DEPT. 
Jacqueline Fox 


Esther A. Gansky 
Toula DePrince 


Robert Letwin 
Virginia Philips 
John T. Fosdick 


VICE-PRESIDENT 
Randy Brown, Jr., 630 Third Ave., New 
York 17, N. Y., YUkon 6-4800. 


Advertising Production, M. Greenberg 


DIVISION SALES OFFICES 


Philadelphia—Pau! Lightman, Southeast 
and Foreign Manager, 1212 Chestnut 
St., Philadelphia 7, Pa., WAlnut 3-1788. 


New York—Don O’Fee, 630 Third Ave., 
New York 17, N. Y. YUkon 6-4800. 


Chicago — Thomas S. Turner, Midwest 
Manager, 333 N. Michigan Ave., Chi- 
cago |, Ill., STate 2-1266. 


Pacific Coast — Warwick S. Carpenter, 
Western Manager, 15 East de la 
Guerra, Santa Barbara, Calif., WOod- 
land 2-3612. 
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Bill Brothers Publications in MARKET 
ING: Sales Management, Sales Meet- 
ings, Premium Practice. 
INDUSTRIAL: Rubber 
World, Plastics Technol- 
ogy. MERCHANDISING: 
Fast Food, Floor Covering 
Profits and Modern Tire Dealer. 


Se Srornene 


Pvevications 


SALES MEETINGS is issued bimonthly: January, 
March, May, July, September and November as 
Part Two of SALES MANAGEMENT. All mail for 
SALES MEETINGS should be directed to Philadel- 
phia Office. 


Copyright Sales Management, Inc., 1959 
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a note fram Las Vegas 
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Bes LAS VEGAS CONVENTION CENTER 


Desmond Kelly, Manager, Convention Bureau © Convention Center ©@ Paradise Road © Las Vegas, Nev. 
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Intercontinental 


make your convention 


unconventional this year! 


Board meetings on the beach? Big deals in 
the dining room? Private caucuses in the 
cocktail lounge? Or formal assemblies in ban- 
quet rooms that hold up to 1500? They’re all 
awaiting your business-and-pleasure at the 
San Juan Intercontinental, located on 15 
beautiful acres in sunny Puerto Rico. 


In Puerto Rico, you have all the fun of a 
foreign land—with no passports, inocula- 
tions, visas, or customs to complicate your 
planning. At the San Juan Intercontinental, 
you'll have restaurants, bars, pool, cabana 


club, nearby golf course and our own 1500- 
foot private beach—finest on the island—plus 
all the service and efficiency of an outstand- 
ing convention hotel! 


The San Juan Intercontinental is just one of 
15 modern Intercontinental Hotels in 1] 
friendly foreign lands. All are supervised to 
American standards. 


Phone your travel agent or Intercontinental 
Hotels (in New York—STillwell 6-5858, in 
Miami—FRanklin 1-6661). Or write Intercon- 
tinental Hotels, Chrysler Bldg., New York 17. 


The World's Largest Group of International Hotels 
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INTRODUCING AMERICA’S LARGEST 


HOTEL EXHIBITION FACILITIES 


~ 


Here are over 27,000 square 
feet of unobstructed air condi- 
tioned floor space...an oversize 
elevated stage, 60’ by 60’, for 
display of vehicles, heavy equip- 
ment and product shows... at 
the famous Concord Hotel, 
where you get more work done 
while you have more fun! 


Here, too, your convention or 
meeting can also benefit from 
the Concord’s “drive-in” exhibi- 
tion space—exceeding 40,000 
square feet on one level, with 
unlimited floor load. 


All exhibit areas, exhibition 
halls and staging facilities are 
yours at no extra charge when 
your meeting is at the Concord 
Hotel. There are over 25 air- 
conditioned private meeting and 
exhibit rooms accommodating 
10 to 3,000 persons... dining 
room facilities for 2800 persons 

. over 1000 twin bedrooms. 
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Additional advantages of this 
American Plan hotel include: 
« Golf on two courses 

¢« Health clubs for men and 
women 

Three orchestras 

All star entertainment 

Four private dining rooms... 
conventioneers dine together, 
to discuss and fraternize 

90 minutes from New York City 
Nearby airport 

Indoor and outdoor pools 
Year-round ice skating 
All-weather sun bathing 

1000 bedrooms 

75 executive suites 

Modern shops 

Open all year round 

Every facility to keep your 
men (and their wives) on the 
spot, available for meetings 


Yes, the Concord has the facili- 
ties and the manpower to help 
make your convention the 
greatest ever. We’ve had hun- 
dreds of the biggest and best— 
and they come back year after 


THE ULTIMATE IN COMFORT. Deluxe air- 
conditioned master suites, each with TV and 
two bathrooms, add pleasure and relaxation 
to your convention. 


year. Here are just a few of our 
recent clients: 


Air National Guard + Gulf Oil « 
Allstate Insurance « Motorola TV 
« American Road Builders Assn. « 
DeJur-Amsco Corp. « Phileo TV 
+ Metropolitan Life Insurance Co. 
« National Lead Co. « Ford -+ 
Mutual of Omaha « Westinghouse 
Electric Corp. « National Theatre 
Owners Assn. « N.Y.S. Kiwanis 
« N.Y.S. Wholesale Liquor Assn. 


For more information and new, 
illustrated Convention Booklet, 
call, wire or write, Dept. $ 


CONCORD 


HOTEL KIAMESHA LAKE, N. Y. 


RAY PARKER, ‘General Manager 


Jay Cohan, Convention Sales Manager 


New York City Convention Office, 
41 East 42nd St. * YUkon 6-5910 
or Call Monticello 1140 


Moving an exhibit in a hurry? 


Trust everything 
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The show goes on—on time. 
Call Allied Van Lines, inc’ 


Look for your Allied Man's number 


in the Yellow Pages under “M P . ’ : . . 
lar a : thing. He'll get it there on time, move it to 


Relax, and let your Allied Man handle every- 


the next show. This takes lots of experience, 
More people do if expert scheduling, plenty of equipment. 


again and again 
And your Allied Man has it. Allied Men 
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our Allied Man 
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have a gentle way with large, easily marred 
display panels—that keeps them new and 
fresh-looking longer. Your Allied Man is the 


world’s largest mover—the leader in the 


moving business. Naturally, you can trust 
him to take care of your equipment right! 
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()...A NEW CONVENTION AUDITORIUM 
VAST EXHIBIT HALL 


Now completed—an unparalleled incentive for you to hold your meetings at the Diplomat 
—a magnificent new meeting hall, encompassing 18,000 square feet . . . providing for your 
conferences unobstructed visual and audio reception for over 2,000 at meeting, 1,500 at 
banquet. PLUS—a spacious new exhibit hall beneath the auditorium, encompassing 13,000 
square feet, easily accessible by ramp, and equipped with electrical, audio, and visual aid 
outlets. All this . . . plus even more parking space on premises . . . added to the already 
impressive facilities of the 400-acre Diplomat— 


You'll accomplish more, enjoy more. ..at the 


- 


oe 


—— 


HOTEL AND GOUNTRY CLUB / HOLLYWOOD-BY-THE-SEA, FLORIDA 


SAMUEL FRIEDLAND, Ownership / GEORGE E. FOX, Managing Director / IRVING TILLIS, Director of Sales 
For complete information and color brochure, write or wire LEONARD HICKS, JR. & ASSOCIATES: Chicago: 505 North Michigan 
Avenue *« MOhawk 4-5100...Teletype CG 1264 / New York City: 65 West 54th Street « JUdson 6-1575... Teletype NY 
1-425 / Washington, D.C.: 1145 19th Street, N.W. © Executive 3-648... Teletype WA 279 / Detroit: 1701 Coss Avenue « 
WoOodward 2-2700...Teletype DE !480 / Montreal, Canada: 1628 Sherbrooke St., West « WE 3-8930 
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LETTERS TO THE EDITORS 
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Takes Dim View 
Of Theme Stunts 


Re your July 17 issue—descrip- 
tion of Hickok’s “Heraldic” Sales 
Convention—when will the sales 
and merchandising managers of 
some of our biggest and best firms 
grow up? 

It is my firm contention that if 
Hickok’s promotion succeeds, it 
will be in spite of its “Sales Week- 
end” with its idiot trappings. 

Our advertising managers have 
painfully realized that the public 
is tired of the “hard sell.” If I’m 
not very much mistaken, members 
of our sales organizations are just 
as tired of being treated as half- 
wits, woken up at 7 a.m. by Lady 
Guinivere, rocked 10 minutes later 
by marching bands, and forced to 
knock one another off barrels after 
a “dinner” of beer, chicken legs 
and potato chips. 

It is my humble opinion that 
intelligent, creative executive sales- 
men, who wish to identify their 
calling with the professional dig- 
nity it deserves, will shy away from 
the kindergarten atmosphere of 
firms which assign hotel rooms on 
the basis of you-must-bunk-with- 
J oe- because - you're -talkative-and - 
he’s-quiet. 


Fred Robey 


Special Markets Sales Manager 
Baronet Leather Goods 
New York City, N. Y. 


& If Hickok salesmen did not re- 
spond inwardly to meeting theme 
and stunts, it doesn’t show up in 
their efforts. Hickok sales are 
374% ahead of Fall ’58 which was 
one of the biggest seasons in the 
company’s history. 


for group discussers 


In the July 17 issue there ap- 
peared on page 121 a cartoon on 
group discussions. 

We would like permision to 
reprint this cartoon in our inter- 
nal employe publication (Contact!) 
which is distributed to approxi- 
mately 1,500 of our field personnel. 


F. E. Whitlock 


Assistant Manager 

Sales Department 

The Home Insurance Co. 
New York, N. Y. 
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labor tips for irstallers 


In a recent bulletin from the 
National Hotel Exposition, it en- 
closed a copy of “What You Should 
Know About Labor at Shows.” 
This was from your May 15 issue. 

Here at Simmons Company we 
do shows from coast to coast in 
the hospital, hotel and motel, school 
and dormitory field, and this would 
seem such an excellent piece to 
send to our people who install 
these shows. I wonder if it would 
be possible for me to have 125 
copies of this very interesting 
article. 

Paul Steinhauser 
Consultant Decorator 
Contract Division, Simmons Co. 
New York, N. Y. 


help with small meetings 


We find a need for establishing 
a training, educational and im- 
proved performance program for 
our sales representatives. As this 
is a new approach for us, we feel 
that outside assistance would be of 
considerable help in developing a 
program. 

May we have the available litera- 
ture on conducting small sales 
meetings plus any other sugges- 


. tions you might have. 


R. F. Thiesen 
Vice-President 
Krause Milling Company 
Milwaukee, Wis. 


research visitor reaction 


Under a grant from the National 
Project on Agricultural Communi- 
cations at Michigan State Univer- 
sity, I am seeking to assemble all 
available research materials deal- 
ing with visitor reaction to exhibits, 
displays and similar activities. 

Would you kindly let me know 
of any studies known to you on 
this subject. I understand that there 
may have been pertinent articles 
published in your magazine. 

Could you send me a copy of 
any research study which you 
can make available to us? Your 
kind assistance will be very much 
appreciated. 

Stanley K. Bigman 
Research Associate 
Professor of Sociology 
Gallaudet College 
Washington, D. C. 


Your Next 
Convention... 


plan it with 


NORTHEAST 


Northeast Airlines serves the 
resort and convention cities 
on the East Coast—New York, 
Philadelphia, Boston, 
Washington, Miami—the 
places where successful 
conventions are held. And 
Northeast’s special conven- 
tion department provides 
you with promotion plans; 
publicity; details on charter 
flights; group travel plans; 
special rates, hotels and tours. 
Get your next convention 

off on the right foot—Plan it 
with Northeast. 

Get full information from 
your nearest Northeast Sales 
Manager . . . or write/wire: 


Traffic and Sales Department, 
Logan International Airport 
East Boston 28, Mass. 


NORTHEAST 


AIRLINES 
1 


the perfect setting for selling 


Famous Western Hotel hospitality is yours when sales meetings take you to the Pacific Northwest. 
The Olympic Hotel's 1000 room capacity can house most or all convention delegates, and its extraordi- 
nary range of private meeting and banquet rooms accommodate from ten to 1500 persons. PA systems, 
movie equipment, storage rooms, handy off-street loading docks are all put quickly at your disposal. 
The new Olympic Grand Ball Room, Convention Hall (above) —a vast area over one-half block long—is 
easily the finest of its kind on the West Coast. 


Meeting Banquet 

GRAND BALL ROOM 1500 1000 

. UNIVERSITY ROOM 750 500 
Meeting REGENTS ROOM 375 250 = i 
SPANISH SUITE 1300 950 This popular meeting room accommodates up 
Room SPANISH BALL ROOM 900 600 to 900. Ample space is provided for displays 

ce SPANISH LOUNGE 400 350 at the entrance to this room. 

Facilities GEORGIAN ROOM 500 400 
OLYMPIC BOWL 500 375 
WILLIAMSBURG ROOM _ 250 175 
COLONIAL ROOM 100 60 


PLUS 7 other smart rooms, each accommodating 25 to 100 persons. 


Write our sales office today for complete convention information 


Te Oe MPC (ee He OO ormiitce errors end tegit see 


tors assure fast, convenient handling of all 


4th & Seneca, Seattle - Chicago Sales Office: 37 South Wabash Avenue baggage. 


When in PORTLAND ... meeting, conventioneering is best at the 
Multnomah Western Hotel, convention headquarters in the Rose City. 
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LETTERS 


continued 


needs info on evaluating 


The number of exhibiting medi- 
cal and hospital meetings or con- 
ventions is increasing at such a rate 
that it becomes necessary to re- 
evaluate all such meetings which 
are of interest. 

Have you published, or do you 
have available information which 
would be helpful in analyzing vari- 
ous exhibiting shows, or sugges- 
tions which could be incorporated 
into our regular convention report 
system? 

R. A. Gaines 
Sales Promotion Manager 
Puritan Compressed Gas Corp. 
Kansas City, Mo. 


wants ‘pep’ talk windup 


I have always found Sales Meet- 
ings to be very helpful in my job 
and again am looking for help. 

In planning our forthcoming 
sales conference it would be help- 
ful to have some ideas on prepar- 
ing a ‘pep’ talk designed to wind 
up the meeting on a high note of 
enthusiasm and esprit de corps. 

Harold W. Cottrell 
Sales Manager 
Cincinnati Milling Products Div. 
Cincinnati, Ohio 


floor trend toward tiles 


We are, and have been, consist- 
ent readers of your magazine for 
many years and find your articles 
most interesting. 

Several members of our organi- 
zation have been debating a ques- 
tion on what is the current trend 
of floor covering used in exhibits. 

We felt that you would give us 
an unbiased opinion. 

W. C. Bonardi 
Exhibit Manager 
B-I-F Industries, Inc. 
Providence, R. I. 
& Without benefit of survey — but 
based on years of show attendance 
— our staff consensus is this: Car- 
pet is still most used floor covering 
for exhibit booths. Plastic tiles, 
however, grow more popular each 
year. Perhaps as much as 40% of 
booth floors are now covered with 
tiles. This varies with shows. Ma- 
chinery manufacturers tend to use 
more tile because grease and oil 
wipe clean. So, if you want an 
opinion on trend, we'd say, cur- 
rent trend is toward plastic tiles. 
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Dimension ! 


Exhibitions add vital di- 
mension to your selling... 
The dimension of “dia- 
logue” not present in 
advertising ... The dimen- 
sion of demonstration, not 
present in most sales calls 


_.. The dimension of econ- 


omy, many excellent in- 


terviews in fewer hours 
which only the exhibit can 
provide ... the dimension 
of “association” to a spe- 
cific market! 
The Exposition Management Association is 
an earnest group of both trade and public 
show managers bound together with the 
objective of improving exposition stand- 
ards, techniques and results for the exhibit- 
ing customer. The method: better shows for 
the audience. You can expect good results 


from an EMA exposition manager’s show. 


EXPOSITION MANAGEMENT ASSOCIATION 


30 Members holding 
72 shows throughout 
the USA and Canada. 
72 West 45th Street, 
New York 36, N. Y. 


For Successful Meetings 
TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New they offer facilities unmatched anywhere. Air conditioning, su- 
York’s newest, Hotel Manhattan, offer the most flexible meeting perb staffs, comfortable guest rooms, modern equipment, fine 
facilities in this capital city of conventionland. Each is fully restaurants, and ideal location, combine to make the Astor and 
equipped—and teamed up as a combined convention headquarters, the Manhattan wonderful choices for your next meeting. 


HOTEL MANHATTAN HOTEL ASTOR 
44th to 45th Sts. at Eighth Ave. 44th to 45th Sts. on Broadway 
JUdson 2-0300 JUdson 6-3000 

New York's newest hotel. 10 # - 21 meeting rooms, for 15 to 
luxurious meeting rooms for RIERA 3000 people. Includes the 
10 to 500 people. 1400 air TRANS D , largest ballroom in New 
conditioned rooms, each Bias ie eke "| York. 750 air conditioned 
with radio and TV. Excellent [i= ‘aie vr : as «rooms, each with radio and 
garage facilities. et os : 2a st 5 television. 


ASTOR‘? 


NEW YORK 
ZECKENDORF HOTELS * FRANK W. KRIDEL ¢* EXECUTIVE VICE PRESIDENT AND GENERAL MANAGER 


Outstanding Convention Address in the Southwest 


HOTEL ADOLPHUS 


Summary of Convention and Meeting Facilities 


ROOM FLOOR SEATING DINING 


Grand Ballroom* Lobby 1, 350 1 000 8. 030 
Regency Room* Lobby 1,000 800 6,510 
Roof Garden iSth 500 400 3,374 
Cactus Room 21st 300 200 2,640 
Danish Room 15th 175 1,500 
North Room 15th 80 900 
French Room Lobby 135 2,000 
Press Room 7th 120 2,100 
Directors Room 7th 30 700 
Parlor Mezzanine 135 1,290 
Parlor Mezzanine ; 378 
Parlor Mezzanine 627 
Parlor Mezzanine 957 
Parlor Mezzanine 288 
Parlor Mezzanine 385 
Parlor Mezzanine 682 


Auto Lift: Via Ra» Remp. Blac rea ry Portable. Lecter: Table ond 
Standing types. Complete range of sound and projection equip- 
ment, including public address systems. 


oo ee HOTEL ADOLPHUS 


Georce H. Smirn, Sales Manager H. H. “Anpy” ANDERSON, Managing Director _ Dallas 1, Texas 


Completely Air Conditioned @ Connecting Garage for 600 Cars @ TWXDLS511 e@ Phone Riverside 7-6411 
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In all the world—there is no city so vital in the news—so 

B a U E P R i N - important to important people as Washington, D. C. This 

FOR YOUR MOST is the market you reach—this is the influence you share when 

SUCCESSFUL you hold an event here in the capital of the world. And, as 

it should be, Washington boasts the finest facilities for your 

ii pe exhibit, show or convention. Here you will find the perfect 
’ 


Washington, D. C.—and the © Excellent Hotel Facilities Nearby © 
Showplace of the Nation’s Capital 


NATIONAL GUARD ARMORY 


Great Events at the Armory 


American Medical Association @ American 


place for any news worthy event. 


Bottlers of Carbonated Beverages @ American 
Dental Association @ International Photographic 
Exposition @ National Association of Retail 
Grocers @ National Institute of Drycleaning 
@ Office Equipment Manufacturers’ Exhibit 
e American Legion National Convention 


For Information 


Write Arthur J. Bergman, Manager 


NATIONAL | 
GUARD ARMORY 


2001 East Capitol St. Washington 3, D. C. 
Phone Lincoln 7-9077 
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GROSSINGER’S 


Only 2 hours from New York, in the sw 1K} $ . 
beautiful Catskill Mountains, you'll find ——~ ae g)4 g 


a blending of natural beauty and “2 de ' ORiens * - 3 - ¥ f 
man-made ingenuity . . . 1000 acres of Fine witiny ae ‘ 
fabulous resort estate, providing dl Pree re iege te wh) 5 Sy - = 
America’s most versatile setting for E bali 4 - 

every type of Convention, Sales Meeting, Fp lite. le 

Training Seminar and Incentive-Plan 

Holiday. In this pleasant country 

atmosphere you’ll enjoy every modern 

facility for the smooth functioning 

of your convention; all the advantages 

of a captive audience, plus an 

unequalled array of Sports, Social and 

Entertainment features. 


The magnificent Indoor Pool 

and Health Club is the largest HAS EVERYTHING 
in the resort world! Te ? 

There’s the Championship 18-Hole _- oy 

Golf Course; Tennis on all-weather . 

courts; Private Riding Academy and 

Bridle Trails; Grossinger Lake for 

Swimming, Boating, Fishing; Hunting 

in season; Outdoor Artificial Skating 

Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; 

always Top-drawer Entertainment and 

Dancing nightly to 2 fine Orchestras. 


The gracious Dining Room 
seats 1400 guests, to enjoy 
Grossinger’s famed cuisine 


There are 25 Meeting Rooms, to seat Ps , " 

from 10 to 1600 people . . . complete . . 

with latest ALTEC P. A. equipment, 

Movie and Slide Projectors and Large FOR YOUR CONVENTIONS 
Screens, Tape Recording Facilities, etc. af 

Convention Hall seating 1600 has a : : oe 
40’ x 20’ x 4’ Permanent Stage. = , 


Conveniently reached from all directions 
over 6-lane super highways... and 
by private plane to 

JENNIE GROSSINGER AIRPORT. 


A total of 25,000 square feet 
of Exhibit Space ... 12,500 on 
this one floor! 


=e 


FOR COMPLETE DETAILS AND COLOR BROCHURE, 
WRITE OR CALL 


RICHARD B. BRAINE 
DIRECTOR OF SALES 
GROSSINGER’S OFFICE, 221 WEST 57TH ST. 
NEW YORK 19, N. Y. Phone Circle 7-4965 


ALL THE YEAR ‘ROUND! - 
f; 


PLODIAAAG LIED ALL SPORTS at ALL SEASONS 


ON GROSSINGER LAKE GROSSINGER, ae 
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FACILITIES 


ROUNDUP 


ANAHEIM, CAL. 


City Council has okayed a $5- 
million dome-shaped convention 
hall to be located near Disneyland 
Proposed building will seat 6,000 
and will cover 90,000 sq. ft., re- 
veals developer Leo Freedman. 


PHOENIX 


New 220-room, $4-million Ariz- 
ona Thunderbird Hotel is slated 
for completion in December. Plans 
call for eventual construction of 
an eight-story extension to bring 
room total to 450. Banquet hall 
is designed for 800 persons. Two 
private dining halls will be avail- 
able for rental. 


MILWAUKEE 


New $2.5-million Milwaukee 
Inn, first major building of its kind 
to be erected in the heart of Mil- 
waukee in over 25 years, is now 
open. Garden type 185-room struc- 
ture features a ballroom which ac- 
commodates 250. It can be divided 
into four smaller rooms. Inn facili- 
ties include a two-story parking 
lot for 150 cars, a cocktail lounge 
and coffee shop. 


CLEVELAND 


New 145-room Hopkins Airport 
Hotel will be located near the en- 
trance to Cleveland Municipal Air- 
port. Hotel will be completely 
soundproof. Features will include 
meeting and conference rooms, 
coffee shop, swimming pool and a 
patio area. 


ST. LOUIS 


New 144-unit Ho-Tai motor 
hotel will be built. Facilities in- 
clude a community building which 
will house a dining room for 150, 
coffee shop for 40, six meeting 
rooms ranging in capacity from 
30 to 300, cocktail lounge and 
office. Rooms will be in two wings, 
two stories high. Pool, patio land- 
scaping and an inner drive will 
be constructed in a court between 
the wings. 


NEW YORK CITY 


Zeckendorf Hotels Corp. has en- 
tered into a 99-year lease for op- 
eration of the Drake Hotel. Project 
includes construction of a 16-story, 
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Whatever PARTICULAR PEOPLE move 


they call the man from 


FORD or BURNHAM VAN 


With a sureness born of experience and train- 
ing, sensitive electronic equipment, delicate 
office machines and high-value products are 
loaded and unloaded . . 


. moved safely, securely 


and swiftly in vans custom built and equipped 
for the job. Deliveries as scheduled. It’s your 
privilege . . . be particular . . . call the man from 
Ford or Burnham Van. He’s in the Yellow Pages. 


Service to ALL States 


BURNHAM VAN SERVICE, INC., COLUMBUS, CA 


FORD VAN LINES, LINCOLN, NEB, 


BOSTON 
CHICAGO 
DALLAS 
DETROIT 
LOS ANGELES 
NEW YORK 


PHILADELPHIA 
ST.LOUIS = 
SAN FRANCISCO. 
WASHINGTON 


American serves these popular cities—and many resort areas! 


Planning a meeting? Whether you’re thinking of a large meeting in AMERICAN 
one of these major cities or a smaller meeting in a resort area, you’ll find 
American’s specialists ready and happy to help you in your planning. For 


details and your free booklet, ‘“T'welve Commandments for an Effective AIRLINES 


Meeting,” write to: Mr. Frank Svoboda, Manager of Convention Sales, 
American Airlines, Inc., 100 Park Avenue, New York 17, N. Y. The Jet Airline 
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200-room annex on E. 56th St. 
This will boost number of rooms 
to 700. It will also give hotel sev- 
eral new function rooms and a sup- 
per club. 

Hilton Hotels Corp. has pur- 
chased the building at 624 Madi- 
son Ave. adjacent to Savoy Hilton 
Hotel. New ballroom will be added 
to the hotel plus more guest rooms 
and office space, reveals Joseph P. 
Binns, Hilton vice-president. Addi- 
tions will be constructed within 
the next two years. 


GRAND BAHAMA ISLAND 


Complete renovation of Grand 
Bahama Club is underway. Cost 
is expected to run about $2 mil- 
lion. Major part of program will 
include complete convention facili- 
ties—convention hall, auditorium, 
exhibit hall and private meeting 
rooms. All rooms and public space 
will be air conditioned and refur- 
nished. Plan also calls for a new 
entrance lobby, new dining room 
and ballroom, marine bar, calypso 
lounge, and a coffee shop. Con- 
tracts have been let for a cham- 
pionship golf course and protected 
yacht basin with a deep water 
channel. Major part of the pro- 
gram will be complete for the win- 
ter season, says Ed C. Leach, pres- 
ident, Jack Tar Hotels. 


RENO, NEV. 


Bond issue which calls for a $4.5- 
million convention auditorium in 
the downtown area has been 
passed. Large share of the credit 
for adoption goes to Holiday 
Hotel Director of Publications Bob 
Hughes and Reno Convention Bu- 
reau Manager Bob Sullivan. 


LONG BEACH, CAL. 


This city is planning to enlarge 
its present auditorium. Three major 
U. S. hotel chains are seeking sites 
for new hotel facilities here. 


OAKLAND, CAL. 


Ground breaking ceremonies 
were held recently for $2-million 
expansion program for Hotel Clare- 
mont. Work will be carried out in 
three phases to allow hotel to con- 
tinue full-scale operations. Phases 
include 1,200 car parking lot, 
swimming pool and 32 banquet, 
conference and exhibit rooms. 
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DETROIT 


Million - dollar remodeling of 
Henrose Hotel, formerly the Bar- 
lum, is complete. Two entire floors 
of air-conditioned banquet and 
meeting rooms, including a ball- 
room, replace old facilities. Rooms 
will seat from 100 to 1,250. Lobby 
of hotel has been completely re- 
decorated. 


DALLAS 


Construction of a 1,000-room 
luxury hotel in Exchange Park is 
expected to start within the next 
four months. Sixteen-story build- 
ing will cost about $18 to $20 
million. Dining facilities for 2,000 
and a banquet room for 1,500 
will be provided. 


SAN JOSE 


New $3-million San Jose Cara- 
van Inn is expected to open within 
a year. Luxury features will in- 
clude an olympic-sized swimming 
pool, a pitch and putt course. Con- 
vention facilities will allow for 
more than 1,000 guests. 


WINNIPEG 


Hotel Corporation of America 
has taken a long-term lease on a 
100-room motor hotel now under 
construction. New  $1.7-million, 
five story structure is expected to 
be completed in December. Broad- 
way Hotels, Ltd., Canada, is the 
owner, 


LAS VEGAS 


A $3.5-million remodeling and 
construction program is underway 
at the Hotel Sahara. New 14-story 
addition will incorporate 204 new 
rooms and suites designed to dou- 
ble as accommodations or hospi- 
tality rooms. This will bring the 
Sahara total to more than 600. 
Also planned are a 700-capacity 
convention hall, private banquet 
hall, terrace room, bar and lounge, 
dining room and coffee shop. 


QUITO, ECUADOR 


Hotel Corp of America will op- 
erate a 250-room, $6-million hotel 
now under construction. It is ten- 
tatively named Hotel Quito. Hotel 
is scheduled to open in January, 
1960, in time for Pan American 
conference which will be held in 
this city. 


PORTLAND, ORE. 


New, 300 room Sheraton-Port- 
land Hotel will open Sept. 28. It 


NEXT 
TIME 
MEET IN 


successful sales meetings, small con- 
ventions and directors’ sessions . 
beautiful scenery, comfortable cli- 
mate, fewest interruptions. Bermuda’s 
only hours away from major cities in 
the United States and Canada. Just 3 
hours by air from New York, daily 
flights by trans-Atlantic airliners. A 
week-end away by luxurious ocean 
liner, sailings weeklyqqutit 


{ 


Recreation facilities 
are superb. . . for 
golf, tennis, fishing, | 
swimming . . . for | 
sightseeing and 

u 


Restaurants 

Fare excellent. 

Sia ‘Famous hotels 

have dancing and nightly entertain- 

ment. Bermuda is well experienced in 

expertly taking care of all the re- 

quirements of small or large groups. 
Rates are reasonable. 


a 


FREE New 24-page booklet, 
“Bermuda . . . Headquarters for 
Memorable Meetings and Conven- 
tions.” Write for it today to: The 
Bermuda Conference Service (Room 
319) 620 Fifth Ave., New York 20,N.Y. 
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TO SELECT GROUPS FROM 16 TO 600... 


Yoel. Tenure 
For a truly different, more productive meeting or convention, plan yours 


within the privacy of the spacious 7-acre Roney Plaza—the most conveniently 
located Miami Beach convention hotel. 


The Roney’s unique facilities are conducive to tensionless meetings . . . freedom 
from noises ... absence of neon and commercialism. Instead, subtle architecture 
and magnificence in the air conditioned suites and rooms, exhibit and meeting 
rooms, even outdoor meetings can be arranged. There are acres and acres of 
relaxing enjoyment... the expansive (3 blocks long) ocean beach... 
racing size swimming pool. . . vast tropical gardens . . . the rare-to-find 
tennis courts and putting greens . .. superb cuisine... And famed 
Roney Plaza personalized hospitality. 
For complete information and exclusive location benefits 
(within walking distance of Miami Beach Exhibition Hall and 
Auditorium ...in the very center of every attraction) 
write Armando W. Castroverde, Director of Sales. 


a 


a 


THE WORLD 


FAMOUS AZA 


a convention in 


i . 
builds prestige, pleasure...and profit! 
There are many good reasons why American business 
leaders are selecting France for their next convention or 
group meeting. Most important is the special enthusiasm, 
excitement, and lift that spark any meeting in France. 


Firestone, Prudential, Arma-Bosch, The Flight Safety 
Foundation, and the Illinois Road Builders Association 
are just a few of the leaders who have chosen France this 
year as their convention site, sales-incentive goal, or 
employee-vacation headquarters. 


France is only a short overnight trip by air... a “long 
weekend” by sea. Steamship lines offer one free passage 
for every 20 persons in a group; airlines will carry one in 
fifteen free. Or, you can charter a plane and save up to 40%. 


Once in France, your convention hall and facilities are 
FREE. You get SPECIAL GROUP RATES in hotels and 
restaurants. And no matter which great resort you choose 
—Cannes on the glamorous Riviera, Deauville on the 
fashionable Normandy coast, or Evian on lovely Lac 
Leman—you get V.I.P. treatment every step of the way! 
You are among the leaders of American business when 
you have your convention in France. Yves Kob, Director 
of the Dept. of Sales Programs and Conventions for the 
F.G.T.O., will work with you and your Travel Agent to 
set up the most exciting meeting your company has ever 
had. Get in touch with him soon! 


THE FRENCH GOVERNMENT TOURIST OFFICE 


610 FIFTH AVENUE ¢ NEW YORK CITY 21, N. Y. 
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will be able to accommodate 1,100 
for banquets and 1,560 for meet- 
ings in the main ballroom. Addi- 
tional cocktail and dining services 
will be provided in the $7-million 
structure. 


VANCOUVER, B. C. 


Banquet facilities for 600 guests 
are planned for the new 300-room 
$4-million hotel. It is expected to 
open next summer. Hotel will be 
built by Western Hotels, Inc., and 
Marwell Construction Co., Ltd. 
Main courtyard will include a 
swimming pool. Coffee shop, din- 
ing room and cocktail lounge will 
overlook a marina to be operated 
in conjunction with the hotel. 


LOS ANGELES 


Multi-million dollar refurbishing 
program for the Biltmore is ex- 
pected to be complete by Decem- 
ber. Hotel can now accommodate 
1,500 for banquets and 25 to 2,500 
for meetings. Exhibit space totals 
99,500 ft. 


MASSENA, N. Y. 


Construction will soon begin on 
a Holiday Inn. Complete conven- 
tion facilities will be available in 
the 240-unit motor hotel. Hotel 
will feature a swimming-pool, a 
250-seat restaurant, ballroom, cof- 
fee shop, nightclub and bar, and 
executive suites. 


SAN JUAN, P. R. 


New, 416-room luxury hotel in 
the Condado area is expected to 
be complete by end of 1960. Air- 
conditioned, 12-story building will 
feature swimming pool public 
function rooms, cabanas, gambling 
casino, a nightclub and restaurants. 
Total construction and furnishings 
are expected to approach $20-mil- 
lion mark. A long lease is in the 
process of negotiation with Hotel 
Corp. of America. 


SYRACUSE, N. Y. 


Sheraton-Syracuse Inn will 
undergo a $500,000 expansion pro- 
gram. It will include a new ball- 
room, complete new floor of guest 
rooms and additional parking facili- 
ties. Ballroom will be constructed 
over the present ballroom, restau- 
rant and administrative area. New 
ballroom and two adjacent function 
rooms can accommodate 455. 
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How do you stand in the “Box Score’? 


HI, PETE! 
GOT YOUR EXHIBIT 
SET UP YET ? 


SURE. BILL... 
FINISHED AN 


es AGO. 


GOSH, HOW DO YOU 
DO IT? WITH ALL THESE 
CRATES TO WRESTLE I'LL 

BE HERE ALL NIGHT. 


OX) 
Ly 


KS 

fs 

42. 

25050 eG 
CXS % * 
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NOT WORKING 
, OVERTIME - 
v\_ TONIGHT, BILL ? 


United 


Van Lines 


@ [a 


VAY 


| USED TO BE 
“BOXED-IN“ 
TOO, BUT...NOT NOW. 
MY COMPANY USES 
UNITED VAN LINES’ 
EXHIBIT 
MOVING SERVICE 


NO MORE 
BULKY CRATING. 
UNITED PROTECTS OUR 
EXHIBITS WITH SOFT, 
QUILTED, SANITIZED 
PADDING...CUTS THE 
SHIPPING WEIGHT, 
AND WE GET SET 
UP IN HALF THE 


NO SIR-R-EE! 
WE TOOK YOUR 
ADVICE, WE'RE 
USING UNITED 

SERVICE 
FROM NOW ON. 


¥ 


\ 
rs Nal Re 

smh il 
You'll do better with United service, too... save on crating, 
cartage and set-up time. Ask your nearby United Agent for full 


A fact-packed booklet explain- 
ing how to “PUT YOUR SHOW fi 
ON THE ROAD... THE MODERN WAY” 


Write to: UNITED VAN LINES 
St. Lovis 17, Mo. 


Noame____ 


Street__ 


You and your group are assured of the most ef- 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven- 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets . . . and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
as thousands have enjoyed at The Waldorf-Astoria, Palmer 
House and other Hilton Hotels in the United States, 
Added welcome conveniences are the direct indoor connec- 
tions to the garage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dele- 
gates attending conventions here will thoroughly enjoy their 
visits to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal’s most modern convention hotel, 


Tkoa age Ace eewe oe 


THE QUEEN ELIZABETH 


MONTREAL, CANADA (aC.N.R. Hotel) 
Donald M. Mumford, General Manager 


For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240, 


FOR THE MOST STIMULATING [CONVENTION] You've EVER HAD! 


""Y COBANA " HAVANA 


Your men will get more out of a sales meeting or con- +8 Further, Cubana helps you plan all activities—business 
EON vention in Havana or Varadero. You'll get more out of or pleasure—makes suggestions for accommodations, 
them. They'll relish the novelty of Havana’s “old world- tours, night club and casino visits. Cubana prepares pre- 
new world” setting, the invigorating climate, the most convention literature and sends it direct to salesmen to 
—- modern new hotels, the many facilities for work... for keep them on their toes and “rarin’ to go.” Best of all 
sun and fun. ... for an overseas convention, the costs are less than you'd expect. 
| It’s a package deal that packs a lot of sales incentive. 

Cubana assigns as many planes as you need for your s) 
exclusive use, paints your name on them in big letters, he Tell us the kind of meeting you have in mind and the number of 
decorates the interiors with your signs, slogans, cam- ne persons who will attend. Then let us tell you specifically how 


paign material. These chartered planes—modern jet-prop we can help you plan for the best convention you've ever had! 
Britannias or jet-prop Viscounts—take off from the place 


you designate, fly swiftiy and pleasantly to your chosen AY 
destination. Arrangements can be made for exciting “<< CUBANA AIRLINE: 
refreshments and delicious meals aloft. Executive Offices: 625 Madison Avenue + New York 22, N. Y. * Plaza 3-5283 
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FOR INSTANCE... The Caribbean's largest convention hotel 


HAVANA - CUBA 


LATIN AMERICAN © Meeting rooms for 100 to 1850 @ Pool and Cabana Club 
or @ Banquet facilities for 50 to 1300 a 
. 


Exciting night life in Havana 


i @ Clesed circuit TV No passport or currency problems 
@ 630 air-conditioned rooms, each @ Only 414 hours from New York, 55 
with private balcony overlooking the minutes from Miami by air, overnight 
famous harbor and the city. by ship from Miami 


AND... more of the finest in flexible convention facilities 


CONVENTION? mms Carle Lifton 


IN BALMY SAN JUAN, PUERTO 
RICO, U. S. A. 


: e ; Set on a beautifully garden-landscaped 
C éC / ton Ist peninsula, The Caribe Hilton offers com- 
plete seclusion for conventioneers, plus all 


summer sports and other entertainment. 


Today, more and more execu- 
tives are looking abroad for ef- 
fective meeting sites. They’re 
looking for fine business meet- 
ing facilities where audiences 
will be attentive; unusual 
places for off-hours relaxation; 
luxurious settings for post-con- 


vention tours. Where better — : | “ I YP | | 
than the Caribbean or Latin : ll , 2 e < .|. on 
American areas? And where a ‘ _ t 


better than in one of these four - = ‘ IN GLAMOROUS PANAMA, 

beautiful and modern Hilton - * he ty REPUBLIC OF PANAMA 

Hotels? ; This past year, some of America’s most 
a progressive organizations convened in this 


e 450 air-conditioned rooms 

@ Meeting capacity: 10 to 500 

e Pool, surf bathing and other sports 
e@ No passport or currency problems 

* 


51% hours from New York, 314 hours 
from Miami 


Get the full convention story on any 300 room, air-conditioned hotel. The ex- 
or all of these fine hotels from: Sales ¢ 


Division, Hilton Hotels International, ’ ae yes: otic atmosphere leads to fresh, ean nul 
The Waldorf-Astoria, New York 22, tive solutions. Convention facilities serve 
N.Y. Telephone MUrray Hill 8-2240 up to 1200. Swimming pool, tennis courts. 


So fine fal 


IN THE HEART OF MEXICO CITY 


; " Everything, including your meetings, absorbs the 

Conrapb N. HILTON : . vivid colors of this historic metropolis. Meetings 

, : . : \ from 40 to 350 persons, and all 400 rooms, air- 

PRESIDENT or : conditioned. Also, Las Brisas Hilton in Acapulco 
Ideal setting for post-convention visit. 
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Fly electra JET -fastest 
1. 9 western cities! - 


The West shrinks another 32% as Western Airlines’ 
fast lect JETS tat . But that’ 1 Now you can fly e/ectra/JETS between: 
ast new electra/JETS go into service. 

: 8 ere eee SEATTLE/TACOMA 
half the good news. The new electra/JETS are as PORTLAND 
comfortable as they are fast—whisper-quiet, velvet- a RES 
ymooth! And of course v LOS ANGELES 
smooth! And of course you continue to enjoy the and, starting 
hospitality Western is famous for: Champagne Flight Oct. 10, to: 
oakfact Wl; Ja PHOENIX 
and Hunt Breakfast Flight luxury at SALT LAKE CITY 
no extra fare. No “jet surcharge,” MINNEAPOLIS/ST. PAUL 


either! Fly Western’s electra/ 


JETS to your next conven- Ww = STE R N Wonderful way 
tion. AIRLINES to your sales meeting 
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Trebled exhibit program is slated for Instrument Society of 
America for next year. In addition to annual show, Sept. 26-30, 
1960, in New York City, ASI has scheduled regionals in Houston, 
Feb. 1-5, and San Francisco, May 9-13. This year’s show in 
Chicago, Sept. 21-25, is expected to draw record attendance. 
It has nearly 400 exhibitors. 


New shows to bow in New York City next year. One is Insti- 
tutional Food and Supply Show. It will be staged in New York 
Trade Show Building, Mar. 21-24. Another new show is Indus- 
trial Building Exposition & Congress. Managed by Clapp & 
Poliak, Inc., this show is scheduled for New York Coliseum, 
Dec. 12-15, 1960. 


Tenth Biennial Electrical Industry Show, Mar. 23-26, Shrine 
Exposition Hall, Los Angeles, expects 20% increase in attendance 
of 1958 event. Total of 350 exhibitors are expected. 


International Conference of National Office Management Assn. 
plans two innovations next year. Eighteen technical sessions 
are to run concurrently. Another innovation for NOMA, these 
workshop sessions will be held in Montreal Show Mart, “to 
bring closer liaison between office machines and equipment 
exhibitors and conference registrants.” Convention is slated for 
Montreal in May. 


Fred McCallum, manager, Birmingham Municipal Auditorium, 
was elected president, International Association of Auditorium 
Managers, at recent convention in Atlanta. New Orleans was 
named site for 1960 conclave and Milwaukee received the nod 
for 61 convention. 


After four years, Plant Maintenance & Engineering Show 
will return East next year. Four-day show is scheduled for 


Philadelphia Convention Hall, Jan. 25-28. 


New York Coliseum has adapted 70,000 sq. ft. of floor space 
for new meeting and exhibit rooms. Area has been divided 
into eight sections. Managing Director Howard Sloane reports, 
“New facilities can accommodate groups from 240 persons to 
as many as 3,000 in the eight rooms, or combinations of them 
to make three major units or one entire floor area.” Area can 
be converted in a matter of minutes with movable walls of vinyl 
material with a hard, acoustical core. New acoustical ceiling 
has been added to reduce noise and enhance appearance. 


Five American firms have received contracts to design and 
build exhibits for British Exhibition, scheduled June 10-24, in 
New York Coliseum. Federation of British Industries, with back- 
ing of British government, is sponsor. D. A. Lamb, general man- 
ager of the exhibition, says, “Displays will show all that is best 
and most advanced in British industrial products — both con- 
sumer and capital good.” Five exhibit producers to get contracts 
are: Ivel Construction Corp., Brooklyn; The Displayers, New 
York City; Manhattan Exposition Construction Co., New York 
City; Messmore & Damon, New York City; and Structural Dis- 
play Co., Long Island. Sir Norman Kipping, director general, 
Federation of British Industries, says applications for exhibit 
space already received “assure us of the first comprehensive 
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to 2 of the U.S.A. 


Everything you need for 
bang-up convention 


on MISSISSIPPI 


Coast 


The Divieland Riviera 


Your next convention will go over with 
a bang here on the Mississippi Gulf 
Coast—the Dixieland Riviera, Ample, 
modern accommodations among the old- 
world charm of forts, homes, gardens, 
and customs . . . 5000 rooms in modern 
beach-front hotels and motels . . . meet- 
ing rooms for 20 to 1800. Banquet rooms 
for 1000... 5 of America's top golf 
courses . . . swim, fish, sail in fresh or 
salt water... Free parking .. . 60 
minutes drive from New Orleans or 
Mobile . . . Air service, too. 


MAIL THE COUPON, NOW! 


Fill in and mail to the Chamber of Com- 
merce of any of these cities for our full 
convention story .. . 


BUSINESS 
ADDRESS 


BILOXI 
~ GULFPORT 


LONG BEACH 


PASS CHRISTIAN ss ous g 


E 
NOVA SCOTIAN 


aes aS 
OT TAWA ASPER PARK 


CHATEAU LAURIER "pDGE 


MONTREAL + 


THE QUEEN ELIZABETH* 


CHARLOTTETOWN “ LE REINE ELIZABETH | 
TH 


E 
~—SHARLOTTEToWy | 


ST. JOHN’S 


NEWFOUNDLAND 
HOTEL 


wh i " a 


Canadian National Hotels are especially designed to provide 
superb facilities, accommodations and service. In colourful 
settings from coast to coast, CNR Hotels render a complete ¥ Under joint management of Canadian National Railways and the 
service for conventions. Canadian Pacific Railway Company. 
For full information, including thorough travel and convention- 

lanning services, write: 
UCR CANADIAN 
A. P. Lait, Manager, Convention Bureau, + Sen 
Canadian NATIONAL Railways, NATIONAL 


Montreal, Canada SP RAILWAYS 
TRAVEL RELAXED...TAKE THE ——_ , 
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British exhibition ever staged in the United States and a most 
outstanding event.’ 


“Breakfast in Bed with Venus” will be revived by Venus Pen 
and Pencil Corp. It will be used again at National Stationery 
and Office Equipment Assn. convention in Chicago this month. 
Invitations are mailed to members of NSOEA. Ticket given to 
room service at Conrad Hilton Hotel provides conventioneer 
with room-delivered Sunday-best breakfast. On tray will be 
current copy of a weekly news magazine that features Venus 
advertising. Also on tray — along with food — will be material 
to announce line of 3,500 pencils. 


French Trade Pavilion is slated for a 10-week showing at 
Philadelphia’s Commercial Museum. It opens Jan. 15. Core of 
exhibit first appeared in United States World Trade Fair, New 
York City. Materials and displays will be added to bring exhibit 
up to 20,000 sq. ft. French exhibit has been preceded by exhibits 
from Benelux, Japan, Scandinavia and Switzerland. 


Two new organizations have been established to aid convention 
planners. One in Chicago, other in Dallas. Horace M. Barba, 
Jr., former advertising representative with Life magazine, an- 
nounces formation of Associated Meeting Coordinators, Inc., in 
Chicago. He will specialize in meeting management. Jeanne 
Wentworth, formerly vice-president, Showmanship, Inc., Los 
Angeles, has founded Service Associates in Dallas. Service Asso- 
ciates offers services “from smallest administrative details — reg- 
istration supervision, press room, special functions, women’s 
programs — to complete management of trade shows.” 


New auditoriums are being planned all the way from Con- 
necticut to Hawaii. Proposal to build a Coliseum has been sub- 
mitted to Hartford City Council. Almost $4 million, new hall 
would be adjacent to Constitution Plaza north of Founders 
Bridge. A $35,000 survey is being made to back up plans for a 
$3-million hall near Waikiki Beach. Waikiki Shell, proposed 
auditorium-arena, will have unique construction —no sides but 
a “turtle-back” roof. Another auditorium in the “works”: Jack- 
sonville, Fla., municipal auditorium to cost $6.2 million and to 
be completed by October, 1960. It will seat 12,000 and will be 
multi-purpose auditorium-arena. 


New teletype system to secure immediate hotel reservation 
confirmation has been set up. Called Telequix, it is a network of 
hotels — now 30 with more to be added — that will provide con- 
firmed reservations in 24 cities. Both individual guests and con- 
vention groups will be served. Telequix is supervised by Elling- 
ton & Co., Inc., New York City, advertising agency that special- 
izes in hotel advertising. 


Joseph V. Friel, exposition planning expert of Reber-Friel Co., 
Philadelphia, was honored this month with a citation from 
American Hospital Assn. He has organized and directed annual 
A.H.A. convention for past 20 years. In addition, Friel applies 
his talents to such events as National Housewares Shows, Inter- 
national Atomic Exposition, Fleet Maintenance Exposition and 
Electrical Progress Show. 
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GRAND BALLROOM 
meeting capacity 1000 
air conditioned lift from 
street for automobiles or 


heavy equipment 


COLONIAL BALLROOM 


meeting capacity 500 


IN ADDITION 22 private 
Dining and Meeting Rooms 
accommodating 20 to 
200 guests 

FIVE DISTINCTIVE 
PUBLIC DINING ROOMS 


8 Minutes 
to Airport 


10 Minutes 
to Rail Depot 


DIRE 
TUNNEL Yo 


OTH 
UNDERGROUND 
1500-C, 
GARAGE ang 


MUNICIP, 
AUDITORIUM, 


Protel Muebhlebach 


and MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Barney L. Allis, President 
M. F. Landon, Sales Manager 


TELETYPE KC 530 


A TISCH HOTEL + CHARLES CRADDOCK, Gen. Mgr. * OCEANFRONT, 96th TO 98th STREETS «¢ BAL HARBOUR, MIAM! BEACH, FLORIDA 
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UNITED AIR LINES BRINGS YOU 
THE DC-8 JET MAINLINER-WORLD’'S 
NEWEST AND FINEST JETLINER 


Newest, biggest, roomiest, quietest of all the jets. That’s the 
DC-8 Jet, built by Douglas, designed to United Air Lines stand- 
ards specifically for airline use. Extra care and knowledge born 
of 3 decades of passenger service attended every step in its 
building and thorough testing. Result: more reason than ever 
for calling United Air Lines. AIR LINE gD) 


EXTRA CARE HAS MADE IT THE BEST OF THE JETS ver i. Ge, BY DOUGLAS 


7* 


SPECIAL SERVICES FOR 
SALES MEETINGS 


United Air Lines can offer you expert advice 
on travel arrangements (including charters), 
promotional ideas and special display mate- 
rials to help make your sales meetings, in- 
centive programs and conventions the most 
successful ever. Just call your nearest United 
Air Lines office for complete information. 
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SHERATON HALL 


Largest ballroom in Washington's largest hotel 
Every detail of the Sheraton-Park Hotel contributes to the one big effect you wha i es, 4% Ait: Sc bey 4 
want .. . a successful, stimulating, result-getting sales meeting or banquet! 


Sheraton Hall, the Sheraton-Park’s new ballroom, can accommodate 2,000 see And coming soon... 


for dinner or 3,000 for a meeting. The acoustics are perfect, closed circuit TV 
facilities are available, and there are 16,000 sq. ft. of exhibit space directly New 
below the ballroom connected by an escalator. Seven additional function rooms 

—= 


accommodate from 50 to 400 people. 


. o 

Between meetings, your members can enjoy all the relaxing pleasures of a M ed ium-si zed 
resort hotel. The Sheraton-Park’s 16 landscaped acres include an outdoor B i] 
swimming pool, four tennis courts and a private train to take your guests aliroom 
around the grounds. All 1,200 rooms are air conditioned and have radio and TV. * Opening early 1960 
Three fine restaurants offer excellent dining at reasonable prices . . . there are ‘ 
also two delightful cocktail lounges for meeting and entertaining your associ- * Seating 875 for banquets 
ates. And you and your members are only ten minutes from the heart of the * 1200 for meetings 
nation’s Capital, in downtown Washington. * Parking for 300 cars 

The Sheraton-Park has years of experience in producing successful conven- 


tions. You can count on efficient service and excellent facilities! Kid. 14s ee fh Py 


George D. Johnson, General Manager + Lewis M. Sherer, Jr., Sales Manager * Phone: Columbia 5-2000 + Teletype No. WA-75 


Queraron * Park HOTEL 2650 Connecticut Avenue, N. W., Washington, D.C. 
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Tip for World's Fair Planners 


As they come down to the wire, New York 
City and Washington, D. C., are slugging toe 
to toe for permission to stage a world’s fair. 
Congress must make a recommendation before 
it adjourns this month. In November, the inter- 
national association that sanctions world’s fairs— 
Bureau Internationale des Expositions in Paris— 
will consider a city for a 1964 fair. (At least 
four years’ notice must be given to foreign gov- 
ernments of a world’s fair. It’s the job of the 
Bureau to prevent date conflicts.) 

New York City has much on its side: It has 
a site (same as for its 1939 fair); it has city 
backing (Mayor Wagner is poised to battle for 
it); it has business interests lined up (presuma- 
bly with cash in hand). 

Washington, on the other hand, has been 
working toward a fair—publicly, that is—since 
June, 1958. Last year United States International 
Exposition Committee, Inc., was formed to de- 
velop plans for a fair in the nation’s capital. 
It has support from business and many mem- 
bers of Congress. 

Although New York City fair planners claim 
two years have been spent to plan a fair, it 
wasnt until last month that a committee was 
publicly announced and incorporated. It is 
New York World’s Fair 1964 Corp. 


If Congress does not send a recommendation 
for a site to the President before it adjourns 
this month, there may be no world’s fair in the 
United States for quite some time. At the mo- 
ment, Washington interests have more Con- 
gressmen lined up than New York. 


From the sidelines, we hope one of the cities 
gets the nod in time for a world’s fair in 1964. 
Either one is a logical site: Washington, because 
it is our nation’s capital and seat of government: 
New York, because it, more than any other city, 
represents U.S.A. to foreigners. 

We haven't seen Washington’s list of com- 
mittee members, but New York's is quite impres- 
sive. It includes top executives in commerce, 
industry and labor. Just one minor element is 
missing. Not a soul on the committee of 75 is 
a specialist in expositions. 


Our government in Washington fares badly 
at international fairs (see: We Goof But Score 
in Moscow, page 35) because it calls on every 
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talent except genuine exposition know-how. Is 
New York City headed for the same fate? 


World’s fairs, more than other types of expo- 
sitions, are tricky affairs. Costs are high under 
the best conditions. Unless many specialists are 
in on the ground floor of plans, expenses stagger 
off into the wild blue yonder. When you deal 
with exhibit building construction and design of 
facilities today, you are fiddling with fig 
priced commodities. It’s no place for amateurs 
or experimenters—however eager and willing. 

Last time New York staged a fair, bond 
holders took it on the chin. This time they could, 
too—even more so since normal costs are much 
higher today. 


Ounce of prevention here is to stop “expertiz- 
ing” by non experts and get some people on 
committees right now who know which end of 
an exhibit is “up”. You need big names on com- 
mittees; you need money interests to serve; you 
need public spirited citizens to lend a hand; 
but, you’ve got to have know-how, too! 


A committee without exposition know-how 
can't select designers and architects because it 
has no criteria to judge talent. A visit to Brussels 
last year or Moscow this year shows what can 
happen when really experienced and qualified 
people are not in decision-making posts. 

A man may be a lawyer of unusual skill, an- 
other may be a banker of rare business acumen, 
still another may be the sharpest railroad execu- 
tive around, but on a committee to make de- 
cisions on exposition layout and exhibits, they 
are rank amateurs—dabblers in costly pursuits. 


So, we respectfully suggest to any city that 
has hopes for a world’s fair: Please put exposi- 
tion specialists on your committees early. Don’t 
have plans too far committed before you call 
in specialists. Don’t make them serve later as 
firemen to put out blazes of inept actions. 

It’s cheaper, too! Right now, any city can 
create a committee of specialists on exhibitions 
that would be happy to serve without fee. There 
are several excellent associations of specialists 
that would supply advice at a moments notice. 
Our government, unfortunate ly, has never taken 
advantage of this pool of e xpert talent. We hope 
New York City or Washington, D. C., whichever 
gets the nod for 1964, learns from past blunders. 
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NEW YORK'S MOST COMPLETE CONVENTION HOTEL! 


OUTSTANDING FACILITIES... for groups up to 3500, Air-conditioned 
meeting and banquet rooms, including four of Manhattan’s largest ball- 
rooms. Attractive restaurants and the famous Commodore Bar. 


IDEAL MIDTOWN LOCATION ... right at Grand Central. Minutes from 
Penn Station, Airline Terminals, the Coliseum, Madison Square Garden, 
shops, theatres and night spots. All transportation at the door. 


CHOICE ACCOMMODATIONS... at reasonable rates. 2000 outside 
guest rooms and suites with bath. 


HOTEL COMMODORE ##. 


42ND ST. AT LEXINGTON AVE., N.Y. 17, N.Y. * MURRAY HILL 6-6000 + A ZECKENDORF HOTEL 
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= = The mark of a great convention or sales meeting is its location. And what 


could be more exciting than a convention in Hawaii... Tokyo. . . Florida . . . or Alaska?* Northwest Orient 
Airlines flies to all of these wonderful convention spots—plus many more. A convention in Northwest’s Terri- 
tory will be sure to boost your attendance and please every delegate. They’ll have more fun flying there, too. 
On Northwest’s Imperial Service, delightful surprises speed the hours: champagne . . . hors d’oeuvres . . . filet 
mignon. When you're planning your next convention, plan to have it in Northwest’s Territory. Call your travel 
agent or write Northwest Orient Airlines, St. Paul 1, Minnesota for information concerning air transportation, 


hotels and convention facilities. 


THE AIRLINE OF IMPERIAL SERVICE 


*They make wonderful sales incentives, too! 
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a If you are faced with an ex- 
pandiug need to move more goods, here’s one an- 
swer that has proved successful throughout the 
country: a Pan American Travel-Incentive Program. 
You can send your top salesmen to anywhere in 
the world—or around it—by Pan American. An ex- 
pert Pan Am representative will map out complete 
details for a travel-incentive program best suited 
to your particular needs. He'll even show you color 
movies of the world’s finest resort sites. And, your 
final low package rate covers every detail—like 
tips, insurance, even recreation activities. 
Or, this year why not hold your convention 
abroad. Nowadays the best sales meetings “come 


to order” overseas. Imagine the response when you 


announce that your next convention will be held 
in Nassau, Puerto Rico, Bermuda (or in Europe, 
South America, Hawaii or the Orient now served 
by Pan Am’s new giant Jet Clippers* )! Watch those 
sales figures shoot up after your salesmen return 
from a convention overseas. 


FIRST ON THE ATLANTIC 


FIRST ON THE PACIFIC .. . FIRST IN LATIN AMERICA . . 


Not only is an overseas convention a great morale- 
booster, but it gives your company added prestige. 
And, you’ll be surprised to find that the cost is 
often less than conventions held in crowded do- 
mestic cities. 


Pan Am, World’s Most Experienced Airline, is 
prepared to handle every detail of your convention. 
For further information on both Travel-Incentive 
and Overseas Conventions, please write to Henry 
Beardsley, Pan American, Box 1790, New York 17, 
New York. 


*Trade-Mark, Reg. U.S. Pat. Of. 


WORLD'S 
MOST EXPERIENCED 
AIRLINE 


. FIRST "ROUND THE WORLD 
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MOST RUSSIANS who visit our fair have their first exposure to American-made products and American-made conversation. 


We Goof But Score in Moscow 


On-the-spot report of our exhibits at American National Exhibi- 


tion and Russian reactions. Our successes and failures to tell 


Ivan what America is and how our system works. A frank analysis 


of what went on in Moscow and why we may not be invited again. 


Bless American Industry! 

Without direct help and contribu- 
tions by American companies, Ameri- 
can National Exhibition in Moscow 
would have been dismal. As it was, 
industry could not make our exhibit 
more effective because of naive direc- 
tion. But we scored! 

While it is a success, our fair in 
Moscow suffers the same malady of 
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By ROBERT LETWIN 
Editor 


all U. S. exhibits abroad. People who 
direct them and make decisions, don’t 
know enough about three-dimensional 
presentation. While our failings in 
Moscow are not exactly the same as 
at Brussels, basic cause is the same: 
Our government seldom calls in peo- 
ple with the most talent for the job. 
Government circles have a peculiar 
knack for selecting talent on the 


fringes of complete competence for a 
particular job. 

But, enough of government bun- 
gling. Let’s get right into the fair. 

We succeed in Moscow for one big 
reason: For the first time in most of 
their lives, Soviet citizens come in con- 
tact with live Americans with whom 
they may talk. This is more impor- 
tant than you may realize. (Soviet 


35 


FASHION SHOW turns out to be more important as a display of Americans 
than an exhibition of clothes. Warmth and bounce of models appeal to 
Russians. Models range in age from youngsters to one elderly matron. 


LONG LINES form to see “Family of Man” photography display. It is a favorite 
exhibit of Russians. Soviet officials insisted that we withdraw some photos. 


citizens who speak to foreigners are 
suspect. They jeopardize whatever 
security a citizen of a police state may 
have.) Thus, for the first time to be 
able to talk and ask questions of an 
American is indeed important to a 
Russian. 
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Our guides are bombarded with 
questions. Some Soviet citizens are 
brave enough to ask political ques- 
tions as well as questions suggested 
by product displays. Our guides are 
not entirely prepared for the immense 
curiosity with which they have to 


cope. However, because they have to 
dig deep into their personal experi- 
ences and opinions to answer, their 
sincerity emerges. Russians respond 
to the honest and obviously uncanned 
answers of guides. This makes more 
impression on Russians than perhaps 
anything we have to show. 


® And of the show: It is poor in con- 
trast to what it might have been. 
Much of it is senseless; a good bit 
downright awful; but enough is great 
enough to set Russian “wheels” flip- 
ping. Russian hierarchy was appalled 
by our book displays. (How dare we 
exhibit books that discuss the Soviet 
system!) Most books disappeared 
from shelves after few days’ exposure. 
(Our fair people chuckled with glee 
— what better way to let Soviet citi- 
zens learn of America than from our 
books!) 

While we enjoy book pilferage, the 
Russian officials are furious. We were 
forced. to put ~ plate in front of 
paperback book displays. Through 
the efforts of American publishers, 
new supplies of representative books 
were shipped to Moscow. For a time 
our bookmobile had to be closed for 
lack of books. (Soviet citizens ap- 
parently are light fingered in the book 
department.) However, emergency 
roundup of titles in New York City— 
2,000 hardbacks and 1,200 paperbacks 
— allowed us to reopen our kmo- 
bile. 


& To get a full picture of what our 
exhibit might mean to the average 
Russian, you should start at the be- 
ginning — admission tickets. As it con- 
trols sale of everything, U.S.S.R. gov- 
ernment insisted on selling tickets to 
our fair. We mutually agreed that 
50,000 tickets be sold each day. Price: 
one ruble (10 cents on the tourist rate 
of exchange — five cents or less on 
black market which is rife in Mos- 
cow). 

With stacks of paper tickets in 
their pudgy hands, commissars — or 
whatever titles these boys use — de- 
vised their own system of ticket sales. 
As best I can make out it goes some- 
thing like this: 

Each day, about four-fifths of avail- 
able tickets are sold through worker 
trusts. Thus, brick lavers are sold a 
batch of tickets, electricians are sold 
tickets, ete. But, because thev are 
handled by Communist Party faithful, 
only the most loyal get a chance to 
buv them. Thus, every carpenter who 
wants to buy a ticket can’t. If his boss 
in the trust thinks him worthy, a 


COLOR of supporting structure p> 
spoils domed building effect. 
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ticket might be forthcoming. This 
process is excellent for the Russian 
system. It keeps tickets in the hands 
of the less “corruptable by American 
propaganda.” 

About 10,000 tickets a day go on 
sale for the average Moscovite. To 
get a ticket, Ivan has quite a chore 
First he has to stand in line for hours 
When he finally reaches the kasa 
(ticket office), he is given a number 
verbally) and a time to appear at an 
other line to buy a ticket. When he 
appears at the second ticket office as 
directed, he has another long line to 
negotiate If he is lucky enough to 
plunk down his ruble note and re- 
ceive the ticket, he is two-thirds 
through. Next he has to appear at 
the gate to Sokolniki Park at one of 
three times during the day when 
visitors are admitted. Here, again, 
are long lines in which to wait 

Well, Ivan gets through the gate 
What's he greeted with? A large sign 
that says that he is at the entrance 
to. Sokolniki Park) and a long paved 
street bordered by trees. No gay ban- 
ners, no signs. Music can be heard 
from loudspeakers along the route 


> Ivan probably is surprised. By com- 
parison with the permanent Russian 
exhibition in Moscow, ours is nothing. 
Russia has a tremendous arched gate. 
Banners and pennants fly everywhere 


Huge buildings, flower gardens, foun- 
tains and ponds dazzle the eye. Even 
a big jet airplane from the fleet of 
Aeroflot is available for Ivan to walk 


through — at the Soviet fair. But at 
the American exhibition, the long 
walk to our first exhibit offers no 
visual impact at all 

Rounded top of the domed build- 
ing is first evidence of something 
American. It is visible over the trees 
in the distance. Ivan walks on in the 
crush of people. (Our fair people are 
convinced that actual number of visi 


THEY’RE WATCHING color TV from balcony that overlooks RCA glass studio. 


tors is closer to 75,000 a day than 
the official 50,000. Some U.S. per- 
sonnel hint that maybe some counter- 
fitting is going on. Tickets are at a 
premium. ) 

How valued are tickets? Well, early 
in the exhibit run, our guides were 
given batches of tickets to distribute 
to their new-found friends in Mos- 
cow. One day, one of our guides 
found he had a pocketful of tickets 
dated for that very day and he was on 
duty at the fair. Rather than let them 
go to waste, he walked to the fence 
around the park and tossed them over 
for Soviet citizens to use. This caused 
a near riot. Russian officials were in 
an uproar. Because of this and some 
other indiscretions, two American 
guides had to be sent home. 

Speaking of Russian officials. They 
maintain an office right in the center 
of our row of private offices at the 


RUSSIAN-SPEAKING announcers interview visitors for live TV show. 


fair. It is through this office that our 
fair directors have liaison with the 
Russian government. 

Back again to Ivan. If he reaches 
it at the right time, he may catch the 
opening of our fashion show. Now, 
the American press has panned this 
effort by the clothing industry. But 
our newspapers are wrong. You can’t 
judge this fashion show on the basis 
of what we know to be a display of 
fashions in this country. Sagely, the 
creators of our fashion show in Mos- 
cow produced it as a vehicle to show 
what Americans look like. Few high 
fashion clothes are shown. Most of 
the items are in the clothes closet of 
the average American. Of course, 
they are not available to Russians 
whose ability to buy clothes is limited 
to GUM (huge state-operated store 
and pronounced goom). No matter 
how much money a Russian may 
have, he can’t buy clothes in Russia 
as well fitting or as well tailored as 
our average citizen can find in any 
department store. 


® When Ivan looks at our fashion 
show, he isn’t seeing clothes particu- 
larly, but Americans. For the Rus- 
sian, an American is a breed of animal 
that wears a particular kind of dress. 
Americans are picked out of any 
crowd in Moscow with ease simply by 
their dress (especially their well-made 
and stylish shoes). 

Our fashion show has a light com- 
mentary spiked with a few jokes. 
Example, a model walks on with a 
sable coat. The commentator (female) 
explains that this certainly isn’t a coat 
for an average American as were all 
the other clothes. “It costs $24,000,” 


she says. And as an aside, she reveals, 
“because it is Russian sable.” This 
draws a big laugh from the Russians 
who know how high the price of every 
commodity is for them — especially 
clothes. 

I don’t know who wrote the script 
for this fashion commentary, but this 
individual deserves a vote of thanks. 
The cast of the show deserves credit, 
too. Their bouncy, sincere friendliness 
toward their audiences has a quiet 
impact. These are Americans on dis- 
play, and they come through well. 

So if our fashion show wasn’t a 
good fashion show, so what! It was 
a good introduction to Americans, and 
as I stood watching and listening, I 
was a little proud, not ashamed. I 
can’t say this about some other parts 
of our exhibition. 

From the fashion show, Ivan might 
wander into our domed building. This 
is an aluminum geodesic structure 
that was marred, I thought, by the 
dull gray steel pipes at the base of it. 
Whatever sleekness and sparkle this 
building had is dimmed by the brac- 
ing structure. I don’t know why it 
couldn't have been painted gaily or 
decorated or covered. It made the 
building appear to be in the process 
of construction — the same sort of 
scaffolding “look” that the French 
pavillion had at Brussels. 

Inside the domed building seven 


large screens are mounted in the ceil- 
ing and slightly angled. Corners of 
the screens are rounded, something 
like the shape of TV screens. 

As Ivan stands in the center of the 
domed building, the lights grow dim. 
On each screen appears an asterisk 


ey 


EACH U. S. GUIDE is bombarded by questions all day. This is at food display. 


and an announcer explains that Ivan 
is about to see some typical scenes of 
American life. In brilliant color, a 
different scene is flashed on each of 


MODERN STATUARY puzzles many Russians. We could have used more ex- 
planatory copy on art and artists. (Better yet, some art-oriented guides.) 
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the seven screens at once. Scenes 
change anywhere from every four 
seconds down to one second. While 
all seven pictures are changed at 
once throughout most of the 14-min 
ute showing, towards the end some 
screens held a picture while others 
popped on with new ones. 

Most American visitors find fault 
with this presentation. They claim 
that pictures change so quickly, a 
Russian can not study all seven pic 
tures sufficiently to learn what is be- 
ing shown. After all, they point out 
one second to observe seven pictures 
is cutting the cheese pretty thin. They 
may have a valid complaint when you 
consider that some of the pictures 
flashed on the screen were completel) 
incomprehensible to a Russian who 
doesn’t know what golf is and has 
never seen a baseball game. 

As we used to say in the army, it 
beats hell out of me, why we Ameri- 
cans insist upon showing baseball and 
golf to foreign audiences that have 
never seen the game nor know any 
thing about it. We did the same thing 
in films in Brussels. If we do show 
these games, it seems the least we 
can do is explain that they are popu- 
lar sports in America — if we say noth- 
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ing else. But, somehow, our film 
makers seem to think they are pro- 
ducing for American industry when 
they make a film for showing abroad. 
How in the world could Ivan com- 
prehend a panel of photos taken on 
a golf course? What does a baseball 
player mean to Ivan who doesn’t even 
know what the guy in the strange 
costume is doing in the first place? 
sports without 
commentary are poor fare, but are a 


These flashes of 


minor part of an overall filming that 
was spectacular in the true sense of 
rhe color and photography 
could not help but impress Ivan with 
the beauty, scope and well being of 


the word 


America and its citizens. 

Defenders of “Sevenarama,” as the 
filming began to be called, say that 
the show was designed for impact, not 
study. It is supposed to explode into 
the eve and mind of a Russian; to give 


him a fast peek at America — to give 


him a “feel” for America rather than 
a clear study. Granting that this is a 
logical approach, I'd say the overall 
showing of “Sevenarama” is topnotch. 
While Americans find fault, Russians 


like it fine. 


> Along the wall of the domed build- 
ing are exhibits of relatively small 
attractions for the average visitor. 
This is where we offer statistics on our 
cultural and academic attainments. 
Exhibit technique here is something 
less than inviting. You really have to 
want to study to stay with most of 
these exhibits. They don’t promise 
the kind of reward that there is in 
exhibits of American cars or Circa- 
rama. 

One of the most disappointing ex- 
hibits appears in this domed building. 
It is IBM’s computer that is to answer 
thousands of previously fed questions 


about America. Instead of playing 


this up, giving it a striking three- 
dimensional exposure, we practically 
bury it. It couldn’t have been less 
exciting if we had a Russian “card 
carrier’ produce it. Answers to ques- 
tions, instead of being made visible 
on a huge screen and given bold dis- 
play, appeared fuzzy and often il- 
legible on a 21-inch TV set. It was 
about as dramatic as a lump of yellow 
mud. 

When I think back at all the time 
that went into programming this IBM 
computer and all the expense the 
company went through to have its 
equipment and technicians on hand 
in Moscow, I shudder. This was to 
be a focal point for our whole fair — 
this was to tell our story —and we 
goofed. 

The most astute observers say our 
major failing in Moscow was that we 
didn’t explain our system. We merely 

(continued on page 148 


CONTRAST IS GREAT between view Ivan gets from entrance of his Soviet Exhibition 
of Economic Achievement (top) and view he has upon entering our fair (bottom). 
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V-P SALES ROY KLEIN (left), Jan Chaney and Sales Director Harry Walker sell their “wares.” 


Song-and-Dance Execs 


Caloric sales heads turn routine product meetings into soft- 


shoe routine. Patter and songs offer training messages. Show 


scheduled for 18 cities and reaches 4,500 gas industry people. 


You don’t have to be a song-and- 
dance man to present new products 
at sales meetings—but it helps. Roy 
Klein, vice-president in charge of 
sales, and Harry Walker, director of 
sales, are singing and dancing their 
way through 18 cities to sell the 
products of Caloric Appliance Cor- 
poration’s new line. 

From Los Angeles to Bridgeport, 
Conn., Caloric is entertaining 4,500 
gas industry people. “When the audi- 
ence sees that we are having fun our- 
selves, they enjoy it, too,” says Klein. 
Fun seems to be contagious because 
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audience after audience has grinned 
chuckled, belly-laughed and ap- 
plauded for more as the Caloric team 
holds the stage. 

Rounding out the team of Klein 
and Walker such delectables as Broad- 
way starlet Jan Chaney appear in the 
show. Program ranges from straight 


product presentation, through song- 


and-dance skits; bongo drum _ rou- 
tines, and soft shoe dances, to a rous- 
ing singing finale. 

At a typical meeting, Eastern Gas 
Sales Conference in May, it brought 
a curtain cali to a standing ovation 


followed later by another standing 
reception when the Caloric team re- 
joined the group at luncheon. This 
kind of reaction, plus innumerable let- 
ters of appreciation and comments 
from people who have seen the pres- 
entation, are convincing proof that 
audiences really loved it. 

You can’t pass off the Caloric pro- 
gram as straight entertainment. Audi- 
ences may laugh, but they learn. Built 
into gags and dance-step patter is a 
solid training program on product 
features, “Gold Star” concept, and 
value of enthusiastic, professional gas 
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appliance selling. 

Of course, entertainment as a part 
of sales training is nothing new. What 
is it that makes the Caloric presenta- 
tion different? Roy Klein says, “We 
think we've hit a middle ground. On 
the one hand this is not the usual, 
dry, dull straight-talking presentation 
of product features. On the other 
hand, it’s not an entertainment “spec- 
tacular” either. Audience realizes that 
Harry Walker and I aren't profes- 
sional entertainers and, for some rea- 
son, we feel that changes the atmos- 
phere. The group is more receptive, 
more a part of what we're doing.” 

Audiences who have seen the pro- 
gram have represented a complete 
cross-section of the gas appliance in- 
dustry: gas utility sales personnel, re- 
tail sales personnel, real estate sales 
personnel from builder and realtor 
firms, sales management groups, and 
others. Comments of Charles G. 
Barndt, director of sales and promo- 
tion, Lone Star Gas Company, Dallas, 
are typical of audience reaction: rahe 
was not only entertaining but it also 
presented a message so forcefully that 
all who were privileged to see it 
could not help but be impressed with 
the Gold Star promotion.” 

Basically, there are three Caloric 
presentations. They are similar but 
each features a different subject. 
These include a product presenta- 
tion of 1959 Caloric free-standing 
line of ranges; a similar presentation 
of Caloric built-in line; and, on a 
purely institutional basis with little 
direct connection to Caloric products, 
a presentation of the Gold Star con- 
cept, its objectives and significance. 
In every case the presentation is tai- 
lored to the background of the audi- 
ence for which it is being given. 

Usually the program takes the audi- 
ence somewhat by surprise. As it 
opens, it seems to be a straight pres- 
entation of product. At a_ typical 
meeting Roy Klein explains in detail 
the construction features, conveni- 
ences, ease of cleaning, and other 
points about Caloric products which 
are important to the audience. At this 
point there is no hint of the high- 
stepping tempo that will follow. 

As Roy Klein puts it, “Most of the 
people at meetings of this sort are 
there because they were told to be. 
They've usually been assailed many 
times by similar presentations. They’re 
resigned to them as a necessary but 
dull part of their job. They have 
callouses on their ears. We try to 
surprise them.” 

After Roy Klein’s opening presen- 
tation, Harry Walker, director of sales, 
is next on the program and the pace 
gets livelier. (“I'm from Louisiana but 


call me Tex. I don’t like being called 
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Louise.”) Not very nel he re- 
views some “old fashioned” selling 
ideas including three basic selling 
steps: approach, overcoming objec- 
tions, and close. “Spend the first few 
minutes to establish a friendship and 
to build the prospect’s confidence in 
you as an individual,” Walker sug- 
gests. “Start by introducing yourself 
personally. Walk up to the prospect, 
put our your hand and say, ‘I'm Harry 
Walker.’ Only don’t you say Harry 
Walker. Use your own name. I'm in 
enough trouble already.” 

Overcoming objections gets similar 
humorous, but sound treatment. 

“To demonstrate the approach, 
overcoming objections, and the close, 
we'd like to present three skits,” 
Walker explains, and from there on 
it’s pure entertainment with the Ca- 
loric group spoofing everything 
they've said previously. To help them, 
and to add a touch of eye-catching 
pulchritude to the presentations, 
they’re joined by Broadway starlet 
Jan Chaney or her counterpart in 
other cities. With Harry Walker as 
hep-cat salesman “Harry-the-Hipster” 
and Roy Klein and Jan Chaney as 
“Mr. & Mrs. Roy Prospect,” it’s a fast- 
moving series of songs, dances and 
dialogue. It includes a beret-bedecked 
Harry Walker taking a rythmic turn 
at the bongo drums. All told it makes 
for an easy lesson in selling. 

While the presentation is fun all 
the way, Roy Klein points out a seri- 
ous objective behind it. “We believe 
that well-informed, enthusiastic retail 
sales people are the key to success in 
appliance selling. You can, in the 
very short run, continue to operate 
despite poor advertising, poor sales 
promotion, or r merchandising, al- 
though it would be a very tough job. 
But you simply can’t expect to stay 
in business without sales people who 
are effective. Much of this depends 
on their mental attitude. We find that 
the most successful retail appliance 
sales ou ig are the ones who enjoy 
their work. In most companies they 
are the 25% of the sales force that 
accounts for 60% to 75% of the busi- 
ness. Appliance selling.can be fun. 
We like to think that the presenta- 
tion which is fun itself, points that 


Selling Concept 
“Gold Star” concept plugged 
by the singing-dancing executives 
of Caloric is a set of standards 
devised by American Gas Assn. 
Appliances must meet new qual- 
ity and feature standards to be 


awarded AGA gold star. Gold 
Star promotion sells “efficiency, 
features and convenience” of gas 
appliances. 
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out.” 

To date the Caloric program has 
been presented in Chicago and 
Quincy, Ill.; Los Angeles; New Or- 
leans; Philadelphia and Reading, Pa.; 
Brooklyn; Miami; Moberly, Cape Gi- 
rardeau, and Rolla, Mo.; Indianapolis; 
Columbus, Cincinnati, and Cleveland, 
Ohio; Bridgeport, Conn.; Milwaukee 
and Fort Worth. All in all, the Caloric 
group has rolled up a total of over 
20,000 miles of travel since the first 
presentation in Miami in October, 
1958. 

Lyrics for the program were writ- 
ten by Harry Walker, recently pro- 
moted from sales promotion manager, 
who collaborated with Roy Klein on 
the rest of the material. 

For the female touch in the skits, 
professional talent joins the presen- 
tation in each city. In the Northeast 
it was Jan Chaney, Broadway starlet 
who has appeared in such roles as 
Lola in “Damn Yankees,” and who 
was seen during the current summer 
season as Daisy Mae in “ ‘Lil Abner.” 
She has also appeared in such TV 
programs as “Cheyenne”, “Playhouse 
90”, “Climax” and Joseph Cotten’s 
“On Trial.” Barbara Fennelon also ap- 
peared in the New York City area. In 
Miami programs, Caloric group fea- 
tured Marilyn Nagle, a local dancer 
who did the choreography for the 
presentation. Chicagoan Juanita Heim 
was female addition to the team in 
that area, while Los Angeles meetings 
starred Barbara Clarke, a frequent 
performer on the Red Skelton TV 
show. 

Roy Klein, who joined Caloric in 
1950, stoutly maintains that he has 
no professional stage experience but 
admits to amateur interests in that 
direction. He’s a graduate of Phila- 
delphia’s Temple University and was 
a Merchant Mariner during World 
War II. 

Harry Walker joined Caloric in 
1952 as a representative in the Louisi- 
ana territory, moved to division sales 
manager, later to sales promotion 
manager. He credits his sister for 
teaching him to dance at the age of 
15; says his brother Ed, also a mem- 
ber of the Caloric sales staff and a 
Dale Carnegie certified instructor, 
groomed him for platform speaking. 
Jazz musical ability is a product of 
his high school days, he says. Walker 
studied at Tulane and Loyola Univer- 
sities, is a veteran of World War II 
and served part of his tour of duty in 
the Navy’s Entertainment Branch in 
the South Pacific. 

What happens after the last pres- 
entation? “We've already started to 
plan a similar one for the next year,” 
says Roy Klein, “After we catch our 
breath, that is.” @ 
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Let ‘Em Know 
What It's Like 
To Be a Customer 


Pfizer turns its salesmen into farmers so that 


they'll know how their products are used and 


what a farmer would want to know about them. 


Later, Pfizer men became ad “specialists”, too. 


By HUGH O. DERMODY 
National Sales Manager and Assistant General Manager 


Agricultural Division, Chs. Pfizer & Co., Inc. 


Sales meetings are held for a pur- 
pose. They are meant to help produce 
sales. And because we believe exactly 
that at Pfizer, we used our last annual 
sales meeting to turn our salesmen 
into farmers — at least temporarily. 

For farmers, you see are the ulti- 
mate users of our products, and we 
believe that there’s value to be gained 
in knowing what it’s like to be a cus- 
tomer. 

To make the transformation as com- 
plete as possible, we even held our 
meeting down on the farm—the Pfizer 
Agriculture Research and Develop- 
ment Center farm in Terre Haute, Ind. 
Instead of meeting in hotel rooms, our 
salesmen convened in barns. Instead 
of wearing business suits or sports 
shirts and slacks, they wore coveralls. 
Instead of listening to pep talks, our 
men learned how to infuse Terramy- 
cin into a cow's udder. They tackled 
the job of implanting pellets in 800-Ib. 
steers and performed other scientific 
“chores” of the new Agri-Dynamics 
Age of agriculture. 

What were we trying to prove? 
Well, look at it this way. A salesman 
who knows exactly how his products 
are used, why they are used, and has 
seen with his own eyes why they are 
better than the competition’s, has a 
built-in advantage over the man who 
hasn’t had this kind of personal ex- 
perience. 

Consider this, too. While farmers 
are the ultimate customers for our 
products, our men for the most part 


SEPTEMBER 18, 1959 


are dealing with feed mills and feed 
dealers. Yet, these major customers in 
turn sell our products to farmers. This 
is precisely the same situation that 
exists for any salesman who sells to a 
middleman, whether the middleman is 
a wholesaler or another manufacturer. 

And what’s true of other fields is 
true of ours, too. The salesman who 
understands his customer’s problems 
is one giant step ahead of the other 
fellow because he can render the kind 
of customer service that pays off in the 
long run. 

Take the chemical company sales- 
man who sells resins to. the manufac- 
turer of plastic building panels. If he 
can’t offer experienced-based advice 
on how to help the manufacturer with 
his technical problems, he'll find him- 
self making fewer and fewer sales. 

In other words, by giving our sales- 
men first-hand experience in how a 
farmer uses our products, we felt that 
we were giving him an extra plus in 
his sales kit. And to this, at Pfizer we 
believe our men will get the sales if 
we can give them the know-how. Why 
did we pick our sales meeting as the 
time to build this know-how? Easy. 
We did it because an annual sales 
meeting is the one time that you can 
get your whole sales force together 
and devote your full energies toward 
specific goals. We are also convinced 
that sales meetings should be directed 
at the solution of real problems—and 
the ones we went after are to our men 
the most important. 


PFIZER MEN watch a calf take her medicine in tablet form. 


What are the benefits, saleswise, of 
such thinking? Of course, it’s too early 
to know just what impact our latest 
meeting will have. But we-do know 
that our division’s sales were up sub- 
stantially this past year and our sales 
meeting in 1958 was the first segment 
of a three-year “college” program. For 
1958 it was the classroom and book 
study. Salesmen were indoctrinated in 
modern agriculture on a broad scale. 
Knowing how dynamic agriculture has 
become in the past two decades, we 
wanted to be certain that none of our 
salesmen had any outmoded ideas 
about farmers being “rubes.” In this 
meeting, which took place in Miami 
Beach, we showed our people that 
farming today is a big business and 
that estate or ranch-wagons are as 
common among farmers as pick-up 
trucks. 

This year’s sales meeting didn't 
neglect the ultimate consumer either 
and, of course, in our business this 
means animals—cattle, sheep, pigs 
(even mink), birds, chickens, turkeys 
(and even fish and insects). Thanks to 
“Elmer”, a steer with a glass porthole 
in his side, our salesmen were able to 
gain an understanding of bovine diges- 
tive problems by peering into one of 
“Elmer’s” four stomachs to see what 
happens with the digestive process. 

Our men got the real feel of what 
it is like to handle hundreds of pounds 
of living beef. They shot weight-boost- 
ing pellets into a steer’s ear; treated 
“Bossie” with an injection up her ud- 
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der; dosed a cantankerous squealing, 
wriggling porker. A week of playing 
poultry raiser, cattleman, hog farmer 
and dairyman taught our sales repre- 
sentatives lessons they will never for- 
get. 

But being a farmer wasn’t enough. 
We wanted them to know exactly what 
it was like to be a feed miller and feed 
dealer. So after a week “down on the 
farm” we adjourned our meeting to 
some classroom sessions at a swank 
motel in Highland Park, Ill. After all, 
our major goal was still to be better 
sales “service” men to feed mills and 
dealers. And we wanted the men to go 
back into the field better prepared to 
present our product line to the feed 
met 

For example, a major problem that 
confronts every feed supplement sales- 
man is the repeated question by feed 
mill nutritionists: How will the addi- 
tion of your supplement alter the 
nutritional balance of our product? 
This is an important question because 
animal feeds are prepared in accord- 
ance with strict criteria regarding their 
nutritional value. Because of chemical 
interrelationship of various ingredients, 
addition of a supplement may throw 
the whole works off balance. Normally 
it takes a chemist or nutritionist to 
answer this question 

So that our men could cope with 
this question in a matter of minutes, 
we devoted time at the Terre Haute 
meeting to show them how to use a 
“feed formulator.” This calculator 
shows how addition of any Pfizer 
supplement will alter the balance of 
the whole. It shows exactly how pro- 
portions of various ingredients should 


HUGH DERMODY, national sales manager, agricultural division, (center in 
striped shirt) discusses livestock and feed formulation with his “students”. 


be altered to maintain desired nutri- 
tional values as well as to gain benefits 
of the Pfizer supplement. 

We also devote a few sessions to 
turn some of our men into “junior 
chemists.” We did this because when 
it comes to the sale of vitamins, any 
salesman is hard pressed to show why 
his vitamin preparation is better than 
the next fellow's. After all, say custo- 
mers, vitamins are vitamins; the num- 
ber of units contained in a vitamin 
capsule is printed right there on the 
bottle. 


y 
Pfizer) 
x » 
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LUNCHEONS are country-side “box social” affairs served in a circus-sized tent. 
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That's not the whole story, however. 
Some vitamin A preparations are more 
stable than others, for example. Un- 
stable vitamin A deteriorates. This 
means that if a feed mill wants to turn 
out feed with a certain level of vitamin 
A, it may wind up finding that much 
of the vitamin content has deteriorated 
by the time the farmer uses the feed. 
With the stable preparations, losses 
are minimized. 

To prove how stable our vitamin A 
is, we developed “Vitamin A Assay 
Kit.” This little affair shows by means 
of a chemical assay exactly how stable 
a vitamin A preparation is compared 


+o vitamin A of other manufacturers. 


It’s a miniature version of the same 
test as used by feed mill chemists. 
Each Pfizer salesman was given an 
assay kit, complete with chemicals, 
and was taught how to use it in front 
of his customer. What more effective 
sales tool than to now walk into a mill 
and ask for a sample of the vitamin A 
they are currently using, test it before 
their eyes along with our product and 
prove right there our vitamin A is 
more stable? 

Mechanics of running this year’s 
Pfizer sales meeting were worked out 
months before it actually started. As a 
matter of fact, we had this year’s 
program in mind even while we were 
in the midst of last year’s meeting. 

To begin with, we knew that we 
would be able to split our sales force 
up into two major groups—feed sup- 
plement salesmen and animal health 
products salesmen. Problems that each 
group encounters—and problems en- 
countered by the farmer in respect to 
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each of these two major product 
groups—are sufficiently different so 
that it was possible for us to plan on 
independent, parallel instruction and 
practice sessions. Where the two areas 
overlap, we planned joint sessions. 
Altogether there were 90 salesmen 
and executives from the U. S. and 10 
other nations enrolled in the various 
vocational-agricultural (VO-AG) 
classes. 


& For our faculty, we drew on our 
own large staft of scientists and tech- 
nicians at the Pfizer farm. For class- 
rooms, we used the farm’s scientific 
labs, meeting rooms and its huge barn, 
cattle feeding stations, corrals, poultry 
pens and other typical farm locations. 

Our student body was split into 
five equal-sized groups. Each group 


rotated through lecture and workshop | 
sessions in 15 different locations from | 
early in the morning until after five. | 


Adequate coverage of subjects in the 
schedule—figured out well in advance 
to the split-second—required _fast- 


— classes. Changing classrooms | 


elped, as did having instructors who 
were experts in their fields. 

Alarm clocks kept meetings on 
track, too, with strident round-it-off 
warnings 10 minutes before the end 
of each class. And all class and work- 
shop sessions began sharp on the des- 
ignated hour and minute. Yet, in spite 
of the intensity, speed and earnestness, 
classes were kept on the informal side. 
This was the result again of careful 
planning and briefing of all concerned. 

Because we wanted to give each 
“student” a frame of reference to 
which he could return after meetings 
were over, all instructions, demon- 
strations and practices were based on 
the company’s new Technical Manual 


for Salesmen. Mimeographed material | 
was passed out when class sessions | 


went into areas too specific for inclu- 
sion in the manual. 

The foregoing, purely vocational 
aspect of our sales meeting maintained 
its breakneck speed for five full days, 
By the end, just as we had planned it, 
students had covered all the necessary 
ground and had absorbed as much in- 
formation as practical. 


& When we recessed the Terre Haute | 


phase of the meeting, we took our 


group to Chicago by train for the week | 
end. Golf, swimming, bowling, etc., | 


were the order for Saturday and Sun- 
day. But school started Monday with 
a vengeance—and a new emphasis. 
This time school was in the Chicago 
suburb of Highland Park. Salesmen 
had been cast as the farmer at Terre 
Haute. Now each played several roles 
in order to better prepare him for 
direct contact with feed and animal 
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health product dealers and feedmill 
men. 

Pfizer delivers a lot more than just 
our product to customers—national ad- 
vertising in magazines, newspaper 
advertising, radio and TV commer- 
cials, public relations, a Vo-Ag school 
program, movies, and many other 

luses that help the customer broaden 
fis market for our products. Rather 
than just show and explain these 
extras to our men, we decided they'd 
understand their value more if they 
became—for three days—advertising 
men, public relations experts, art di- 
rectors, copy chiefs. We showed them 
how and why an ad is composed. We 
even had Pfizer's famous “TV person- 
ality” Dave Livingston there so they 
could meet him and see why he is 
such a good “salesman” of our prod- 
ucts to their farmer audience. In one 
meeting room we even built a life-size 
billboard and then explained in detail 
how our 1,200 billboards tied in with 
our magazine, radio, TV, newspaper 
and other ad material. 

We know that a person remembers 
more about something if he actually 
does it instead of only hearing about 
it. So we had our salesmen try out our 
new sales promotion and sales ideas 
on, appropriately enough, some oblig- 
ing feed mill and dealer friends of 
ours. This role playing also gave the 
men a chance to use some of their 
new knowledge about farmers and 
farming. 

During the Highland Park meeting, 
we distributed to all salesmen the new 
sales aids that we had developed for 
their use in the months to come. The 
“why” and “how” of each of these 
sales tools was explained by the 
people who dreamed them up. We 
thus closed the too often unbridgeable 
gap between the creative side of ad- 
vertising and sales promotion and the 
salesman himself who generally wants 
only to know “will it work for me.” 

These meetings gave advertising 
people a chance to get an earful of 
suggestions from salesmen as well. 
This, too, had its advantage because 
it is often regrettably true that the 
best advertising and sales promotion 
ideas may have little significance in 
the field, because they are designed 
with the ultimate consumer in mind 
and not necessarily our customer or 
our salesman. 

When I say we had each salesman 
actually take the role of a “Madison 
Avenue specialist” I wasn’t kidding. 
Each man took back to his territory a 
“do-it-yourself” advertising kit. Its 
purpose: so that the salesman could 
show and furnish a local feed dealer 
with advertising material the dealer 
could use, so he could tie-in directly 
with Pfizer’s multi-million dollar na- 
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tional advertising. Even finished art- 
work was included in the kit so the 
dealer could simply lift what he 
wanted for his own personalized local 
ads. 

Yes, our field force will have much 
deeper appreciation of why Pfizer 
advertises. Next time he hears that 
radio or TV commercial, sees that ad 
in a farm magazine, or passes that 
billboard or sees an ad while reading 
his local newspaper, he will recognize 
the pattern; he'll have the ad-man’s 
viewpoint. But, most of all, he will 
know how to explain to customers just 
how important these ae to our 
products are in developing bigger 
markets for the customer. He no longer 
will sell products only—but will dem- 
onstrate br our products include all 
of these collateral benefits from the 
very design of the package itself, the 
dealer display material to attract the 
farmers’ attention, to the radio and 
TV commercials. 

In spite of the furious pace of 
both the Terre Haute and Highland 
Park phases of the meeting, time was 
found for fun But even here we main- 
tained the instructional college-like 
spirit of the entire meeting. For in- 
stance, at Terre Haute, sports and 
games were organized along “intra- 
mural” lines. 

Looking back at the class and work- 
shop sessions in both Terre Haute and 
Highland Park, and judging from 
what we have heard from our sales- 
men since the meeting was over, we 
at Pfizer are completely confident that 
we met our main objectives with the 
sales meeting. 


e We gave our sales personnel a 
first-hand look, and practical ex- 
perience with problems encoun- 
tered by their ultimate customers 
—the nation’s farmer. 


By doing this we armed them 
with the kind of information and 
know-how that will enable them 
to be of real service to their pri- 
mary customers—feed mills and 
dealers of animal health prepar- 
ations. 


Net result of this is, we feel that 
our men now have an important 
competitive edge in the multi- 
million dollar agricultural market. 


No “white collar” sales force, our 
field men climb right over the fence 
into the feed lot, farrowing pen, hen 
house or dairy barn. This on-the-farm, 
week-long, “do-it” sales meeting gave 
our field men practical understanding 
of daily problems with which feed 
mills and farmers must cope. Each is 
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3a pleasure 


... when 


meetings ... conferences 
...forums are held at 


Mistoric 


Williamsburg 


Virginia’s restored colonial capital 
offers an ideal setting for top-flight 
meetings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams- 
burg Motor House, to provide fine 
accommodations for groups up to 
400 persons. 

Conference delegates and their fam- 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, craft shops, 
plantations, gardens, the carriage 
rides, and complete recreational fa- 
cilities combine to promote full at- 
tendance for meetings at . . . 


WILLIAMSBURG 
INN & LODGE 


AND 
MOTOR HOUSE 


For booklet and information write: 


William E. Bippus, Hotel Sales Manager, 

Williamsburg, Virginia or call New York, 

Clrcle 6-6800; Washington, EXecutive 
3-6481; Chicago, MOhawk 4-5100. 


SEBCCCCCCCCES 
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that means so much! 


th, impress adds the personal touch 


CONVENTIONS and SALES MEETINGS 


Our superb facilities offer you an attractive choice of flexible rooms 
designed for groups of 10 to 1000... with special Display Areas, 
Penthouse Club, superior equipment and print shop. PLUS our 
own staff of convention experts 
whose thoughtful service assures 

you smoothly successful meetings. 


For leisure hours, our magnificent 
pdéol-lounge area...fun programs and 
nightly entertainment and dancing add 
to your pleasure. And we’re only minutes 
from golf courses, horse racing, deep sea 
fishing, boating, shopping...and Miami 
Beach Auditorium and Exhibition Hall. 


Write for Convention Brochure 
Philip Snyder, Mgr. 
Kowal Ownership AFL/CIO Hotel 


completely air conditioned 
DIRECTLY ON THE OCEAN AT 43rd ST. + MIAMI BEACH, FLORIDA 


WHY SKYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


WHAT 


is everything you could expect 
to make a memorable meeting? 
Here it is for groups from a 
dozen to 125 in a 10-acre gar- 
den setting around azure pool. 
Superior accommodations, 
finest-equipped banquet and 
meetings rooms. Excellent cui- 
sine. Entertainment, dancing. 
Our priceless ingredient is a 
management and staff dedicated 
to standards you'll acclaim. 


Anzona 
WMawmor 


E. Camelback Rd. at 24th St. 
Phoenix, Arizona 


Send for full-color folder 
and special MEETING brochure 


% Private club atmosphere, distinguished 
service 

x Excellent meeting rooms, equipped with 
all professional requirements 

te Easily accessible (only 100 mi. from N. Y. 
and Phila.)—Serviced nationally by lead- 
ing reilroads and 5 airlines 


% Outstanding cuisine—private dining rooms 


te Superb facilities for relaxction and 
recreation, including 18 hole champion- 
ship golf course 

% Beautifully appointed accommodations 


Write for Conference Booklet 
and complete details 


SKYTOP CLUB Secluded in the Poconos 


BOX 30, SKYTOP, PENNA. 


e Wm. W. Malleson, Jr., Gen. Mgr. 


Phone: LYndhurst 5-7401 


UTP POO CU CU 


BISMARCK, HOTEL 


WM. B. HORSTMAN, Gen. Mgr 


550 Air-Conditioned 
Guest Rooms 


} CHICA. 
\* ~S > 


> WANTED?!.. 


IN CHICAGO 
SMALL GROUP MEETINGS 


r less 


SMALL CONFERENCES are 
our BIG MEETINGS 


PAULINE BROWN, Sales Mar 


+» ROBERT R. CARRA, Mar. 


Convention 
perfect 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 


HOTEL 
Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 
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now back in the field seeing that his 
customers and farmers alike get Pfizer 
products PLUS—the PLUS being the 
service each field man must give as an 
integral part of every Pfizer a 

Now you can see why we think we 
have gone a long way toward insuring 
that the five-year $50-million sales 
forecast made by our Agricultural 
Division General Manager J. Jerome 
Thompson, at one of the Highland 


Park sessions, is within reach and may 
even be surpassed. 

We are already planning the third 
phase of our Pfizer College Course for 
1960. It is the natural sequence to our 
1958 and 1959 courses. We can't 
divulge its nature now. But, we can 
say that if each salesman earned a 
degree in 1958, and his master’s de- 
gree in 1959, after the 1960 course he 


will certainly deserve a doctorate! 


¢ St 


Fy 
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“Reads” Good Promotion in Palms 


Woman's universal interest in palm reading was capitalized on 


at a recent convention. 


Bristol-Myers Co. tied in hand analysis and hand lotion at the 
National Convention of American Women in Radio and Television 
in New York City. 

Professional palmist analyzed hands on behalf of Trushay lotion. 
Delegates were given individual readings. They were recorded on 
special hand analysis sheets and presented as souvenirs. 

Bristol-Myers booth was designed to represent a fortune-teller’s 
tent. More than 500 women had their palms read during the two- 
and-a-half-day convention. Many indicated they would talk about 
the experience on their programs. 

In addition, company displayed scripts, demonstration materials 
and other services which it provides to radio and television com- 
mentators. Delegates had a chance to order specific materials and 
to discuss their programming needs. 

Each booth visitor received a grooming kit of Bristol-Myers prod- 
ucts. 
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Sales 
executives! 


may we present 
our credentials: 


our portfolio 
for conventions, 
Sales meetings, 
banquets, 
trade shows, 
get-togethers 
par excellence: 


@ Located in the largest cities west 
of Denver m Exclusive Hoteletype 
service allows confirmed reserva- 
tions, special requests, in a matter 
of minutes m Confirmed room res- 
ervations are guaranteed m Spe- 
cialists at your service to assist in 
meeting plans m Complete handl- 
ing of all details of accommodations, 
food, music, decorations, entertain- 
ment, special equipment m Family 
plan allows children under 14 free 
accommodations @ Send for more 
information on any Western Hotel. 


‘Western 
w Hotels 


INCORPORATED 
Executive Office, Olympic Hotel, Seattle, Washington 


Seattle: Olympic, Benjamin Franklin, Roosevelt 
¢ Spokane: Davenport * Tacoma: Winthrop 
Bellingham: Leopold *« Walla Walla: Marcus 
Whitman * Wenatchee: Cascadian « Portland: 
Benson, Multnomah * Los Angeles: Mayfair « 
San Francisco: St. Francis, Sir Francis Drake, 
Maurice * Palm Springs: Oasis * Denver: 
Cosmopolitan * Boise: Boise, Owyhee * Po- 
catello: Bannock + Butte: Finlen + Billings: 
Northern * Great Falls: Rainbow « Salt Lake 
City: Newhouse * Vancouver, B.C.: Georgia 
¢ Honolulu: Hawaiian Village + Anchorage, 
Alaska: Anchorage, Westward « National Sales 
Office, 37 So. Wabash Ave., Chicago, Illinois 


FAMOUS LAST WORDS (No. 7) 


" WANT TO EMPHASIZE THIG, THIS, THIS” 


When an exhibit tries to tell everything, 
it often tells nothing! 


For maximum impact, your exhibit should have a 
single dominant theme, with other elements playing 
a secondary but related role—just like any. good story. 

If your exhibit is crammed with many ideas, each 
treated with equal importance, the chances are you'll 
do justice to none. Part of our service at GRS&W is 
helping the client develop a theme and formulate the 
story he wishes to tell. 

Then by using effective design, and a combination 


DID YOU KNOW .. 


of arresting colors, dramatic lighting effects, sound, 
motion, and other selling forces, we bring the sales 


story vividly to life in the form of an imaginative 
sales producing exhibit. 


If you want better ideas, better visualization of your 
sales story through exhibits, we suggest you call us. 
An experienced, creative-minded GRS&W account 
executive will be happy to discuss your exhibit prob- 
lem with you. 


. that now you can really “sound off” at Trade Shows by using a unique 


GRS&W Controlled Sound System which limits the sound-carry to the confines of the booth. 


0 PR Ss 


exhibits and 
&. VA/ displays 


GARDNER, ROBINSON, STIERHEIM & WEIS, INC. © 5875 Centre Avenue, Pittsburgh 6, Pennsylvania 
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How Ad Agency Sets Up Shop at Show 


Marstellar, Rickard, Gebhardt & Reed rents house three blocks 


from oil show for headquarters. Serves a dozen clients who ex- 


hibit at show. Makes surveys, handles press relations, staffs 


client booths, checks on competition—and looks up prospects. 


More than 500,000 visitors crammed 
the 30-acre giant International Petro 
leum Exposition in Tulsa for 10 days. 
They left knowing the 100-year-old 
oil industry is here to stay. And with 
them went a much deeper apprecia- 
tion of the contribution the industry 
has made to man’s progress over the 
past century. 

This was the theme portrayed at 
the centennial observance of the 
world’s first commercial oil well estab- 
lished in Titusville, Pa., in 1859, by 
Col. Edwin L. Drake. More than 
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2,000 exhibitors helped to celebrate 
(and sell) by spending an estimated 
$750 million to show their wares to 
visitors from 37 countries. 

Of special interest among market 
ing circles may be the unique re- 
search job and thorough service pro- 
vided by Marsteller, Rickard, Geb- 
hardt & Reed for 12 client exhibitors 

Day before the show, loaded lists, 
mimeo forms, cameras, industry re- 
ports and clip boards, nine advertising 
agency men moved into a cozy, 
rented house three blocks from the 


exposition grounds and set up shop 
Idea: handle on-the-spot assignments 
for clients; visit prospects; check com 
petitors’ booths; help man exhibits; 
assist with slide presentations; make 
surveys for clients and the agency, 
and fill in trade and prospect ques- 
tionnaires. 

Men represented the agency's four 
offices in New York City, Chicago, 
Houston and Pittsburgh and the agen- 
ev’s public relations affiliate, Burson- 
Marsteller Associates. Each man had 
a work program: see the show, check 
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in with clients served by individual 
men and get necessary assignments; 
visit booths of clients of other offices; 
visit publishers’ booths and offer as- 
sistance; and visit prospective clients’ 
booths. 

Two hours each day was spent do- 
ing survey interviews on subjects im- 
portant to clients and the agency. 
Results were tabulated for an evalua- 
tion of literature use, pre-testing and 
copy research and export marketing 
trends. 

Marsteller-Rickard started 12 
months ago to prepare for the show. 
irst job was to rent a house near the 


TWO FIND TIME to catch a sales pitch via special telephones wired for 
French, Spanish and English. Models (girl type) provide the visual impact. 
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grounds for use as headquarters. An 
office was set up with typewriters, 
cameras, client files and a complete 
stock of agency and client sales litera- 
ture, portfolios, slide presentations, 
technical industry reports and com- 
plete program itineraries. 

Each man was armed with a clip 
board, program itinerary and four 
pocket lists. One list showed all pros- 
pects alphabetically, with names of 
personnel. Another listed prospects 
by booth location. Client lists were 
handled the same wav. 

In the headquarters, accordion files 
were set up with pockets for each 
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AGENCY RENTED this house 
three blocks from the ex- 
position grounds for its men 
to use—as an office. They 
set it up with typewriters, 
cameras and client files. 


client and prospect. Various forms 
were mimeographed in advance with 
basic information on clients and pros- 
pects. Each form contained names, 
background and other necessary facts 
plus spaces for fill-ins. 

Procedure for working the show 
was also established and rehearsed 
well in advance. Each man was given 
an identification badge when he ar- 
rived at the house, a key, tickets, 
pocket lists of clients and prospects, 
and a briefing on the general pro- 
gram. Each morning at breakfast a 
review of the days program was 
made and assignments were covered. 


Ae 


NO MATTER how rushed business is, you can 
always find time for snacks—standup variety. 


SALES MANAGEMENT 


MEN FROM the agency also helped to man exhibit booths at 
the exposition. Here two show Ingersoll-Rand’s latest products. 


During the day, men worked to- 
gether and individually. They visited 
clients and prospects, developed their 
own education, made contacts, got 
information for clients, and made sur- 
vey interviews in accordance with ad- 
vance assignments. “Contact points” 
and message centers were arranged 
daily at the show so men could keep 
in touch with each other during the 


day. 


Evenings were spent to help cli- 
ents entertain, or to entertain pub- 
lishers, clients and prospects. 

Each man who contacted any of 
the 58 clients and prospects removed 


a separate call report form from the 
file on each client or prospect, noted 
whom he had seen and what was 
said. At the end of the show, these 
were assembled, sorted by the head- 
quarters and mailed to the appropri- 


ANOTHER CLIENT, Petroleum Week, had this booth at the show. Two agency men 
lend a helping hand to unload current issues of the magazine for distribution. 
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AGENCY MEN take a break in the shade while client demon- 
strates payload size of a giant Clark Michigan tractor shovel. 


ate agency office for follow-through. 
Thus, the Pittsburgh office, for ex- 
ample, received a complete set of 
reports on its clients and prospects, 
to show which agency representative 
had made the call, who was inter- 
viewed and what was said. 

As an additional service, Marsteller- 
Rickard ran (and paid for) full-column 
ads on the oil pages of Tulsa’s two 
papers each day of the show. Ads 
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AGENCY PERSONNEL conducts research 
studies at the exposition for clients. 
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Sl AMERICA'S INFORMAL 
il BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, and 


ye i a theatre with a CinemaScope screen. Accommoda- 

lh, (MLA CLE (4 tions are magnificent; the food is gourmet fare. For 
after-session enjoyment The Greenbrier’s recreational 

facilities are unsurpassed. And our staff of experts not 


only helps in planning your program, but they also 
handle the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1959-FEB., 29, 1960. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 17 E. 45th St., MU 2-4300 
Boston, 73 Tremont St., LA 3-4497 + Chicago, 77 W. Wash- 
ington St., RA 6-0624 + Washington, D. C., Investment Bldg., 
RE 7-2642 +» Glen W. Fawcett: San Francisco, 1029 Russ Build- 
ing, YU 2-6905 «+ Seattle, 726 

Joseph Vance Building, MU THE 

2-1981 « Dallas, 211 N. Ervay, 

RI 1-6814 + Los Angeles, 510 

West Sixth Street, MA 6-7581. 


W HITE SULPHUR SPRINGS + WEST VIRGINIA 


CELEBRATES ANOTHER RECORD GREAKING YEAR! te ave 
THE REASONS ARE CLEAR 


3S,000 SQUARE FEET 

THE DEAUVILLE, conceived as a magnificent convention-hotel, engineered in advance OF EXHIBIT SPACE 
design, architecture and decor, offers the perfect setting for smoothly functioning con- : 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, wes Meee 
occupying two blocks on the Atlantic Ocean in the Heart of Miami Beach, is an : . . 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 
The DEAUVILLE CONVENTION HALL, over 21,000 square feet of unobstructed 
floor space, comfortably seating 3,500 people theatre-style ...accommodating 2,500 
people banquet-style. Sound-proofed sliding walls can be partitioned into two or three 
more areas for smaller groups. 
AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 
‘Projectioneered” for conventions, SUPER-abundant for the most demanding 
display purposes. Heavy exhibits are handled by powerful elevators that can 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium’s stage. 
12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 50 OR MORE. 
20 SPECIAL ROOMS FOR SMALLER GROUPS. 

NUMEROUS Press Rooms‘and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities. 


Write, wire or phone 
a FOR PLEASURE DICK ELTERMAN 


y+) reir grog van " 
‘ he Cabake ony, putting greens and sun decks... for Director of Sales 


fun j sun! 
2 mannitcent night clubs, featuring great name bands 
he stars of Broadway and_ Holl lywood! 
| Miami Beach's only indoor ICE SKATING RINK...one + 
\ of the 1 emeanbeinen pleasure exclusives! 


ON THE OCEAN AT 67th “STREET ee MIAMI BEACH, FLORIDA 
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publicized exhibits of one major cli- 
ent each day. 

Burson-Marsteller personnel han- 
dled local press relations and pub- 
licity for agency and clients at the 
show and operated from the head- 
quarters house. 

There were additional results from 
this unique prospect research job 
and client service project, too. Using 


on-the-spot surveys, agency got suffi- 
cient material for a thorough research 
report and article on literature dis- 
tributed at a trade show, who takes 
various types, what they do with it. 
Other studies: review of literature 
produced in foreign languages; an 
analysis of factors contributing to ex- 
hibit effectiveness, plus a study of 
exhibit costs. 


. SHOW VISITORS take literature to get details on a particular product. 


. PRETTY GIRLS hand out gimmicks—only to potential customers, of course! 


. HERE ARE two methods to carry literature—clipboard and shopping bag. 


. HERE’S HOW to attend a shew. Collect canes, bags and sun shades. 


Most Literature Is Used 


Despite contrary evidence scat- 
tered about the floor at every trade 
show, literature distributed by ex- 
hibitors is more often than not 


saved for later use. This is the 
most significant finding of a sur- 
vey of trade show literature col- 
lectors made by the advertising 
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Anytime is the 
RIGHT TIME 
to hold your meeting in 


LONG BEACH 


in the heart of 
Southern California! 


Modern conference rooms and 
convention halls to accommo- 
date groups from 60 to 6000 
conveniently. Two outstanding 
exhibit halls offering space for 
over 250 booths. Plenty of ex- 
perienced personnel with the 
on-the-spot know-how to han- 
dle all details. 

Fine hotel facilities adjacent 


to the Municipal Auditorium 
in downtown Long Beach. 


...all this, PLUS — 


After hours swimming, fishing, 
golfing—enjoy all of the “sum- 
mer sports” the year ’round. 
Visit nearby Hollywood, Ma- 
rineland, world famous Dis- 
neyland, Santa Anita, Holly- 
wood Park ..even Old Mexico. 
How ‘bout it... 

LET'S MEET IN 


LONG BEACH 


For information, write: 
Convention and Visitors Bureau 
Municipal Auditorium, Long Beach, Calif. 
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In New Orleans — 


America’s Most Interesting City iy ae ihe rennet cetiing Grane 


your convention business 
is a pleasure at the 


MEETINGS CL{Cy! 


n Puerto Rico 


GB MAMA Condado Beach Hotel 
HOOSEVELT “5... Faabaiaeaale 
100% AIR-CONDITIONED THE YEAR ‘ROUND = | into the cool 


green hills 


¥% 14 comfortable meeting rooms, seating 25 to 2,250 
persons 


* The center of business, civic and social activities 
in New Orleans ne 


% Home of the famous Blue Room for dining and 
dancing and floor shows 


f r dini nveni 
a ah mg ba ag peli er a ee ee 
Room. interruptions. 
Time to relax — swimming pools, 
golf, tennis, riding. 
Excellent facilities. 
Sensible rates. 


ONLOMAVIE Ds 


SEYMOUR WEISS 


For all details: 
President and Managing Director 


UTELL INTERNATIONAL 
A. C. BELLANDE 160 Central Park South, New York 19 


Manager 
CONDADO-CARIBBEAN HOTELS CORP 
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JBISFINGUISHED 
€ ONVENIENT 
ATTENTIVE 


YOUR convention? 


HERE on the MONTEREY PENINSULA it’s 


. The world’s finest facilities 
. Old Spanish California hospitality 
. Fisherman’s Wharf, Sea Food, Fine Restaurants 


. An area of natural beauty made famous by 
the Bing Crosby Tournament at Pebble Beach 


5. Five of the world’s gieatest golf courses 


A tradition of distinguished 
service. Convenient to New 


York and Philadelphia. 


Attentive to your every wish. 


] 
2 
3 
4 


Complete facilities for groups to 
400 during June and September. 


Offer YOUR people that “extra something” they’ve been seeking. 
Get away from the ordinary. Pick the best . 


Essex & Sussex 
Spring Lake Beach, N. J. 


Por full information write or phone: 
FP. B. Schock, Sales Mgr. Glbson 9-7000 


SSS SSS SSS SS SS SSS SSSSSSSSS SS SS SSS SSS SS SBS SSeS esses: AS 


WRITE NOW FOR MORE DETAILS: 


MONTEREY PENINSULA VISITOR & CONVENTION BUREAU 


Box 1571 Monterey, California 
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agency, Marsteller, Rickard, Geb- 
hardt and Reed, Inc. 

Marsteller-Rickard buttonholed 
88 visitors at the recent Tulsa Oil 
Show to ask what they intended to 
do with literature they collected. 
Of the 79 who had picked up one 
or more items, 60% said they 
planned to take it all home. Other 
collectors were apparently less dis- 
criminating in what they picked up 
as they planned to sort chaff from 
kernels before packing. 


® Half the collectors said that 
when they got home they would 
put the literature in their personal 
files while the other half planned 
to pass it along to associates who 
did not attend the show. 

Greater evidence of the selec- 
tivity of literature collectors and 
its importance to exhibitors was 
found in an answer to a question 
on competitive literature. More 
than two-thirds who answered all 
questions on the Marsteller-Rickard 
interviewer's list said they had two 
or more pieces of literature on the 
same type of equipment. Appar- 
ently, visitors were making good 
use of the show for comparison 


shopping. 


® Survey did indicate that one 
type of giveaway has questionable 
value — the gimmick. Interviewers 
asked every man with a souvenir 
cane, hat, card holder, brief case, 
whistle or other gimmick who gave 
it to him. Less than half knew the 
name of the donor company with- 
out taking a second look at the 
gimmick. 

High score on literature useful- 
ness may have been as much due 
to discrimination of exhibitors in 
passing it out and to good manage- 
ment of the show as to the re- 
straint of those collecting it. 

Management of the show at- 
tempted to restrict attendance to 
bona fide members of the oil in- 
dustry by charging a 50c admission 
to people without passes and by 
emphasizing the nature of the ex- 
hibits in pre-show ballyhoo. Al- 
though the legendary shoe clerk 
who attends all trade shows plus 
an insurance man, two farmers 
and one person simply labeled “a 
gawker” lined up to answer the 


Marsteller-Rickard interviewer’s 
questions, most respondents car- 
ried titles that indicate they know 
the difference between a drilling 
rig and a cracking tower. Titles 
included engineers, geologists, drill- 
ing superintendents, chief chemists, 
drilling superintendents and similar 
“qualified” titles. 
Marsteller-Rickard staff noted 
there was less wholesale handouts 
of literature than at previous oil 
shows and the survey confirmed 
the observation. Of the recipients, 
32% said that they had filled out 
a card to receive some literature; 
44% said they had to go inside 
booths before being offered litera- 
ture. Only 36% said that they had 
been handed literature as they 
passed booths and only 7% ac- 
cepted literature from pretty mod- 
els wnom some exhibitors engaged 
to add allure to literature offerings. 


> Looking at the survey results, 
Marsteller-Rickard thought some 
exhibitors had been too tight fisted 
with their literature and too sus- 
picious of visitors who wanted it. 
“Making visitors qualify by filling 
out an inquiry form or stepping 
into an inner sanctum before they 
get a brochure hardly makes 
sense,” an agency spokesman says, 
“especially if the decision to go 
into the show was well made—that 
is, if the show really presents an 
opportunity to show products to 
people with buying influence.” 

The agency, which had 21 cli- 
ents exhibiting at the oil show, 
recommends that there be at least 
one piece of literature that can be 
given to everyone, including the 
ubiquitous shoe clerk. “While you 
may keep the big-full-color cata- 
logs inside for people who have 
established more than a curiosity 
seeker’s interest, you don’t want 
to present trade show literature as 
if you're doing the recipient a 
favor.” 

Technique used by one visitor 
at the Tulsa show, a vice-president 
of a major independent oil com- 
pany, can’t be: depended upon to 
get literature in the hands of the 
right people. When asked how he 
received literature he was carrying 
in a shopping bag, he said, “I 
stole it.” 
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An ideal 
setting for 


, 


conferences of 
25 to 100 


persons 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 
between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 
overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 
appointments 


| For information, write or call Sam Stewart, 
| General Manager. Telephone W Alnus 4-5200 


Princeton, N. J. 


Big OPEAKERS / 


"> 


| |MpoRTANT MEN! | 
In Goon Company / 


SPEAKERS “captured” by telling them about important fellow speakers. 


It's Small Meeting—But Seems Big 


Ingredients to make 30-man meeting “feel” big and important to 


salesmen: theme tied to audience interests, impressive outside 


speakers, stunts to stress points, good meeting-room facilities. 


How can a relatively small firm, 
with only 30-odd men spread around 
the country, stage an impressive, low- 
budget sales meeting? That was our 
problem 

By most standards, we're a pretty 
small outfit. Our company, Blume 
Knitwear, Inc., manufactures ladies’ 
sweaters, and our Helen Harper brand 
is probably the best-known name in 
our industry. In our own field we're 
certainly a leader. But compared to 
the giants in other industries, we're 
small potatoes. With the few men 
involved, and limited budget that 
we've got to work with every year, 
it's never been possible to make our 
annual sales meeting an extravaganza. 

But this year, we felt we had a 
special story to tell our men, and we 
wanted to tell it in a special way. 
We found a unique. way to do it. 

Knowing we couldn't possibly do 
the job ourselves, we called in the 
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By BARNETT M. LERNER 
President, Blume Knitwear, Inc. 


consulting firm of John H. Wolfe & 
Company and dropped the whole 
problem in its lap. We told our con- 
sultant we wanted an entire three-day 
meeting planned, staged and deliv- 
ered, and we gave him modest over- 
all budget to work with. This is what 
happened: 


1. Theme: First, we knew we 
needed a theme—a track for our 
meeting to run on. Actually, we 
already had the basic idea for it. Our 
advertising agency, Ehrlich, Neuwirth 
& Sobo, had planned our Fall adver- 
tising campaign around a “Golden 
Era” concept. Idea was that today’s 
modern living calls for more leisure 
activities, more casual clothes and, 
hence, more sweaters. We knew, ob- 
viously, that our meeting should 
dramatize this basic concept. 


2. Theme development: But John 
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Wolfe pointed out to us that this 
wasn’t enough. Next step was to en- 
large on this theme as it would apply 
to our salesmen. After all, a sales 
meeting is (or, at least, should be) a 
show, and one of the first rules of 
show business is to aim at the audi- 
ence. 

So with this idea in mind, we set 
up three main points: (1) Product is 
right; (2) Time is right; (3) You are 
right. It was decided to devote a 
day to each of these main points, and 
appropriate banners were prepared to 
dress up our meeting room. 

3. Program: Next came one of the 
most important jobs of all — program- 
ming. Here, again, we had a certain 
basic framework. We had three days 
to fill, and we knew the main points 
we wanted to cover. Also, of course, 
certain essential items had to be in- 
cluded in the agenda: new sales poli- 
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High, Wide anil ‘Hensiibouss I! 


. that’s how your convention will ride when you meet in Galveston’s magnificent 
Moody Center. Large enough for conventions on a grand scale. Facilities for any kind 
of show or meeting, the ground Exhibit floor boasts a whopping 31,000 square feet. 
Convention hall (above) seats 3,500 at meetings, 2,000 at banquets. Closed circuit 
TV, 4,900 square feet dance floor, complete theatrical facilities, auto ramp — you 
name it, it’s here. 


And best of all, it’s on tropical Galveston Island, facing the beach and flanked 
by the Southwest’s finest beach resort hotels — the 
Galvez and Villa and the Buccaneer. Everything 
Spree ge , necessary for a successful convention — that’s fun 
C BUCCANEER HOTEL — (<M besides. Write today, Sales Department, P. O. Box 59, 
Galveston Island, Texas, for detailed brochure and 

open dates. 


Moody Convention Center 


At the heart of Galveston’s beach, immediately next 
to the Buccaneer and Galvez hotels. 
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cies, credit information, preview ot 
the new line. 

But it still took plenty of planning 
to integrate all elements into a smooth- 
running program. We learned that 
each session of a meeting is like an 
act in a play. It must be powerful 
on its own, yet each must build con- 
stantly toward the climax. Similarly, 
each item on the agenda is a separate 
scene, and must be timed to maintain 
interest throughout. 


4. Outside speakers: Then, as part 
of the program, we asked the Wolfe 
organization to line up as many out- 


side speakers as possible. I feel this 
is where meeting planners often miss 
out. For some reason, many sales 
managers feel their own business is 
sacred. Their motto is: “Outsiders 
keep out!” We believe this is dead 
wrong. Same management people ad- 
dressing the same group — year after 
year — simply cannot provide the im- 
pact of an outside speaker. Just the 
fact that he is an outsider gives weight 
to everything he says — and to what 
vou want to say, too! 

Of course, to get outside speakers 
is quite a trick in itself — especially 
when you've budgeted no more than 


the “seat” 
of your next 
convention... 


a roll of stamps for thank-you letters! 
But with a little ingenuity you can 
sometimes con impressive speakers 
into participating on that basis. 

Obviously, you can get your sup- 
pliers to appear. In our case, to build 
up our product story, we invited a 
yarn producer. Then, having just in- 
stalled an I.B.M. system, we were 
able to get a representative from that 
firm. These two men, — with 
several of our own people, spoke dur- 
ing the first morning session. 

That afternoon we had our “fashion 
show” — and a preview of the new 
line. 

It was on the second day that we 
had decided to get our “Time is 
Right” story across. We lined up an 
impressive list of outside authorities. 
Cast included representatives from 
National Association of Manufactur- 
ers, Research Institute of America, 
New York Times, Charm Magazine, 
and other leading organizations. 

Main appeal used to get these 
speakers was simply the importance 
of the meeting and its over-all mes- 
sage. We emphasized to them the 
honest fact that this was not the usual 
sort of “straight pitch” sales meeting. 
We let each speaker stay within his 
own general field, as long as his re- 


You'll Enjoy the 
THIRD MOST POPULAR SPORT 
MORE at the 


Beautiful scenery—the world’s best 
food—tuxurious accommodations— 
private conference rooms—every 


APPLE VALLEY INN 


modern convenience — you'll enjoy 
them all at the world famous 


APPLE VALLEY INN 


in the Golden Land of 
APPLE VALLEY, CALIFORNIA 


Phone: Apple Valley 7-727! 


Bringing them in from out of town? Solve your transportation problems by 

putting yourself in the hands of Capital Airlines’ Delegate Service. : 
Not only will Capital whisk your delegates to their destination on a | © 2 \ 

jet-prop Viscount. In addition, a Capital travel expert will help you with ‘ Za 

ground transportation, hotel accommodations, even entertainment. bee a % 
How about the cost? Often less than * oe “ 

train transportation, and you save up to a { 


80% in time! If you convene in almost 
any major city of the East, Midwest or 
Capital < 
ADIT a i 
AIRLINES (/\) 
b/ iy 


South, call Capital...do it now! 
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Teletype: Victorville Cal 8788 


marks related to our story. (So no 
extensive research was required). Also, 
our meeting was held in New York 
City, so no travel was involved. 

But probably the most important 
factor to get these speakers, accord- 
ing to John Wolfe, was his “you'll be 
in good company” approach. Each 
prospective speaker was touted heav- 
ily on the other leading figures who 
had already agreed to appear. 

Finally, on the thind day, John 
Wolfe gave us his own standard sales 
meeting presentation, “Sell Like an 
Ace — Live Like a King!” Loaded 
with showmanship, this was certainly 
a high spot of our meeting. 

5. Stunts: Wolfe personally m.c.’d 
the entire three-day affair. We feel 
that the many stunts he injected into 
the proceedings were tremendous!) 
valuable to maintain enthusiasm. Nat- 
urally, main purpose of any sales 
meeting is to inform and inspire. But 
salesmen, generally, are not scholarly 
people. They also have to be enter- 
tained. 

Therefore, they were shown every- 
thing from money-making machines 
to rope tricks. However — and this is 
important — every gimmick was tied 
in with a specific point we wanted to 
get across to our men. Stunts are 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
small conference rooms—250 exqui- 
sitely appointed rooms—complete 
air conditioning. 
PLUS...Recreational facilities, includ- 
ing an Olympic-size swimming pool, 
tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


really valuable only when they prove 
something you want your men to re- 
member. 

We also learned that tailor-made 
stunts need not be costly. For in- 
stance, to tie in with our main 
“Golden Era” theme, we discussed 
the possibility of using a small model 
of a pirate’s treasure chest, from which 
swatches of cloth (or anything else) 
could be drawn. 

John Wolfe told us later that he 
had searched all over New York City 
for such an item, without success. 
Finally, on a weird hunch, he stopped 


in a liquor store right next to his 


. aS 2h ° 
Fag ht. 


office building, and there found ex- 
actly what he was looking for: a per- 
fect model of a treasure chest, de- 
signed as a gift package, which the 
liquor store owner presented with his 
compliments! 

Then, by rigging up a false bottom 
in the.chest, Wolfe seemingly was 
able to transform our product into 
dollar bills. There’s a lesson for sales- 
men! 

Our men were given gold buttons 
and gold neckties, imprinted with the 
words: “Helen Harper’s Golden Era.” 


6. Staging: Final elements that 


MOST EXCITING CONVENTION 
AREA IN THE WORLD...! 


Plan your convention for the one area in the world that has every- 
thing. Make Hawaii the prize of your sales incentive program 
For here are flawless climate, scenic beauty, and every conceivable 
facility for fun and down-to-earth business. 

There are convention halls and rooms of rare beauty and effi 
ciency. Exotic food to sample, and no other resort area in America 
offers such reasonable rates. 

For a rousingly successful meeting plan it in Hawaii. Or, if it is in 
one of the western states, schedule a post-convention tour to these 
enchanting islands. 

For more information about the world’s most exciting convention 
area, write or wire: 


HAWAII VISITORS BUREAU 


2051 Kalakaua Ave., Honolulu, Hawaii 
618 Wrigley Bidg., Chicago, IIlinois 
212 Stockton St., San Francisco, California 


LOCATED IN THE HEART 
OF PALM SPRINGS 
Write or phone for information 
or reservations 
Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 
Palm Springs RIVIERA 
1600 North Indian Avenue 
PALM SPRINGS, CALIFORNIA 
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Get more done and still have fun! 
the good balance you get 
sales meeting or convention 

’ reation nd entertcin 
of it, but not 
zed to the point it cuts 


Sure, worlds 


t Dusiness meet ngs 


For information write, Convention 
Department, Greater Tampa Ch amber 


+ Commerce 


m C,Chamber Building. 


If you mean business, 
come to... 


Gjad 


HILLSBOROUGH COUNTY, FLORIDA 


Facilities—for 25 delegates or 2500. 
Accommodations— Modern hotels and 
motels, at moderate year ‘round rates. 


Easy-to-get-to—by rail, air (9 air- 
lines), bus, or highway 


Service—experienced, cooperative 
Convention Department to relieve you 
of a lot of detail. 


In- 72M you'll get more done and still have fun! 


For a Ballroom 
or a Small Room 


| 


| Complete Convention Facilities in Chicago! 


+ Accommodations for groups + Outside hoist for giant aaameys, 
000 


from 20 to 2 


« Visual, audio, closed circuit 


4 


TV facilities 


* Suites, luxury bedrooms. 


| all air conditioned 


505 N. MICHIGAN AVE., CHICAGO 


automobiles, equipment 


« NEW 25-STORY ADDITION READY 
MID-SUMMER ‘60 increases capacity 
to 1100 rooms 


Michael T. McGarry, General Manager 
Tom McDonald, Sales Manager 


UNHURRIED, 
UNHARRIED 
CONFERENCES 


Conferences—large or small—are always 
more profitable in the relaxed atmosphere 
of The Manor's 3500 acre mountaintop 
estate. Our New Terrace Wing offers the 
finest in modern facilities. New Terrace 
Ballroom and Auditorium, additional con- 
ference rooms, Terrace Cocktail Lounge, 
complete banquet facilities. New indoor- 
outdoor Swimming Pool. 18 hole Champion- 
ship Golf Course. Every sport in season. 
Finest accommodations, delicious meals. 


Write for Conference 
Facilities Folder. 


POCONO MANOR 
INN 


Pocono Manor, Pa. 


Glenn W. Kissel, Manager « Betty J. Evans, Sales Mgr. 


John M. Crandall, V. P.. Gen. Mgr 
Phone (Mt. Pocono) tirwinal 9-3611 


Now Iowa’s largest 
and finest . . . and close 
to the auditorium! 


HOTEL 
SAVERY 


IN DES MOINES 


. . Middle America’s favorite 
convention city 


@ 3 large ballrooms; 
7 other meeting rooms. 


@ 425 guest 
rooms; free 
radio and TV. 
Air conditioned 
rooms | 


for Your DETROIT-AREA Conference or Executive Meeting 


come to The Dearborn Inn. Here, 
in a pleasant suburban setting, 20 
minutes from downtown Detroit, 
15 minutes from Metropolitan 
Airport, are the fine services of 
a gracious Inn with every con- 


Neighbor of HENRY FORD MUSEUM and GREENFIELD VILLAGE 


venience for group meetings and 
banquets for up to 350; com- 
pletely air conditioned. Write or 
phone for full information. 

Ricnarp McLain, General Manager 
DONALD JANKURA, Sales Manager 


Guest Accommodations 
135 beautifully ap- 
»inted rooms in the 
nn and the Colonial 
Homes with TV, two 
restaurants, cocktail 
lounge, all air condi- 
tioned. Free parking. 
Phone LOgan: 5-3000 
Teletype DE 380 


THE DEARBORN INN 


Oakwood Boulevard, 
Dearborn, Michigan 


Fine food, 
experienced 
catering 
service. 

® Closed- 
circuit TV. 
Plenty of 
adjacent 
parking. 

2 blocks to 
Veterans 
Auditorium. 
You'll feel at 
home at the 
SAVERY... 
a friendly 
BOSS hote! 


PAUL E. LEFTON 


General Manager 
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contributed to our success — and pos- 
sibly the most important of all — was 
staging. We knew that in order to 
have an impressive meeting we would 
need an impressive atmosphere, and 
John Wolfe showed us how to do 
that, too. 

Our meeting was held at Hotel 
Warwick in New York City, a small 
but fine hotel with excellent facilities 
and service. Tables were set up in a 
diagonal school-room arrangement, 
with good lighting and sound system. 
With small groups, these details are 
sometimes overlooked, but their im- 
portance can’t be stressed too strong- 
ly. With proper staging, we were 
able to create an atmosphere in which 
our over-all message could be pre- 
sented dramatically and effectively. 


7. Problems: Did we run into any 
unforeseen problems? Sure! No meet- 
ing can ever be run without a few 
hitches. 


"eer. % 


For instance, one of the outside 


speakers gave us a few worried mo- | 
ments when he started talking about | 
the bad things in today’s economy. | 
Obviously, we wanted our men to get | 


the bright side of the picture. So 
there’s a danger in allowing speakers 


too much free rein. Another speaker | 


arrived late, and our carefully planned 


program had to be shifted around to | 


accommodate our guest’s schedule. 

But, by and large, the entire meet- 
ing ran smoothly. If a little flexibility 
is mixed in with plans, almost any 
problem can be overcome. 


& Results? From the attitude of our 


men all during the three-day meeting | 


—and ever since—we’re convinced this 


was by far the most productive meet- | 
ing we have ever held. It was a small | 
meeting, but it seemed big—and pro- | 


duced big results. 
We believe it’s a worth-while for- 
mula for any firm to follow. 


Sos 


Snel 
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AgeSks? 


“| take it then, you’d rather not handle the sales 


meeting this year.” 
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Every sales executive should have a 
copy of this 16-page directory. You 
can depend on it to provide helpful 
suggestions when you plan sales meet- 
ings or training programs. 


TODAY! 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 
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Chicago 40, Ili. 
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GRAND OPENINGS “43% 

ANNIVERSARIES 27 
ALOHA SALES 
LUAU TIME 


7 me wet 4 


(Pf5))ORCHIDS OF HAWAII, INC 


Sales Office 
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305 - 7th AVENUE, NEW YORK 1}, N.Y 
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Please send me prices ond informotion on exciting 


new Howoiion display material, exotic giveowoys 
ond unique premiums, 


Company 


Address 


PEPSI’S EXHIBIT combines entertainment with self-promotional information. 


What's Pepsi Doing in Grand Central? 


Exhibit in railroad station is a tool to “market” company image. 


This summer's show was third in Investment Center. Exhibit is 


in two sections: one is crowd-puller, other tells growth story. 


Inside Grand Central Station, New 
York City, Pepsi-Cola Company ran 
an exhibit during July and August. 
Purpose was to “market” a company 
image to the general public, or at 
least to the thousands of viewers 
drawn from the terminal each day to 
see Pepsi's spectacular show there. 

As Pepsi-Cola President Herbert L 
Barnet says, “In our company, mar- 
keting is an all-embracing corporate 
function. The Grand Central exhibit 
is the result of this ever-widening in- 
fluence within the company, where 
new marketing tools and their appli- 
cation are constantly being sought.” 

Situated in the Merrill Lynch, 
Pierce, Fenner and Smith Investment 
Information Center in the main ter- 
minal, Pepsi's “Growth Story” com- 
bines showmanship and _ entertain- 
ment with self-promotional informa- 
tion. It is the only type of exhibit 
that Pepsi-Cola has ever attempted 
and probably the only one of its kind 
in existence. 

It first appeared during July and 
August, 1957. Merrill Lynch rents 
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this same space to top corporations 
every two months. When Pepsi first 
appeared with this revolutionary ex- 
hibit in the summer of 1957, it made 
such a hit that Pepsi was invited back 
for a second and third try. Attend- 
ance figures have far surpassed pre- 
vious co-exhibitor records. 

The display consists of two sec- 
tions. Crowd-puller is “Syncopated 
Waters,” which can be seen across 
most of the main concourse of Grand 
Central Station. Hundreds of ‘jets 
and spray patterns of water gyrate in 
syncopation with colorful music and 
lights. In the background is a huge 
plastic - covered photograph of a 
mountain lake scene. The whole sec- 
tion is integrated by foliage, a rock 
garden and pools of water. This lus- 
cious setting and the air-conditioned 
area provide a cool and pleasant at- 
mosphere for Pepsi-Cola. 

But purpose of the exhibit is not 
merely to surround the idea of Pepsi- 
Cola with pleasant associations. The 
adjacent section—a long wall of mov- 


ing blocks, bar graphs, lighted words 


and colorful panels—is the “sell” sec- 
tion of the show: “The Growth of 
Pepsi-Cola Through Dedication to 
Quality.” It tells of the progress of 
the company from 1950 (when pres- 
ent management took over) through 
1958—a period of eight years in which 
Pepsi-Cola case sales rose over 160% 
compared with 32% for the industry 
as a whole and earnings rose over 
800%. A movie on the production 
of Pepsi-Cola is also shown and it 
holds the crowds surprisingly well 
between water shows. 

To whom is the exhibit directed? 
Does it appeal to everyone who stops 
by, the daily thousands of commu- 
ters, stockholders, non-stockholders, 
Pepsi drinkers, non-Pepsi drinkers? 

First of all, the exhibit is not di- 
rected to the consumer. Nor is it 
directed to holders of Pepsi stock. 
Primary purpose is not to market the 
product, but to market the men, ideas, 
talent and organization behind it. 
Although pleased by the show and 
pleasureful surroundings, the viewer 
also sees behind them a company that 
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GIVE YOUR MEETING FOREIGN FLAVOR—IN PUERTO RICO, U.S.A.! 


COMPLETELY AIR CONDITIONE ’ ‘ 
> Yes, you'll be meeting away from the ordinary, 


enjoying the different attractions ofa 

foreign land...yet you can make yourself 

right at home in Puerto Rico — it’s a part of 
the USA, and the welcome is as friendly as 

the weather! Plan now to reserve the luxurious 
LA CONCHA — Puerto Rico’s newest — in the 
heart of San Juan. You'll be sure of superb 

food in a variety of charming dining rooms... 
you'll enjoy a beach, cabana club, 

cocktail lounges, night club...and the kind of 
service, comfort, and atmosphere that will give 


HOTEL, BEACH & CABANA CLUB your conference, your delegates, new spirit! 
SAN JUAN / PUERTO RICO 
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spectacular EVERYTHING IS HERE FOR ANY SIZE MEETING! 
CLUB j 

LA CONCHA 3 250 luxurious guest rooms and suites, with 
cooperating hotels nearby bringing the total of 
deluxe accommodations to over 700. Spacious, 
air-conditioned meeting rooms — flexible and 
completely equipped — that can accommodate in 
supreme comfort any size banquet or meeting from 
a small executive conference of 10 to a large 
meeting of 700, or a sumptuous banquet of 600 
in Las Nereidas Room, In addition — an expert 
convention-trained staff will take care of all 
details, supply you with all accessories. 


a giant shell 
set on the 


ocean's edge! 


EL 
MIRADOR @& ‘fe HENNING MOGENSEN, Manager 


kta 


No visas, passports, or vaccinations necessary for U.S. citizens. 
Only 6 hours by air from New York; only 4 air hours from Miami. 
Comprehensive convention brochure sent on request. 


Representatives — WILLIAM P. WOLFE Organization =%) 
AN ASSOCIATED FEDERAL HOTEL / Cecil Mills, President . 
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FLY TCA TO THE CANADIAN ROCKIES 


MEETING IN JASPER NATIONAL PARK Canada has excellent facilities for... 

A friendly resort in Canada’s Rocky Mountains CONVENTIONS— Montreal and Toronto for big conventions...mod- 
ern, well-equipped hotels...plenty of after-hours entertainment. 
matt i rag CR. ; ‘ POST-CONVENTION TriPS—A foreign land at domestic prices. A pano- 
small . = ention. The work gets done me plenty rama of interesting things to do in the world’s second-largest 
of time for fun. More and more U. S. business- country. 

men are discovering that Jasper, Banff, Lake TRANSPORTATION— TCA flies the smoother, quieter, more com- 
Louise, Calgary or Edmonton fit all the require- fortable turbo-prop Viscount to and through Canada. It costs 
ments for constructive, enjoyable get-togethers. less by air with more time there. 


/ ts» 


For planning assistance, see your Travel 
Agent or contact TCA in Boston, New York, 
Tampa/St. Petersburg, Miami, Cleveland, 


Detroit/Windsor, Chicago, Seattle/Tacoma, 


ban angels or bon Pranic. TRANS-CANADA AIR LINES 


is the right place for your Sales Meeting or 
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For a meeting with everyone’s approval, the 


10 MILLION DOLLAR CONVENTION PLAN 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


* Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
for a “meeting with everyone's approval!” 
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Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 


Seven meeting rooms for groups of 10 to 500 
50,000 square feet of choice exhibit area 


®@ Sunlit pools, cabana and play areas for 
outdoor fun and meetings 


pe Pt 
Taw, | » ee © Complete inventory of equipment 

if ha ee FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT. OF PRIVATE WHITE SANDY BEACH 
2POOLS + 100% AIR CONDITIONED 
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EV ! lh cE For complete information and newly-published 
HOTEL free copy of our FULL-COLOR GUIDE TO THE 


A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach er 
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Vice President & General Manager > 
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is “setting the pace in the soft drink 
industry,” a company of dynamic 
leadership and growth, a company of 
the future. 


According to Merrill Lynch phi- | 
losophy, everyone is a potential stock- 
holder, whether it be of Pepsi-Cola | 
stock or AT&T. But not everyone is | 
going to come in and gaze at some | 


heavy statistics to prove the value 


and future of the Pepsi-Cola Com- | 


pany. Other co-exhibitors have proven 


this. “By adding showmanship and | 


entertainment with an interesting pres- 
entation of ideas, we have greatly 


leavened an otherwise indigestible | 


loaf,” Pepsi President Barnet says. 


A child on his way to a train for | 


camp is as impressed with the exhibit 
as a businessman and stockholder on 
his way home to Westchester, albeit 
for different reasons. Both will take 
in the spectacular water show, per- 
haps twice. But the businessman will 
turn to the mobile “Growth Story” 
display and study its every detail. 
True, the exhibit is designed primarily 


to reach this kind of person and to | 
communicate to him a definite image | 
of the Pepsi-Cola Company. But it | 
also indirectly upgrades both the 
image of the product and company | 


in the mind of the least curious view- 


er who may not read a word of the | 


message. 


What kind of success has Pepsi- | 


Cola had with this exhibit? This is a 
tough question which should be an- 
swered qualitatively as well as quan- 
titatively. Pepsi knows that about 
10,000 people a day pass through the 
electric eye leading to the display 
and many stay a long time. People 
call up on the phone to the Invest- 
ment Center and ask when the next 
show goes on, sometimes coming 
even from Long Island to see it. Manv 
stay on for several shows, which last 
20 minutes and go on twice an hour 
from 10 am. to 6 p.m. Greatest 
crowds are from noon to 2 p.m. 

But what about the “sell” part of 
the show, the growth storv? How 
much of a marketing job has been 
done with the written word? It is 
difficult to say how much people’s at- 
titudes have been changed in such a 
situation and what they have come 
away with. But comments overheard 
on this score are usually similar to: 
“Here’s a really hot company!” “Look 
at that track record!” “Have they 
passed Coke yet?” 

From all indications Pepsi-Cola is 
putting over its intended message and 
doing it with dramatic impact. Mere 
presence of an exhibit in the Center 
is prestigious. Pepsi-Cola Company 
has taken this opportunity and ex- 
ploited it as an actual marketing tool. 
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A Declaration of 


INN-DEPENDENCE 


An alliance of independently - ' ged hotels 
where innkeeping is still in keeping 


ifference in hotels is in the way 
uasunet An independently-managed 
hotel caters to individual requirements. All Dis- 
tinguished Hotels are dedicated to the snes 
tion that hospitality cannot be mass-produced. 


ONE CALL DOES IT ALL! 


For complete information about the unique 
meeting and convention facilities A sd 
Distinguished Hotel, inquire at any 0 
hotels or service offices listed. 


DISTINGUISHED HOTELS 
NATIONAL 
CONVENTION NETWORK 


» ATLANTIC CITY Chalfonte- 

SO EL EHIA Bellevue Stratford; 
PITTSBURGH —_— oan 
DETROIT Park Shelton; CHICAGO Drake; ST. hase- 
Park he DALLAS Adolphus; OKLAHOMA ok vena 
SALT LAKE CITY Utah; SAN FRANCISCO Mar! : 
LOS ANGELES Ambassador. . : 
Cooperating with Hotel Corpersts of Aamrice: 
K Roosevelt; BOST me 4 
WASHINGTON Mayflower; CHICAGO Edgewater Beach. 


Service Offices: Robert F. Warner, Inc. in New York, 
Boston? Chicago, Washington, Toronto, pow at Bigg Bn 
Fawcett, Inc. in Dallas, San Diego, on —, 
Barbara, San Francisco, Portland, Seattle, Va 4 
Executive Offices: 
17 E. 45th St., New York 17, MUrray Hill 2-4300. 


NEW YORK Biltmore, 
Haddon Hall; PHILA 
BALTIMORE Lord Baltimore; 


London; Glen W. 
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BANNERS of window blind fabric lettered in red and black were rolled down 
during the presentation to cover up the animal drawings. This quickly changed 
the set and portrayed the prizes. New card was then placed on the easel. 


Simple Props Turn Session 


Into Gay Carnival 


DuPont stages two meetings to excite salesmen with upcoming 


consumer contest. Props are inexpensive and all fit into one box. 


Tape recorder supplies all the music, fanfare and sound effects. 


By C. A. WESLAGER 


“Get your tickets to the big show! 
Hurry! Hurry!” Shouts came from 
three clowns who burst into the 
West Ballroom of Shoreham Hotel, 
Washington, D.C., introduced by 
a clatter of cowbells, whistles and 
horns. Audience—50 salesmen of Du- 
Pont No. “7” products (auto pol- 
ishes, waxes, radiator chemicals) had 
seated themselves 40 minutes before 


70 


to what appeared to be a convention- 
al lunch on the first day of their an- 
nual sales meeting. 

Morning program had been opened 
by their manager, H. R. La Towsky, 
followed by other speakers, after 
which the meeting recessed for 
lunch. 

Air was suddenly charged with ex- 
citement, as the clowns (three mem- 


bers of the sales office staff) passed 
out printed tickets to “Lucky 7” Car- 
nival. Tickets read that the show 
would start at 1:30. It was then 1:25. 
Salesmen followed the clowns down 
the corridor, now blazoned with bill- 
board posters reading, “This Way to 
the Big Show.” “Colossal!” Spectacu- 
lar!” Tickets, on which each man had 
written his name, were collected at 
the door of the meeting room. Carni- 
val music blared from the loud- 
speakers via tape recorder on which 
record music had been timed and 
taped). 

Stage curtains had been opened to 
reveal a simulated circus wagon bril- 
liantly lighted. When seats were 
filled, music reached a crescendo and 
lights went off. In the dark, a rocket 
count-down came over the speakers, 
ending in a terrific roar, as the lights 
came on. Simultaneously two mem- 
bers of the sales staff, wearing straw 
hats, blazers, and carrying canes, en- 
tered from either wing, spieling in 
the fashion of sideshow _ barkers. 
(Clown and barker costumes rented 
from Van Horn & Son, Inc., Phila- 
delphia.) 

A card, lettered with innumerable 
7’s was displayed on a lighted easel, 
and one of the barkers explained to 
salesmen that those who were luckv 
enough to have their tickets drawn 
would receive a free guess as to the 
correct number of 7’s on the card. 
As his name was read, the man arose 
and gave his estimate. Gag prizes 
were awarded—a glowing electric 
bulb for the man who had “almost 
seen the light,” a fake snake for 
the man with a “low-down guess,” 
a fireman’s hat and miniature fire hy- 
drant for the man who was “red hot,” 
etc. 

Climax came when one salesman 
(coached in advance) answered his 
name by standing and calling out, 
“There are exactly 777 sevens on 
that card!” 

“You're absolutely right!” the bark- 
ers shouted in unison. Clowns 
pranced, as they ushered the winner 
to the stage. 

“You've won the grand prize!” the 
first barker exclaimed, pumping his 
hand. “How much do you weigh?” 

“About 190 pounds,” the salesman 
replied. 

Clowns carried in a second chart 
to illustrate the number of silver dol- 
lars equivalent to various human 
weights and placed it on the easel. 

Barker continued, “You have won— 
(pointing alongside 190 pounds on 
the chart) exactly—$3,230 in silver 
dollars. Bring in the money to the 
lucky winner!” 

From the wings, the second barker 
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SURPRISE IN CHICAGO 


You should know these surprising facts 
about Chicago’s incomparable 


Drake Hotel before you schedule your next 


meeting—large or small... 


\ 


IW 


x 


1. While The Drake is one of America’s most distinguished 
hostelries, it doesn’t cost one cent more than other 
leading hotels to headquarter your meeting here. 


2. The Drake is “alive.” Meetings go like clockwork and 
everyone enjoys the warm, hospitable service in a set- 
ting of luxuriant comfort. 


a - Che SOvake Now $8,000,000 new! No hotel in the 


midwest can match The Drake for unsurpassed con- 
venience, location, facilities. 4 major meeting rooms 
accommodating up to 800, plus 16 committee rooms 

LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE . s 
SUPERIOR 7-2200 TELETYPE NO. CG1586 for functions of 12 to 300. 700 guest rooms. 100% 


G. E. R. FLYNN, Vice President—Sales air conditioned. May we tell you more? Phone or 
H. B. RICHARDSON, Convention Manager write for brochure. 


HOTEL 
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FOR YOUR SALES MEETING, CONVENTION OR TRADE SHOW IN 


KANSAS CITY 
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JUST COMPLETED 


EXHIBITION HALL 


AN ENTIRE FLOOR = 10,500 SQ. FT. 


.. . designed for trade shows and 
conventions. Specially wired and 
lighted for exhibition purposes... 
AC current, 110-220 voltage 
radio and television outlets 
public address system .. . spot 
lights . . . natural gas and water 
connections . . . platform and stage 
. . private office with telephones 
for show manager built-in 
registration desk . . . check room. 


Less than 10 minutes to 
Airport or Union Station 


100% AIR-CONDITIONED 


Sn Addition— 


3 FLOORS exclusively for Ban- 
quets, Meetings and Exhibits. 


Grand Ballroom alone accom- 
modates meetings of up to 900 
persons; completely equipped, 
including closed —circuit TV 
cable. Additional smaller rooms 
adequate for your convention 
in its entirety. 


Beautiful, comfortable guest 
rooms .. . Dining Room fea- 
turing open-hearth broiling, 
specializing in K. C. Steaks... 
Coffee House .. . luncheon 
specialties in Lounge .. . two 
delightful Cocktail Lounges .. . 
entertainment evenings .. . 
olympic-size indoor SWIMMING 
POOL for registered guests. 


for complete information 


write, telephone or wire: 
NOEL DANIELL, Manager 


IN THE HEART OF DOWNTOWN 


BALTIMORE AT ELEVENTH e 


TELEPHONE HArrison 1-6040 © 


KANSAS CITY, MISSOURI 


TELETYPE KC-457 


CHICAGO OFFICE: MOHAWK 4-5100 


BUFFALO'S MIDTOWN HOTEL GROUP 


~*3 ary ¥ 
WOTH LENOX OTE SHERATON KLEINHANS MUSIC 


a4 Md _~— 
rar. 22 oF 


HALL HOTEL STUYVESANT MOTEL WESTBROOK 
TWO BLOCKS OF BANQUET AND CONVENTION FACILITIES FOR 12 TO 1200 PERSONS 
IN 5 TO 500 ROOMS WITH 90,000 SQ. FT. OF EXHIBIT SPACE. 
@ Air conditioned bedrooms 


WRITE FOR INITIAL BROCHURE!! 
Tom McMann 
Director for Sales 


@ Large screen television 
@ Conference rooms 
@ Free parking for 500 automobiles 


@ Drive-in entrances for motorists 


245 ELMWOOD AVENUE © GRant 8035 


BUFFALO, NEW YORK 


pushed in a wheelbarrow (borrowed 
from the local hardware dealer), brim- 
ming with filled money bags (empty 
bags contributed by Wilmington 
Trust Company). One of the bags was 
opened, and silver dollars spilled into 
the salesman’s hands. Feigning as- 
tonishment, he exclaimed, “Gee can 
I really keep it?” 

“Sure, it’s all yours,” the barker re- 
plied. “Take it, and enjoy yourself!” 
Assisted by the clowns, the salesman 
wheeled the money down a runway 
and through the center aisle, to the 
rhythm of a circus march. 

Audience was hilarious—but puz- 
zled. They were taken by surprise, 
still had no idea what it was all about. 
Every man was on the edge of his 
seat, wondering what would come 
next. 

At this point, the assistant sales 
manager came on stage. He explained 
that the scene the salesmen had wit- 
nessed was their introduction to the 
1959 advertising and promotion plan 
for DuPont No. “7” products, some- 
thing new to this business. 

“Yes,” he said “during 1959 we are 
going to stage a big consumer con- 
test, and first prize will be silver dol- 
lars, just as in the performance you 
have witnessed. Entrants will count 
the 7’s on a contest entry blank, just 
as you men did, but the prize-winner 
will receive not his weight in silver 
dollars, but to publicize the No. “7” 
trademark, we will offer. . . .” 

At this point, a string was cut on 
a banner that had been rolled up 
like a window blind above the first 
animal poster on the circus wagon. 
As it unwound, trumpets on the tape 
recorder sounded a fanfare. Words 
on the banner screamed: Seven Times 
Your Weight In Silver Dollars. 

“Instead of winning $3,230, a win- 
ner weighing as much as your fellow 
salesman would receive $22,610 as 
first prize! Moreover, minimum first 
prize is $15,000—even a midget in 
Ringling Brothers circus would win 
that much. But there’s no limit—if 
the fat lady weighing 600 pounds 
should win, she can claim silver dol- 
lars equal to seven times her weight.” 

First weight card used in the skit 
was. flipped over. Opposite side 
showed a range of human weights and 
their equivalent in dollars when mul- 
tiplied by seven. Audience gasped 
at the magnitude of the figures. 

Three other banners were succes- 
sively rolled down, each to a fan- 
fare, as the speakers went on to des- 
cribe seven second prizes (LeSabre 
Buicks), 77 third prizes (Philco port- 
able TV sets), and 777 fourth prizes 
(G.E. transistor radios). 

Each banner had words across the 
top, which fitted together in a final 
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composite reading, “The Lucky Line 
for 59.” First stage background was 
altered by the simple expedient of 
rolling the four banners down the 
side of the simulated wagon, and 
changing the easel card. 

Meeting continued with an explan- =. 
ation of a dealer “Sweepstakes” prize hd) oe 
plan to tie in with the consumer con- 8 n 
test, and built up a dramatic presen- 


tation of the national, local, and trade Everything is J 


advertising to support the contest. 
Clowns and barkers participated, with NEW 
the show ending in a circus parade, 
with a 16-ft. banner to list media 
and circulation figures. At the con- 
clusion, silver dollar tie clasps (real) 


ed ih 
were given to all the men, and a com- : | f d . 
plete “selling” kit with sample en- | specia y or you ani your meetings 
try blanks, ad schedules, ad reprints. 

Salesmen attended a cocktail party In the summer of ’60 Detroit’s new Cobo Hall will make its bow 
that evening where a prize of “Seven as an impressive showcase for companies such as yours. A year 
Times Your Weight In Pink Lemon- later the magnificent Convention Arena will begin hosting your 
ode” wes. Qeitisad festivities. New hotels and motels are already reflecting the luster 

To add further to the evening ex- of Detroit's newness. ae , 

a a But the newness of Detroit is more than skin deep now that we 

citement, bags of silver dollars | ff te - : é 
ania es ei leas ellen ie. | offer our newest service . . . a service that consists of newness itself. 

awarded to Ue Wwamer calier Bm When your company goes on display it can perform in style by 

day were wheeled in. Announcement | having all new booths and accessories. Our complete new inventory 

was made that he had unselfishly of draperies, carpeting and furnishings will give your display the 

agreed to “share the wealth” with setting it deserves. 

his associates. Each man was per- 

mitted to put his hand in the bag ALL NEW a nterwr Poa booth frames—safe, sturdy and easily 

adjustable. 


» 

o 

hs 
NN 


» 


and told he could keep as many dol- | 
lars as he could withdraw. Then came | ALL NEW Luxurious draperies and carpets in the shades and 
another surprise: silver dollars were | textures that good taste demands. 

aluminum _ pocket-pieces embossed ALL NEW Bright, comfortable molded glass fiber chairs. 
with a horseshoe and copy reading, ALL NEW ° 

“No. ‘Il’ The Lucky Line for ’59.” lables, ash trays, lamps and other accessories. 


(Coins from Martin Meyers Co., Phila- So, pull this page and drop it in your file labeled 

- ; So, p his page ¢ in your file labeled ** con- 
delgais: ef — oy gion 4 later ventions.’’ Or better yet, drop us a note now and get the 
given each salesman for distribution full story of our convention services and our tasteful, 
to wholesalers and dealers. budget-hugging display work. 


Identical presentation was made to 
a group of approximately the same . | ] 
number of Western No. “7” sales- L/S |P| LIA Ry 
men at Broadmoor Hotel, Colorado | se 
Springs, by the same cast. Celotex | X Ei 4 |B) 1|T COMPANY 
board, wood strips, and aerosol lac- 
quer were bought locally ($35). Ban- 1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 
ners, printed tickets, posters, wheels, 
easel cards, and oilcloth were de- 
signed to fold into a single carton 
carried by hand from Wilmington to 


both meetings. Spotlights and ampli- 
fying equipment were part of the ae 


hotel stage equipment. | . , : 
: ang ; fl a iS 2 BLOCKS FROM 
Script was written and dialogue ; CONVENTION HALL 
thoroughly rehearsed in the Wilming- aur tas 

, ¢ " m 4 ! 
ton office in advance of meetings. Ideal location — serving the nation CONDITIONED 


Stage was set the afternoon before eS 

. H . " 
each meeting by performers and a | Convenient to “everywhere He. snnedilll 
dress rehearsal held the same eve- +e . . 

. the same eve 8 airlines — 5 national highways siensiiliiins 


ning. | : 2 ad AND SCREENS 
Use of dramatic techniques put 7 railroads — complete convention facilities to make 


by pe nig ‘ : ROOMS NEWLY 
over this phase of the sales meeting your meeting the greatest. 
in a fast and entertaining way. It 


CONVENIENT 


excited salesmen and they carried on 

. . -g i 
their enthusiasm for the contest pro- 4 MEMPHIS Ho 
gram back to their territories and e SCOTT J. STEWART EE 


FR 
; ; Managion. © : 
their customers. The consumer is now ctniecdtisinn st pateninedinbommnnnted 
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Designers and Manufacturers of Displays, Animations, Training 
Devices, Exhibition Buildings and Sales Presentations 
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E> Southwest's 
SOMETHING NEW Sage _ most popular 
‘under the Sun Bax 77 wmuma, || Meeting Place 


Nassau Beach Lodge, the newest name ‘ 
on Nassau’s map! Meet here in quiet Sites a Your visit to Phoenix, for pleasure 
seclusion and when deliberations are ; / , > ey ¢ Se ee pe 
done, play your problems away under ~ ae headquarters. 

the Bahamian sun, Swim in gentle surf . p Saal Entire hotel air conditioned by 

or pool, sail, fish, water ski and skin- § fae oe Se 500 delightful rooms and patio suites. 


dive, play tennis and golf, sightsee and pie rm med room, coffee shop, cocktall 

shop (bargains galore). Nightlife in d sd ene Palm-shaded patio and pool. 

Nassau or at the Lodge is marvelous, P aie Be a | rooms Ter Grape of S to 1908 
» perfe j . Bits Complete convention service 

the pe rfect topping to a pleasant and Ss panne y 

productive meeting. ‘ ‘ Central yoy a parking. 


Open the year aroun 
Get further details from: 278 ROOMS, nape 5 The Westward Ho’ 
Arthur L. Norton, Nassau Beach Lodge, 22 SUITES - ss underbird m seats 


Nassau, Bahamas; or WILLIAM P. WOLFE CONVENTION ‘ . 

: SLES ACFE atre stage. Street level 
ORGANIZATION, REPRESENTATIVES “ALL FOR 300° j doors for display de- 
New York, 600 5th Ave. and Boston * Chicago COMPLETELY LoDeE: veries. 


Cleveland * Miami ¢ Philadelphia * Toronto “!®-CONDITIONED NASSAU - BAHAMAS 


COME TO AMERICA'S ONLY INTERNATIONAL PLAYGROUNDI 


th, 298 Ost 


FOR BEST-EVER Conventions 


All convention activities under one roof « Groups to 800 e American 
Plan « Ample meeting rooms, at no charge ¢ Fabulous Beach and 
Tennis Club ¢ Swim in heated, outdoor pool or ocean ¢ Deep sea 
fishing « Dancing « Championship Golf Course, so closeby! ¢ Racing, 
Jai Alai, Bullfights in nearby Mexico ¢ Everything! 

FAMOUS ALL-YEAR RESORT 

A FEW MINUTES ACROSS THE BAY 

FROM SAN DIEGO 


HOTEL WESTWARD HO 


Phoenix, Arizona 


eee ee 


Hotel Del CORONADO 


KLINGENSMITH, MANAGING DIRECTOR CORONADO, CALIFORNIA 


— 4 


on 
| Washington’s most convenient 
meeting place... 
with every modern facility for a confer- 
ence or a convention. 
Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 


The Chantecler 1. complete hotel for conventions, meetings; | | attractive dining facilities. Capacity 20 
45 miles north of Montreal in the Laurentians | to 1200. Write for complete convention 


Plan a successful event in this unique lake-and- French cuisine ¢ delightful atmosphere in _pic- information. 

mountain area where Canada's premier year-‘round turesque French-Canadian setting © reasonable | . . 

resort offers every service and facility. , American Plan rates © all sports in season plus the Willard, Washington, D. Cc. 
Accommodates up to 225 people © variety o indoor heated solarium pool, For folder, write er ° ; ” 

large and small meeting rooms with necessary to S. M. Powell, Chantecler, Ste, Adele, P. Q., | The Residence of Presidents 

equipment ¢ banquet facilities © outstanding Canada. | j4th Street & Pennsylvania Avenue, N.W. 


Telephone: NAtional 8-4420 » Teletype WA732 


MEMBER HOTEL SALES MANAGEMENT ASSOCIATION 
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learning about the “Lucky 7” contest 
through a major advertising program. 
Dealers and wholesalers, who were 


all primed weeks in advance by No. | 
“7” salesmen, are giving it 100% sup 
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MIKE WALLACE-type interrogator interviews an industrial distributor in the 
film. Initially he is against industrial distribution but later is converted. 


Film on Industrial Distribution 


Informative and entertaining film on industrial distribution has 
been released by Standard Pressed Steel Co., Jenkintown, Pa. 

Twenty-minute 16-mm film relies on a Mike Wallace-type inter- 
view technique for its lively format. It covers principal ways the 
industrial distributor serves both the industrial buyer and supplier 
alike. Film is entitled “A Talk With Mr. D.” 

SPS produced the film as a needed missing link in the distribu- 
tors’ sales and promotion program, reveals. Leonard H. Clark, mar- 
keting manager. “In many quarters today, industrial distribution 
is still the least understood important function in our economy,” 
he says. “The distributor is vital to industry. We, and many com- 
panies like us, rely on him to sell our industrial products. A stream- 
lined audio visual was needed to tell this story,” he adds. 

Variety of industrial supply products used in the film permits 
its showing by manufacturers of virtually any product. Sole men- 
tion of SPS is in the opening credit lines as producer of the film. 

Film centers around an interview with Mr. D—, typical indus- 
trial distributor. Interviewer is a Mike Wallace-like interrogator 
who initially is a doubting antagonist but subsequently becomes a 
convert to industrial distribution. Woven in for pace are episodes 
and scenes in distributors’ offices that illustrate various services 
performed by Mr. D. 

Of particular interest is the good-natured caricature of the Ner- 
vous Purchasing Agent — his company buys everything direct — 
and the Confident Purchasing Agent — he buys mainly through the 
industrial distributor. 

Prints are available from SPS to show at your meeting. Write to 
Standard Pressed Steel Co., Audio/Visual Dept., Jenkintown, Pa. 
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Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library - 
Play Room, Television, Radio 
and Dancing + Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails + Swim- 
ming in Olympic-size pool 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1959 
TO 1964. 


for infermation write or call 
Howard F. Dugan, Inc. 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 
or 
Leretta &. Ziegler, Convention Manager 
. 
Cigerd BR. Cillam, Ceneral Manager 


FOREMAN’S WIFE and six 
children hear him explain 
an operation to the audi- 
ence during open house 


Essentials for Open House 


Gardner-Denver celebrates 100 years in business with open 


houses at its plants. Tells about firm, importance to community, 


how our economy works to benefit all. Offers opportunity for fun. 


High on the list of Gardner-Denver 
Company plans to dramatize its 1959 
celebration has been a 
series of “open houses” at its plants 


centennial 


around the nation. Because of careful 
advance planning, open houses have 
been successful in their job of telling 
thousands of persons about the 100- 


TERRY BATCHELOR, production worker's son, tries executive vice-president’s chair. 


year-old firm. 

Events in such main plant cities as 
Quincy, Ill., Denver, Colo., Grand 
Haven, Mich., and Woodstock, Ont., 
are designed to promote the world- 
wide company in the communities 
where it has manufacturing facilities. 
Local celebrations have portrayed the 
firm as a producer of equipment for 
basic industry, as a good place to 
work and as an important factor in 
the economic life of the community. 
Gardner-Denver management is en- 
thusiastic about results. 

“We believe, for example, that the 
Quincy open house carried out our 
purposes in all respects,” says Gard- 
ner-Denver President Gifford V. 
Leece. “By showing Quincy the 
operations of the company and how 
it contributes to the benefit of the 
entire community and nation, we be- 
lieve that our already good relations 
with Quincy-area citizens and _insti- 
tutions will be even better.” 

Leece was among principal greeters 
at the first open house celebration in 
Quincy, where the firm was founded 
in 1859 and where it still is head- 
quartered. An estimated 4,000 per- 
sons took advantage of the oppor- 
tunity to see the workings of the 
Front Street plant, Gardner-Denver’s 
biggest single facility. They were 
taken on conducted tours that in- 
cluded explanations of how the plant 


GIFFORD V. LEECE, presi- 
dent, welcomes visitors to 
Gardner-Denver’s first open 
house. Hostesses prepare 
to distribute literature. 


BABIES BALK at attempts to 
line them up for a “formal” 
photograph during open 
house at Grand Haven. 


GUESTS LINE UP for refresh- » | 


ments after a tour of 
the plant in Quincy, Ill. 
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turns out everything from a quarter- 
horsepower air compressor to a 1,250- 
horsepower pump. 

“Highlight of this open house 
seemed to be the largest machine tool 
used in this Quincy plant,” says Vice- 
President C. M. George, who is in 
charge of the three Gardner-Denver 
plants in the Quincy area. “Crowds 
were fascinated by the 160,000-pound 
horizontal boring machine. Its price 
tag of $175,000 helped show the 
enormous investment American busi- 
ness has made to make our standard 
of living the highest in the world. 


This time... Meet amidst splendor 


iJ 


Part of the selling job of an industrial 
open house should be to sell our free 
enterprise system by the best method 
—direct illustration.” 

Pattern of all Gardner-Denver cen- 
tennial open houses is similar. Plenty 
of guides are on hand for a plant tour 
that is so well marked that a visitor 
can make it on his own if he wishes. 
Employes at work in shops and offices 
demonstrate how they handle their 
jobs. Tours include everything from 
how raw materials are worked to fin- 
ished products in action. 

There also are photographic dis- 
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IN PICTURESQUE SANTA FE 


Meet at the center of the ‘‘most interest- 
ing hundred mile square in America’’ and 
enjoy the matchless accommodations of 
one of the world’s most charming hotels. 
La Fonda provides a unique background 
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“PURNACE CREEK ~ 
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for memorable meetings. Meeting rooms, 
banquet facilities, ideal year ’round cli- 
mate. Available for meetings of up to 300 
from after Labor Day to June 30, for 
smaller conferences year ‘round. 
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IN DRAMATIC DEATH VALLEY 


plays to show the growth of Gardner- 
Denver in 100 years from a one-room 
machine shop to a world-wide manu- 
facturer of equipment for basic indus- 
tries—petroleum, construction, mining 
and general production. A 17-minute 
centennial movie describes the com- 
pany’s growth and present activities. 
It is run continually for visitors. Sou- 
venir booklets and other company 
literature are available to visitors. 

“An important factor in any open 
house is fun,” says B. P. Spann, Gard- 
ner-Denver vice-president in charge 
of employe relations. “It should not 
be overlooked. We made sure that 
there were balloons for children, re- 
freshments for everyone and an all- 
around festive atmosphere. There 
also was a nursery so that parents 
could take the tour knowing their 
small children were under careful 
supervision.” 

Executives in charge of the Grand 
Haven open house say that the nurs- 
ery there received at least as much 
attention from visitors as the exhib- 
its of air tools, such as drills and 
wrenches, automatic “wire-wrap” ma- 
chines that make solderless electrical 
connections, and other equipment 
produced at the plant. More than 60 
children were left in charge of a 


YEAR-ROUND CONVENTION-LAND! 


The perfect setting for 
successful conventions 
... large or small. The 
BERKSHIRE HILLS, 


site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 
all sport facilities, theatres, 

and art galleries. 


Meet in the midst of scenic wonders—in 
an atmosphere both relaxed and luxuri- 
ous. Unsurpassed recreational facilities, 


and sightseeing trips. Furnace Creek Inn 
can accommodate groups up to 175 dur- 
ing November, December and January. 
Smaller conferences November 1 to 
May 1. 


including. swimming pool, tennis courts, 
nine-hole golf course, horseback riding 
ideally located... 


DISTINGUISHED ACCOMMODATIONS AMID SCENIC SPLENDOR 
135 miles from 


La Fonda, Sante Fe, N. M, Ac- Fred W. Witteborg, or Fred Harvey 


commodations for groups up to 300 
after Labor Day to June 30. Write 
Manager, W. W. Wallace. Phone: YUcca 
a Teletype: SANTA FE, N. M. 


Alvarado Hotel, Albuquerque, 
N. M. Accommodations for groups up 
to 150 all year. Write Manager, Ray- 
mond W. Williams. Phone CHapel 
7-0711, Teletype: AQ 62. 

Furnace Creek inn, Death Valley 
National Monument, California. 
Accommodations for groups up to 175 
November 1 to May 1. Write Manager, 
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Reservations Office, 530 W. 6:h Surees. 
Los Angeles 14, California. Phone: 
MAdison 7-8048, Teletype: LA 1465, 
E| Tovar Hotel, Bright Angel 
Ledge, Grand Canyon Nationa! 
Park, Arizona. Accommodations fo: 
groups up to 200 October 1 to April 
30. Write Grand Canyon Reserv. Office. 
Phone: Grand Canyon 181, Teletype: 
GRAND CANYON ARIZ 3723. 


Or Contact: Monte S. Gordon, Fred 
Harvey, 530 W. 6th Street, Los An- 
geles, Calif. Phone: MAdison 7-8048, 
Teletype: LA 1465. 


no! 
Hawey 


HOTELS 


NEW YORK 
and BOSTON. 


for complete information on 
group meeting facilities in the Berkshires, write 
CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE 
50 SOUTH STREET, PITTSFIELD 96, MASS. 
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registered nurse and volunteer baby 
sitters while their parents made the 
plant tour. 

About 3,000 persons attended the 
Grand Haven open house, according 
to B. D. Maddox, Gardner-Denver 
vice-president in charge of facilities 
at both Grand Haven and Reed City, 
Mich. Many visitors were members 
of families of employes. 

“We believe it is important to set 
aside a specific time for Gardner- 
Denver family visiting,” says E. V. 
Erickson, executive vice-president and 
chairman of the company’s centennial 
celebration. “A man’s wife and chil- 
dren have a natural curiosity about 
how he earns his living. This is a 
good opportunity for them to satisfy 
this curiosity.” 

Special exhibits are displayed at all 
Gardner - Denver open houses. To 
make this possible, dates of events 
were staggered to avoid conflict. 

Front Street celebration in Quincy 
was held June 6, with others sched- 
uled for the foundry at nearby La 
Grange, Mo., Aug. 15, and at the 
Walton Heights plant in Quincy, Oct. 
3. Reed City open house was held 
June 13 and the one at Denver on 
June 18 and 19. Denver plant, which 
produces mining and drilling prod- 


INCENTIVE? 


Who has the most exciting incentive travel 
programs available this year? Alitalia. What 
airline offers the best service to almost all of 
Europe—to Africa, the Middle and Far East? 
Alitalia. Where will you find the best food— 
from 7-course first-class champagne dinners 
to appetizing Economy-class meals? Alitalia. 
How can you get “bargains” in incentive 
travel, like side-trips to any of 16 points 
in Italy at no increase over the Rome fare? 


ALITALIA! 


r local Alitalia District Sales Manager or 
ome Barton Baldwin, Jr., Direct Sales Officer, 
Alitalia, 666 Fifth Ave., New York, N.Y. 


Offices in New York © Boston ¢ Chicago « Cleveland 
Detroit ¢« Miami « Montreal « New Orleans ¢ Philadel- 
phia « San Francisco * Washington, D. C. © Buffalo 
Dallas « Denver « Pittsburgh « Los Angeles and Toronto 
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ucts, celebrated the centennial under 


the direction of Vice-President C. H. 
Rieman. 

One of the traveling features is an 
exhibit of some of the gold-painted 
equipment that had been displayed 
earlier at the International Petroleum 
Exposition in Tulsa. Company cele- 
brated its 100th birthdate on May 15, 
the day after the exposition opened, 
by unveiling new additions to its line 
of oil field products. Leece and other 
top company officials were on hand as 
the company sold the first two units of 
a new line of oil well drilling draw- 


works at the IPE. All of the equip- 
ment on display—from the spotlighted 
drawworks to the smallest hand-held 
air tool—was painted gold in honor of 
the centennial celebration of Gardner- 
Denver, which coincides with the 
100th anniversary of the petroleum 
industry. 

Company’s main exhibition was air- 
conditioned for the comfort of visi- 
tors, many of whom were, or became, 
Gardner-Denver customers. The ex- 
hibit, like the open houses, showed 
Gardner-Denver is a firm with deep 
roots in the past, but with its sights 


hold your convention 
in Jamaica --- 
it’s no place like home 


NEW YORK @ 
(5% Hours) 


NEW ORLEANS 


e (6 nN MIAMI 
‘ 


Jamaica, so near and yet so “foreign”, basks on America’s door- 
step just a short plane ride away. And the island has excellent 
facilities to handle gatherings of all descriptions. Costs are 
reasonable (anyone can save enough on “free port” purchases 
to pay for his stay!) And you certainly can combine business 
with pleasure, because in Jamaica, business is pleasure, too! 


for free color booklet and full information write 
Jamaica Tourist Board, 630 Fifth Ave., N.Y. 20, N.Y. 


JAMAICA TOURIST BOARD. New York Office: 630 Fifth Ave., New York 20, N. Y.; Chicago 


Office: 37 S. Wabash Ave., Chicago 3, IIl.; 


Miami Office: 901 Ainsley Bidg., Miami 32, 


Fla.; Canadian Office: King Edward Hotel, Toronto, Ontario, Canada; Executive Offices: 
78-80 Harbour St.; (P. 0. Box 284), Kingston, Jamaica 7, W.1. 


Wesler T. Keenan, General Manager. Offices: New York, Circle 7-7946: Chicago, 
WHitehall 4-7077; Detroit, WOodward 2-2700; Washington D.C., 
MEtropolitan 8-3492; Miami, Plaza 4-1660 


Ch tdeor, Sellen Se - ler 


SWIMMING POOL 


te Shelburne 


BOAROWALK AT MICHIGAN AVENUE ATLANTIC CITY 


New unique coffee shop. Spacious guest rooms (air- 

conditioned) fresh and salt water baths. Ship's Deck 

cnt. Boardwalk. Boardwalk Lounge. Famous 
n 


Shelburne ing Room, Golf on two courses. Ice skating 
rink (winter season). 


Ten magnificent meeting rooms featuring GRAND BALL- 

ROOM and KERRY HALL. Seating capacity 1000. Banquet 

capacity 600 ; 

Write MARCUS FORD, Vice President in Charge of Sales { | 
Telephone ATLANTIC CITY 4-8131 


The South's Finest Resort 


Each of these 

Daytona 

Beach 

luxury hotels 

can handle 

up to 500 delegates 

comfortably. Combined 

convention facilities include 

air-conditioning, banquet 

rooms for 1000, three 

swimming pools, beach 

and cabana colony. 
Large or small, your 
meeting will be more 
successful here. 


Write for details. 


’ A 
& Excellent 
{meeting rooms and 

facilities . . . nationally 

famous personalized service . 
superb food... pool, beach, 
entertainment . . . PLUS intelligent 
planning by group meeting experts! 


Only a few minutes from the great new 
Miami Beach Exhibition Hall. 


Luxurious rooms . . . Group rates. For 
complete information and illustrated 
brochures, write, wire or phone— 
contact Joseph T. Case, Sales Manager 

600 Fifth Avenue, New York 20, N.Y. 


PLaza 2-9750 


Overlooking the Gulf of Mexico 
Midway Between Gulfport & Biloxi 
HOTEL | EDGEWATER PARK, MISS. | PARK, | EDGEWATER PARK, MISS. | 


FEATURING EXCELLENT NEW CONVENTION 
HALL TO ACCOMMODATE 700 DELEGATES 


ment. We in per 


Johnny Revoita, winter golf pro 
Write: FRANK FAGAN, Manager 


EACH 
N. MEISNER, Sales and Convention Mgr. 25th To 26th STREETS © me MIAMI : 
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set on the future as expressed in its 
centennial motto of “Equipment To- 
day for the Challenge of Tomorrow.” 


> The motto is the product of a com- 
pany-wide contest to sum up the 
philosophy of Gardner-Denver in a 
few words. Winning entry of an en- 
gineer in California has been adopted 
by the company for use in advertise- 
ments, match covers, window decals, 
and other company material. Motto 
is used in conjunction with a specially 


designed centennial emblem. 

These centennial symbols also have 
been used in a publicity campaign 
that is expected to yield stories on the 
company in some 100 trade and con- 
sumer magazines, hundreds of news- 
papers, and many television and radio 
stations. Press manuals were prepared 
to bring news media up to date on 
Gardner-Denver and meeting manuals 
were distributed to help personnel 
tell the company story in cities where 
they work. @ 


. o>: ie tee? 
Virginia 5 West 
Finest Meeting Facilities in 
All of Virginia Are Yours in 


These Expertly-Managed and 
Tastefully-Appointed Hotels. 


fe! John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, oa 
main lobby floor, seats up to 1,000. 
AIR-CONDITIONED Patrick Henry-Stone 
wall Jackson Room (600). 
AIR-CONDITIONED George Wythe Room 
(100). 

ROOF GARDEN accommodates 500. 

8 additional AIR-CONDITIONED CON 
FERENCE ROOMS. 


$00 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
200 Rooms, Rates from $4.00 
HOTEL RICHMOND 
300 Rooms. Rates from $5.00 
HOTEL WM. BYRD 
200 Rooms, Rates from $4.50 
Write for FREE, interesti Brochure, 
Facilities In 


Givi Full Convention 
Detail and Floor Plans! 


TWX Connects all 5 hotels 


MECHANICAL ROBOT Rene Costaz provides laughs during sales clinic. 


Creative Selling by “Robot’’ Tor Resort Conventions 


Selling and showmanship go together like peas in a pod. At 
least Martin-Senour Paint Co., Chicago, thinks so. 

Seven man team from company’s automotive paint division went 
to Rensselaer, Ind., to conduct a high-powered clinic for warehouse- 
men, jobber salesmen and painters. 

Showmanship played an important part in this clinic. Rene 
Costaz, Martin-Senour’s “Mechanical Robot,” put on a humorous 
act interspersed with serious training discussion on newest painting 
techniques and products. 

Costaz, a former Parisian pantomimist, helped to correct a mis- 
take purposefully created by one of the divisional sales managers. 
Sales manager forgot to clean a grease spot when he sprayed a 
car fender. He wondered how to correct his mistake. “Mechanical 
Robot,” in humorous fashion, came to his assistance with the proper 
product. 

Some of the more than 100 men present came from communities 
90 miles away to view the demonstrations. “Sales boomed as a 
result of this clinic,” reveals J. R. Degnan, vice-president sales. “It 
demonstrates that creative selling at grass roots can foster a healthy 
economic climate.” 


Chamberlin 


Old Point Comfort, Fort Monroe, Ve. 


The Largest and Finest Hotel on 
Virginia's East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30). 
Roof Garden. 300 Beautifully Furnished 
Rooms. All Outside, each with private bath. 


Open. A ws 
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WE Bb ES SIE DS TCI, 
NOWHERE IN THE WORLD 
CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 

PERO AE GG FOI OM 


SWIM! ...in our 
colorful outdoor pool 
or luxurious tropical 
indoor pool... or (in 
season) ocean bath- 
ing right at our door! 


se |: EXAVB/7- 
“|. BUOGET 


SKATE!...on our 
spacious, colorful, ar- 
tificial outdoor rink 
night and day during 
the winter months. 


YY | 
RELAX!...inour £ % | 
modern Health Club A 
under a soothing mas- ; 


Quo Vadis Exhibit $$? 


Survey of 35 companies indicates just one sure thing: Industry 


is completely inconsistent in budgets for exhibit items. No 
sage. Ease away un- 
wanted pounds in the pattern emerges for how money is spent. Space costs range from 
steam room. 


low of 5% to 54%; new exhibit construction from nothing to 57%. 


seg 
DANCE!...in the 
gay, sophisticated 
Submarine Room to 
the music of top flight 
‘ ) orchestras. 


By LESLIE LEVI 


President, Ivel Construction Corp.* 
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DINE!...in a choice _- 
of distinguished res- 
taurants featuring 


Much has been written in recent 
vears about costs involved in exhibit- 


ing at trade shows. Little is really 
known, statistically, however, about 


= how these costs are divided. Each 


truly fine food. ae : , 
. ! ® Brooklyn, N. Y. exhibitor seems to strike out for him- 


eh T TOR 
a 

, SALES MEETINGS, EXHIBIT SPACE AND 
| BANQUETS? THE TRAYMORE’S FACILITIES 


4 


| ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION STORY 
please write or phone 


This Is the Questionnaire 


As nearly as | can judge from experience and records, my annual exhibit 
budget breaks down as follows: 


. For SPACE RENTAL 

. For NEW EXHIBIT CONSTRUCTION 

. For REFURBISHING, COPY & ART CHANGES 

. For FREIGHT & STORAGE 

. For INSTALLATION, DISMANTLING, LOCAL DRAYAGE 

. For RENTAL OF FURNITURE, FLOORING, FLOWERS, ETC. 

. For SPECIAL SERVICES, TALENT, ELECTRICAL CONNECTIONS, ETC. 


. For COLLATERAL ITEMS a. Manpower (if charged to exhibit 
~~ budget 
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ff Center of the Boardwalk \ 


b. Product handling 


c. Promotion of exhibit 


ATLANTIC CITY 


New Jersey 
Atlantic City 4-3021 


_ rip 


d. Entertainment 


TOTAL 


hed! 
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self, makes his own precedents and 
sets his own pace. Apparently, there 
are no well-charted guide posts of 

rience comparable to those de- 
veloped through the years by more 
“settled” media. 

In the belief that an exchange of 
information might be both interesting 
and valuable to our clients, we set 
out to ask a few questions of a sam- 
pling of companies that exhibit fre- 
quently in a substantial cross-section 
of U.S. trade shows. Of 130 ques- 
tionnaires mailed out, 35 were fully 
answered. All were from nationally 
known companies with plenty of ex- 
perience in the field. Twelve offered 
to permit use of their names in this 
published report. They are men- 
tioned here only to show the broad 
cross-section covered by the responses. 


They are: 

Allied Chemical Corp. (Barrett Division ) 
Borden Co. 

International Nickel Co. 

Walter Kidde & Company, Inc. 
E. Leitz, Inc. 

Monroe Calculating Machine Co. 
National Lead Company 

New York Telephone Company 
Oakite Products, Inc. 
Owens-Illinois Co. 

SKF Industries, Inc. 

The Stanley Works 


tries call for different allocations. 

At any rate, figures are given for 
what they are worth, in the hope that 
they may be used as a first step 
toward a better understanding of 
exhibit costs, if not toward standard- 
ization. Several of those who did not 
answer fully replied that they actually 
have no fixed budget and keep no 
accurate records of expenditures. Prac- 
tically all, however, expressed keen 
interest in the project and requested 
copies of results. 


> There are obviously too many zeros 
in the tabulation for it to be altogether 
meaningful. For example, respondent 
who stated that his budget allowed 
nothing for new exhibit construction 
is a frequent exhibitor who owns 
many substantial properties. No doubt 
he felt he has enough on hand for 
this year and plans to buy nothing 
new. 

There are six companies that plan 
to spend nothing whatever for re- 
furbishing, copy and art changes. 
These companies, however, are in the 
top group for new construction. It 
would appear that they don’t bother 
to rework their existing exhibits for 
new shows, which in itself is rather 
unusual. 

One of the most notable variants, 
but one which occasioned no surprise, 
is the final item which includes man- 


Space Rental 
New Exhibit Construction 


Freight and Storage 


rae er *& 


Collateral Items 


How 35 Companies Divide Exhibit Budget 


From To 


Refurbishing, Copy & Art Changes 


Installation, Dismantling, Local Drayage 0.5% 
Rental Furniture, Flooring, Flowers, etc. 
Special Services, Talent, Electrical 


Average 
24.96% 
31.92% 

8.28% 
8.54% 
6.74% 
3.44% 
4.22% 
11.58% 


5% 
0% 
0% 
1% 


54% 
57% 
30% 
25% 
25% 
10% 
19.7% 
50% 


0% 
0% 
0% 


Amazing thing about answers to 
the questionnaire was their great dis- 
parity. Practically no general conclu- 
sions can be drawn from them, except 
that exhibit managers as a group fol- 
low no very well-mapped road. It 
may be that the format of the ques- 
tionnaire could be improved to better 
segregate or more clearly define items. 
Or perhaps different types of indus- 
1959 
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power, product handling, promotion 
and entertainment. It is, of course, 
well known that most companies 
charge these items to sales, rather 
than to exhibits themselves. 

Perhaps further study should be 
given to this subject and a broader 
cross-section should be sought. If the 
readers find it of sufficient interest, 
it will be done. @ 


| 


some people ask 
the man in the 
Street .... 


an themselves 
WN 5 


But, for professional 
group travel planning, 
those who know 

come to 


TRAVEL CONSULTANTS, 
INC. 


in the nation's capital. 


When every detail of a trip 
must be perfect, don't rely on 
a general practitioner: Call 
in the specialists in quality 
group travel technique. Long 
experience in developing group 
itineraries and arrangements 
for prominent organizations 
throughout the world enables 
us to tell you what works — 
and why! 


Call or write today for the answer to your 
group travel requirements. 


TRAVEL CONSULTANTS, INC. 


1612 "K" Street, N. W., Washington 6, D. C. 
(telephone—DI strict 7-9228) 


Mr. Sidney Nyhus, Pres. 
Mr. David Randall, Manager, Group Sales 
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EVEN FIDEL CASTRO per- 
sonally welcomed the Ni- 
agara convention to Ha- 
vana. Most Cubans gave 
the group a warm greeting. 


Nothing Stops a Niagara Convention 


When President Murphy decided that Cuba was an ideal site for 


his sales meeting—talk of unrest or no—he went full steam ahead. 


He chartered planes, arranged tours and made plans for 
500 or 600 people. Over 1,000 qualified for biggest meeting. 


It wasn't easy to get Americans to 
go to Cuba when they read stories 
almost every day telling of unrest 


that accompanied Fidel Castro’s climb 


Se 


to power. 

But one company, Niagara Therapy 
Corp., Adamsville, Pa., not only sold 
the idea of a convention in Cuba to 


its sales organization, but made it 
the most successful convention in the 
10 years the company has been hold- 
ing conventions. 

The company manufactures cyclo- 
massage relaxation equipment for use 
at home, office and on the road. Niag- 
ara products are sold through fran- 
chised dealers with direct sales or- 
ganization. 

Owen Murphy, president of the 
company, reveals, “We expected about 
500 or 600 people. But when con- 
vention time (July 29-Aug. 2) rolled 


PAJAMA-CLAD Niagarans frolic in the Hilton pool during a pajama party. 
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IN DOWNTOWN MIAMI... 


CONVENTION 
FACILITIES 


“> 


_.....WHICH WILL IT BE?... 


VACATION 
FACILITIES 


“> 


Largest Auditorium in any 
Miami Hotel...Capacity 2000 


Pius 10 other meeting rooms, 
accommodating 25 to 6500 each. 


vee —S © 4 XESTAURANTS ... 
N EW from a snack to a feast! 
@ 4 COCKTAIL LOUNGES! 
, @ ROOFTOP SWIMMING POOL SUN-AND- 
HAS BO T be t PLAY-DECK AND GARDENS! 


© SPACIOUS OUTSIDE GUEST ROOMS! 
© PARKING FOR 500 CARS ON PREMISES! 
. ; ; @ AIR-CONDITIONED @ Let Our Sales 
NOW — The Perfect Convention Hotel! . . . a-glisten with AND HEATED Director 
$3,500,000 worth of sparkling improvements and additions. 


THROUGHOUT — re tell you what 
Wonderful between-meetings play, superlative convention 


Individual Room ih, can be done for 
Controls! — your group 


facilities . . . all in the convenient, business-like atmosphere 
of downtown Miami, right on U.S. 1. 


“Sy 


OVERLOOKING BIBCAYNE BAY 4 


BISCAYNE BOULEVARD «+ 2nd to 3rd STREETS * MIAMI, FLORIDA 
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around, we had over 1,000 people 
coming from as far away as Alaska 
and Northwest Canada. We even had 
to turn people away because we just 
couldn’t handle them all at the last 
minute.” 

How did Murphy sell the conven- 
tion in Havana to his people when 
less fearless executives in other com- 
panies were cancelling convention 
plans in Havana rather than face a 
possible convention failure? 

Murphy, a dynamic individualist, 
made more than a half dozen trips to 
Cuba to personally evaluate the situa- 


tion. He met with the Cuban Tour- 
ist Commission, people from Habana 
Hilton Hotel where the convention 
was held, government officials, and 
even Fidel Castro. He was convinced 
that Havana was the “right place” 
to stage the convention this year. 

Murphy undertook to sell the con- 
vention site to his sales organization 
with the same enthusiasm as a candi- 
date running for office. 

He kicked off his convention cam- 
paign with a closed-circuit broadcast 
last April to more than 3,000 dealers 
and salesmen throughout United 


Need Space 


Infinity covers a lot of territory...as does Dallas’ State Fair Park 
when it comes to “show” space. No matter what the size of your show, 
meeting, or convention, State Fair Park has a spot tailored for your 
needs with six modern buildings (2 are air conditioned) and three 
auditoriums seating from 200 to 4,000. State Fair Park is just 10 
minutes’ drive away from downtown Dallas and provides free parking 
for 12,000 cars. Write today for complete information and rental rates. 


STAVE 
RANI 
PARI 


DALLAS 


States and Canada. During the one- 
hour broadcast, which was done at a 
cost of more than $12,000 through 
CBS facilities, Murphy told his peo- 
ple what he had seen in Havana and 
what they could expect. Murphy had 
everyone —from Hilton manager and 
Cuban consul to Cuban vocalists and 
musicians—paint a picture of Havana. 

He followed up the broadcast with 
a full barrage of sales meetings, sales 
contests, mailings, song contests and 
just about everything conceivable to 
sell Havana to his group. For four 
months prior to the convention, Mur- 
phy participated in sales meetings al- 
most around the clock in all quarters 
of the United States and Canada. He 
travelled in his own Aero Commander, 
often flying nights and holding meet- 
ings all day. 

Sales quotas were set so that as 
many people as possible could get 
to the convention. Chartered planes 
were used so that travel costs were at 
a minimum. Salesmen who met their 
quotas paid for the transportation. 
Once they reached Havana they were 
guests of the company. Salesmen who 
did not quite make the quota paid 
proportionately more. A special plan 
was also available for wives and 
guests. 

To get his people to Havana, Mur- 
phy was confronted with one of the 
largest logistic problems a company 
has had to face. People were coming 
from all quarters of the United States 
and Canada. To be sure that all sales 
people reached Havana in time to 
kick off the convention without de- 
lay, Murphy decided to use chartered 
flights. In one of the largest airlifts 
outside of the United States ever 
undertaken by a company, Murphy 
had 12 chartered planes pick up 
Niagarans in Los Angeles, San Fran- 
cisco, Seattle, Salt Lake City, Chi- 
cago, Pittsburgh, New York and 
Miami. 

Once they reached Havana, Mur- 
phy rolled out the red carpet. He had 
a full dressed band and members of 
the home office dressed in Cuban at- 
tire, welcome every plane as it ar- 
rived. Even a sudden downpour didn’t 
dampen their spirit. He made special 
arrangements to speed the group 
through customs. Baggage was de- 
livered from the airport directly to 
guests’ rooms. An hour after the last 
plane arrived, Murphy had a wel 


TAMA NA CA 
1725 TULANE AVE. 


IN DOWNTOWN NEW ORLEANS 


Phone EX. 5411 TWX No. 407X 
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LEGEND: 
Delta Air Lines routes 


Give your ‘nin. ts > bee ree 
a flying start with Delta’s new 7aee va peace 


Connecting Airlines 
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wall Delta’s PCS relieves you of all travel plan- \ ie 
ning detail—assures a smooth operation folutroume ° 
whether for group movement or individ- eonen Y 


INCIMNATS 
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uals. Delta services will be tailored to your eae me 
specific needs, will help boost attendance, sromorice stl my 


gwnones make it a great convention. JNx “prvsmorre 
\\ Le. ie a. yao 
» aM OEGO ' OLuMeon 


LITTLE OCK 
OT SPR “Y/ 
we ——.. A 
: eee ‘ 
jaa . 


TT 


Fly DC-7 Royal Service Flights 5 
or thrifty "Flying Scot” aircoaches 


Just put your plans in Delta’s hands. 
Cail your local Delta Sales Office or write to MEM LINES 


Convention Bureau, Delta Air Lines, 
Atlanta Airport, Atlanta, Georgia ONE OF AMERICA'S PIONEER SCHEDULED AIRLINES 


SHERATON oe ie the 


Only a hotel with the size, the e Grand Ballroom accommodates 800 for meetings and banquets. 
specialization and the location of the e 10 other function rooms to choose from, capacities up to 400. 
Park-Sheraton can offer so much—under e Heart-of-the-city location—one block from Coliseum, short walk to Radio City, 
one roof! At the Park-Sheraton, your Times Square, Fifth Avenue p= MAIL COUPON TODAY FOR COMPLETE DETAILS «= 
convention sessions will move along shops, and theaters. Park-Sheraton Hotel Dept. A-9 
smoothly, on time, because your people e Over 1600 guest rooms and suites. 7th Ave. and 56th Street, New York, N.Y. 
meet and live at the same address. Group e Superb exhibition facilities 
interest stays high because the conven- and services. 
tion stays together. Small wonder the e Famous banquet cuisine. 
Park-Sheraton is the site of many of the e Coffee Shop, Dining Rooms 
nation’s most important meetings, year and Cocktail Lounges. 
after year. Send for detailed brochure to e All personal guest services 
help plan your next convention. right in the hotel. 


ENTIRE HOTEL AIR-CONDITIONED 
SEPTEMBER 18, 1959 


Gentlemen: Please send me your complete 
Convention Brochure. 


Name 


Company 


Address. 


City 


A Complete Resort * Ocean City N. J. 


If you are looking for a quiet spot—away from distractions—where conventions A 
are really pampered—look no further. Located on the ocean nearby to New rt Plan your next 
York or Philedelphia, you'll find every facility you need—handled by a staff | CONFERENCE 
that goes out of their way to please. We even meet your delegates at the train , at this Distinguished Hotel 
or plane if you wish. ‘ 


And speaking of facilities, we have everything to make your leisure hours Sf Ch ae 
pleasant; from nearby golf, swimming, tennis or just plain lounging around. é BILTMORE 
You'll get so much more accomplished at the Flanders and enjoy doing it, tool i cai Meniaine dieins Gelieee Gaaeee 


‘ 43rd Street at Madison Avenue 
For details write: Mark D, Turner, Managing Director Private elevator from Grand Central 


@ Choice of 26 air-conditioned 


OPEN ALL YEAR ae meeting rooms, for 10 to 1000. 


© Staff of specialists in 


meeting arrangements. 


250 ROOMS ! a) 3 INFORMATION & RESERVATIONS 
WITH BATHS ' r Write or phone The Biltmore 
| (MU 7-7000) or Service Representative 
nee F. Warner, Inc. in New York, 
a , ; joston, Washington, Chicago, Toronto; 
1 MEETING ; , 2 " £ ® Glen W. Fawcett, inc. in Dallas, 
ROOMS + lianas é‘ ‘ag - San Diego, Los Angeles, Santa Barbara, 


San Francisco, Portland, Seattle. 
SEATING 50 TO 450 Private elevator from Grand Central 


135 MILES FROM 
NEW YORK 
60 MILES FROM 
PHILADELPHIA 


~a...1ISLE OF DREAMS COME TRUE 


Unparalleled as an elegant, fun- 
filled place for group meeting 
or incentive trip... the lux- 
urious Arawak, on Jamaica’s 
Arawak P.O.,  ®%Mart fashionable North Shore 


—Modified American Plan, full 
Jamaica flavor. 


OVERLOOKING OCEAN at ILLINOIS AVE. 


210 MODERN 


METICULOUS ROOMS 
126 ROOMS WITH OCEAN VIEW 


An Imaginative, Intelligent 
Cooperative Convention Staff 


Ocho Rios 
Jamaica, B.W.|. 


Fully Complete and Versatile 
Convention Facilities 


JOHN R. HOLLINGER 
. tA oo : Associate 

ger Ta AE ae Sons a CHARLES W. STITZER 
Completely air-conditioned; 176 baiconied rooms; beach, pool, President 


tennis, pitch 'n' putt and driving range; fishing, water-skling, — : 


; Jipp!i Jappa Lounge, fabulous Limbo Room Supper Club! \ = Your Inquiries Will Receive Prompt 


and Personal Attention. 


For full information: Call our National Representatives Telephone 4-8191 


LEONARD HICKS, JR. & ASSOCIATES 
New York, Cl 7-6940 Chicago, MO 4-5100_ Miami PL 1-2821 
Detroit, WO 2-2700 ashington, D, C., EX 3-6481 


! 
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come cocktail party in the lobby of 
the hotel. 

During the next four days, Murphy 
had almost every minute of the day 
planned for the group. The conven- 
tion schedule was packed with every- 
thing from scientists reporting on the 
company’s latest findings to pajama 
parties and tours of Havana night 
clubs. “Whole program was aimed at 
one purpose—to help salesmen in the 
field,” says Murphy. 


® How did he accomplish this? 

“It was a twofold program,” he ex- 
plains. “Half the time at the conven- 
tion was devoted to business and the 
other half to fun — with a certain 
amount of business integrated into 
the latter.” 

Business meetings started promptly 
at 9:00 a.m. and continued through 
1:00 p.m. daily. During these busi- 
ness sessions the company’s advertis- 
ing and promotion plans were care- 
fully outlined, new products were re- 
vealed, experts reported on the com- 
pany’s research program, new sales 
techniques were outlined, a hiring 
and training program was explained in 
detail. Murphy didn’t leave a thing 
to chance in orienting his sales people 
at this convention. 

Following business sessions, Mur- 
phy had a well laid plan for fun and 
recreation which included everything 
from barbecues and special parties to 


SEPTEMBER 18, 


song contests, nightclub tours and 
scenic tours. 

Most Cubans, including Fidel Cas- 
tro who personally welcomed the con- 
vention to Havana, gave the group a 
very warm and cordial reception. 


They did everything possible to help 


make the convention a success. 


The company managed to set aside | 
one serious evening of entertainment | 
known as the Prusident’s Dinner. At | 
this occasion, company’s top sales- | 
men (and women) were honored with | 
prizes ranging from mink stoles and | 


wrist watches to trophies. 


Does this type of program pay off? 


“Yes!” 

In previous years the company has 
held conventions in French Lick, Ind., 
Nassau, Glenwood Springs, Colo., 
Conneaut Lake, Pa., Miami Beach 
and Atlantic City. Murphy has tried 
to make each convention more inform- 
ative than the last. Results have been 
gratifying—sales have climbed con- 
sistently each year. 

After last 
French Lick, Niagara had one of its 
best sales years in its history. While 


most companies were suffering from | 


the recession, Niagara’s 1958 sales 
jumped to a record $35-million mark. 
And as far as Murphy is concerned, 


. . . | 
Niagara’s conventions are going to be 


bigger and better in the years to 
come. @ 


To SEE 
ING TAIN 


Without qualification, Murphy says, 


years convention in | 


A delightful place for any meeting any time of 

the year... with superb facilities including a 

complete winter sports program using artificial 
| snow and ice when needed. (Chicago: MO. 
4-5100; Detroit: WO. 2-2700; New York: CI. 
7-6940; Washington: EX. 3-6481) 


e; 
HOMESTEAD 


HOT SPRINGS, Virginia 


Little Frock! 


IDEAL 


Convention 


LOOK AT YOUR DEALERS OR 
MEMBERSHIP AND COMPARE 
LITTLE ROCK’S LOCATION... 


* 
V CHECK THESE ADVANTAGES, TOO! 


Vv 4 modern hotels Vv Central location— 
Vv Ample air good’ transportation 
conditioned rooms Excellent eating 

v_ Air conditioned facilities 
banquet rooms Reasonable prices 
v Air conditioned 
municipal 
auditorium 
v Historical sights 
cm 


Numerous golf 
courses 


/ City of hospitality 


FOR INFORMATION, WRITE OR PHONE 
H. J. BURFORD, General Manager 


SOUTHWEST HOTELS, Inc. 
P.O. BOX 389 


LITTLE ROCK, ARKANSAS 
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LUNCHEON LAUNCHES 
California Cling Peach 
Advisory Board's pro- 
motion program. Buffet- 
size cans at each place 
setting contain cuff links 
made of peach stones. 


Peach of a Luncheon: Pitch 15 Minutes 


Peach Board has local newspaper co-sponsor luncheon to intro- 


duce new three-year “excitement plan”—to cover 11 cities each 


year. Selects prestige sites; uses rather elaborate invitation system. 


By ELSA GIDLOW 


California Cling Peach Advisory 
Board this year launches its $1.75 
million promotion program with a 
radically different approach. How to 
get this fact across to the trade was 
the problem of William (Bill) Hoard, 
advertising and promotion manager 
of the Board, who took over his job 
at the start of this year. 

Hoard and his associates are meet- 
ing the problem with a “Three Year 
Trade Excitement Plan” which in- 
cludes a series of luncheon events in 
33 key markets, 11 each year of the 
plan, and an addition to the extensive 
national advertising always done by 
the Board, of local ROP color in lead- 
ing newspapers. 

Aim of trade excitement plea is to 
convince the trade beyond any ques- 
tion that cling peaches are promoted 
more than any other canned fruit; 
and to sell the current program and 
enlist support of all concerned. Peo- 
ple in the trade are apt to become 
apathetic about industry cooperative 
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programs which, in a sense, have 
nothing to sell. (No brand name is 
involved, it’s difficult to trace results.) 
California Cling Peach Advisory 
Board, which has 100% representa- 
tion of growers and canners, has done 
a fine job over the years to accom- 
plish its objective: to create a favor- 
able climate for cling peaches and 
fruit cocktail (its only other product). 
So successful is its work, it has been 
taken for granted by many. 

Interest of the trade will be re- 
stimulated by a number of changes 
and intensified activities. For exam- 
ple: 

This year’s campaign, breaking 
Sept. 21, is from four to six weeks 
earlier than in any previous year. It’s 
twice as big in its kickoff program. 
It presents to the trade a complete 
plan of promotion covering three and 
a half months (in place of the pre- 
vious month-by-month promotions). 
The trade gets a complete “package” 
for that period, running from the 


start of the program through the end 
of December. This permits the trade 
to make plans further ahead; to see 
the whole program at once; and mo- 
tivates marketers to do a better job 

To supplement the alwavs heavy 
national advertising schedule, the 
new program adds a very large local 
program of full pages in color in 
newspapers in the first 11 selected 
markets to be featured this year in 
the first lap of the three year plan. 

Trade excitement program drama- 
tises this supplementary support by 
means of a series of luncheons, staged 
in each of the 11 cities where the 
local newspaper advertising is to run. 
Luncheons commenced Aug. 18 and 
ran through Sept. 3. Advertisements 
break Oct. 1. There were no lunch- 
eons in cities where advertising is not 
run locally—no local advertising with- 
out the tie-in luncheon meetings. 

People to be reached by these 
meetings include: brokers, whole- 
salers, all top management personnel 
in chain and voluntary food retail 
groups, managers, sales managers, 
merchandising managers, advertising 
managers, buyers); also top associa- 
tion people concerned with food, in- 
cluding grocers, restaurants, and so 
on; and leaders in fields that are co- 
operating in the companion item 
phases of the peach promotion. 

At the first event in the series, held 
in the headquarters city of San Fran- 
cisco, resident buyers who are re- 
sponsible for canned food purchases 
for national and Eastern store organi- 
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101 Years of 
Convention Experience 


HAROLD LAFRENERE 
Vice President and 
National Sales Manager 


... and a Lot of Imagination 


You can measure years — but it’s not so easy to measure 
imagination. HCA hotels have both — in quantity. 

HCA’s long experience can make your meeting a wonderful 
experience. Not only with perfectly suited accommodations and 


EDGEWATER BEACH HOTEL expert service, but with the “‘little things,” that often make a 


Chicago, Illinois 


Famous as a lakefront hotel. 
Convenient for business . . . yet 
a self-contained resort with pool 


and Cabana Club. 


Phone: LOngbeach 1-6000 
Teletype: CG 2378 


ROBERT G. GOLBACH 
Sales Manager 


HOTEL ROOSEVELT 


New York, N. Y. 


Located on smart Madison 
Avenue, convenient to every- 
where, directly connected to 


Grand Central Station. 


Phone: MUrray Hill 6-9200 


Teletype: NY 1-2924 


ROBERT PFEIFFER 
Sales Manager 
THE MAYFLOWER 
Washington, D. C. 


A “Name of International Fame’”’ 
in heart of the Nation’s Capital. 


Phone: District 7-3000 
Teletype: WA 359 
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big difference. Little things like ash trays being where they ought 
to be... like a podium that doesn’t squeak . . . like seats that fit 
the modern age — and the modern man. At HCA hotels nothing 
is too big or too small to help make your meeting a success. 

And here’s where imagination comes in — for HCA hotels 
not only serve groups — they serve the individuals in the group. 
That means your particular needs get experienced attention — 
never a standardized routine. And it makes a big difference. 

There’s a big difference in HCA hotels, too. Each has a 
unique personality and character that reflects the city in which 
it is located . . . and each is conveniently located for business 
and pleasure. Your meeting will be long remembered in this 
atmosphere of individuality. 

Look into HCA hotels and you’ll book into an HCA hotel. 
HCA will add the experience and imagination to your meeting 
that will make it more successful. For reservations at any of the 
HCA hotels listed here contact your nearest HCA hotel and 
you’ll get prompt experienced attention to every detail of your 
meeting. Stay HCA — your meetings will be better that way! 


Hotel Corporation of America 


A. M. SONNABEND, President 


Complete facilities at these 
motor hotels for business 
and social gatherings in a 
resort atmosphere. ‘Deane 
thing from all-weather air- 
conditioning to the famous 
Rib Rooms are here for 
your enjoyment. 


FRANK HIGNETT JUSTIN P. QUINN CHARTERHOUSE 
Sales Manager Sales Manager MOTOR HOTEL 
SOMERSET HOTEL-HOTEL KENMORE 24800 E uclid Avenue 
Boston, Massachusetts Euclid, Ohio 


In the quiet Back Bay section, close to Boston’s © 

business district and historic sites. CHARTERHOUSE 

Phone: COpley 7-9000 Phone: KEnmore 6-2770 MOTOR HOTEL 

Teletype: BS 71 Teletype: BS 1093 Shirley Highway 

at Edsall Road, Route 350 
Alexandria, Virginia 

Opening 1960 — Royal Orleans Hotel, New Orleans, La. Pax AAR 


zations were in attendance along with 
sales managers of Bay Area canning 
firms. These two groups attended the 
San Francisco luncheon and were able 
to preview this phase of the trade 
excitement program as it would be 
staged in other cities throughout the 
country. 


® Method of handling meetings is in- 
teresting. Co-sponsorship of lunch- 
eons by the newspaper in each mar- 
ket is the important gimmick. The 
Board pays the bill but the newspa- 
pers come into the act locally in a 
number of important ways. Playing 
the part of co-hosts, they help to draw 
up invitation lists (“They may know 
many of the local people better than 
we do,” Board points out); they pro- 
vide publicity and merchandising 
help; attend to on-the-spot details of 
arranging for the luncheon; and pro- 
vide manpower and footpower to 
contact those chosen to attend. Board’s 
seven regional men in the field work 
with them. 

Invitations are striking—printed on 
gold paper with a peach in full color 
on the outside. The summons reads: 
“You are invited . . . Join us, please, 
for an El Dorado Party” followed by 
date, place, time (noon), names of co- 
hosts (peach board and local news- 
paper). “Refreshments, good food, 
good fellowship, and the show will 
be over by 1:30 p.m.” the invitation 
assures — and means it. Promotion 
pitch runs exactly 15 minutes and 
never a minute longer. 

“That almost shocking,” 
Hoard points out, “but we've found 
the brevity of the message very good 
strategy. Leave them hungry and 
they'll come back for more. We've 
proved this: people actually hang 
around and start to ask questions.” 

“El Dorado” has a double signifi- 
As a footnote on the invitation 
explains: “El Dorado means ‘oppor- 
tunity for wealth.” It is also name 
of the recipe featured in the first full- 
page color newspaper advertisement 
as well as in other advertising and 
promotion material. Number of per- 
sons invited to luncheons ranges from 
80 to 250, depending on the size of 
the market. 

One objective of the luncheons, 
Hoard points out, is to provide the 
opportunity for “our industry to ex- 
press gratitude to the trade for its co- 
operation in the past, as well as to 
enlist their aid for the future.” In 
keeping with this spirit, the lunch 
eon place is carefully chosen. “We 
try to hold them,” Hoard says, “in 
the best place in each city that can 
accommodate the number of guests.” 
This may be the top notch hotel, an 


proves 


cance. 
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exclusive club or some other place 
with appropriate facilities. 

Meeting dates were arbitrarily set 
three months ahead to fit into the 
grand circle tour participated in by 


top personnel of the Board. These | 


include: Hoard, who planned and 


will m.c. the meetings; nearest re- 
gional man who represents the Board 
locally; its merchandising manager, 
Richard D. Messinger; and the 
Board’s advertising agency (BBD&O) 
account executive, Larry Nolte. 
Towns to feature luncheons this 
first year are those of participating 


newspapers: San Francisco Chronicle; | 
Los Angeles Times; Oakland Trib- | 
une; Dallas Times Herald; Houston | 


Chronicle; Atlanta Journal Constitu- 
tion; Boston Globe; 


Daily News; and Milwaukee Journal 
— in that order. 

Invitations were sent six weeks in 
advance or handed personally to the 
prospective guest, together with an 
RSVP card, by a Board field man or 
a representative of the co-hosting 
newspaper. One week before the 
luncheon is to take place a second 
card is sent, to acknowledge the 
RSVP of the guest with a “glad you 
can come” message and reminder of 
date and time. Then, on the day be- 
fore the luncheon, the guest receives 
a telephone call from the newspaper 
with a final reminder. This elaborate 
follow-through is not simply to assure 
that the luncheon date will not be 
forgotten by the busy individuals in- 


vited. It also has the psychological | 


value of impressing the invitee with 


the fact that the Board and the news- | 


paper recognizes his importance and 
is eager to welcome him (or her). 
“When vou work at it to that ex- 


tent, people are impressed,” Hoard | 


smiles. 


Another mark of courtesy as well as 


a dramatic touch is the luncheon 
favor. At each plate the luncheon 
guest finds an eight-ounce can with a 
peach label (but no brand name, no 
type matter of any kind). Can open- 
ers are in evidence but the guests 
are allowed to rattle the can and 
guess what may be in it until the 
appropriate moment of the program. 
When cans are opened, guest finds 
inside a card with a pair of cuff links 
carved from peach pit halves. Card 
reads: “for a PEACH of a GUY... 
Handcrafted from genuine California 
Cling Peach Pits from Cling 
Peach Advisory Board.” 

In some cities there was the addi- 
tional fanfare of a “Special Edition” 
of the newspaper. In the midst of 
the program the door of the hall 
bursts open and a bevy of newsboys 
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Philadelphia | 
Bulletin; Pittsburgh Press; Chicago | 


"BATON ROUGE 


200 rooms of quiet luxury at 
Louisiana’s largest, finest motor inn 


THE 
Bellem 
MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. All rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


HOTEL 


Chieftain 


Council Bluffs 
7 attractive air-conditioned func- 
tion rooms for from 10 to 400 — 
full banquet service. 
PHONE: 7701 


Lafayette 


Clinton 
6 ideal air-conditioned function 
rooms serving from 10 to 375 
persons — banquet facilities. 
PHONE:CHappel 2-6161 


Marshalltown 
3 handsome air-conditioned func- 
tion rooms with banquet facilities 


al for from 10 to 200 persons. 
i PHONE: 6641 


CLOSED-CIRCUIT TV FACILITIES: 
Adds flexibility, entertainment and additional 
interest to your meetings in these hotels — 


PFISTER, Milwaukee; CORONADO, St. Louis; 
ROME, Omaha. 
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the ideal 
convention 
location— 
“justa 


Gov 


7th Ave. at 31st St. 


A tower of hospitality with 
1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsylvania 6-3400 
TELETYPE: NY 1-3202 


ts 


NEBRASKA 


HOTEL 


Lincoln 


Lincoin 
2 ballrooms and 12 air-conditioned 
function rooms serve from 10 to 
500, with full banquet facilities. 
PHONE: 2-6601 


HOTEL 


Rome 


Omaha 
9 attractive air-conditioned fune- 
tion rooms with banquet facili- 
ties for 10 to 400. Free parking. 
PHONE: ATlantic 9354 


HOTEL 


Scottsbluff 
Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 
PHONE: 91 


HOTEL 


Coronado 


3701 Lindell Bivd. at Spring 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest’s favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 


PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


Bhasin. a 


Business is pleasure 
at this world-famous Resort... 


eettipy 
Ss 


so I 


HOTEL 


A only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 7-2181 


MILWAUKEE 


the great name 
in hotels... 
mellow 
as history... 
modern 
as tomorrow! 


Near Lake Michigan; 
on E. Wisconsin Ave. 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service. Central location— 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 


HOTEL 


Commander 


Cambridge 
8 function rooms for from 20 to 
200-—full banquet service. 
PHONE: KlIrkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili 
ties for from 10 to 250 persons 
PHONE: ASpinwall 7-6800 
TELETYPE: WO-187 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 
PHONE: SWift 9-4141 
TELETYPE: WO-187 


FIELDS CONVENTION HOTELS IN THESE CITIES: New York, Brooklyn, St. Louis, 
Milwaukee, Miami, Brookline, Mass., Cambridge, Mass., Worcester, Mass., 
Excelsior Springs, Mo., Pasadena, Cal., Birmingham, Ala., Baton Rouge, La., 
Cumberland, Md., Omaha, Neb., Columbus, Neb., Lincoin, Neb., Scottsbluff, Neb., 
Clinton, lowa, Council Bluffs, lowa, Marshalitown, lowa 


FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, 
PHONE LOngacre 3-4444, OR TELETYPE NY 1-3202 
EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N. Y. 1 

Victor J. Giles, Director of Sales 
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FLY EASTE RN to your convention 
or sales meeting in FLO R' DA 


@ Only Eastern flies the all-new Golden Falcon Prop-Jet Electra 
... world’s fastest, quietest, most luxurious prop-jet airliner. 


@ Eastern offers more flights to Florida than any other airline. 


@ Let Eastern help you plan a post-convention side trip to 
Puerto Rico, Mexico, Virgin Islands, Bermuda, Nassau, or 
Havana. Leaders of groups of fifteen or more are our guests. 


For full details, write or call Convention Manager, 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, 


FLY WITH New York, or your local Eastern Air Lines office. 
CONFIDENCE... 


EASTERN AIR LINES 


95% OF THE NATION'S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


in CHICAGO It’s 


EVERYBODY’S 
MEETING RACE 


. . . because the Sheraton-Blackstone 


> rit i, meets the space, facilities and budget needs 
of every business group! 

Well within your reach, the extensive facilities of 
Chicago’s famous Sheraton-Blackstone Hotel. If you've 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 


x Sis SS 


e 12 function rooms, capacity 18 to 1,000 e Convenient 
Loop location e Helicopter service from airports — 
16 minutes to the Sheraton-Blackstone via Meigs Field 
e Entire hotel air-conditioned for your comfort. 


) SH ERATON Biacksto NE 
HOTEL 
Home of the famous Cafe Bonaparte 
Michigan Avenve at Balboa + Douglass M. Boone, Gen. Mgr. 
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rush in calling “Extra!” The paper is 
the current edition with a replated 
page one to cover the story of the 
luncheon and to list names of all those 
present. Several hundred are run off 
as “souvenirs” for guests. 

Promotion tools for the program 
are impressive. Principle one is a 
portfolio and sales kit put out for the 
3,000 top people in the food trade of 
the nation. It contains 40 different 
pieces of material to be used in the 
forthcoming three-months period in 
the program. It includes proofs of all 
advertising to be run locally and na- 
tionally; all tie in materials, p.o.p. 
pieces, color publicity pages from 
newspapers, an eight-page broadside 
to detail the entire program, and so 
on. In most instances the kit was pre- 
sented personally to recipients and 
made the basis for a call. 


® One problem faced in producing 
the portfolio was to have all 40 pieces 
in it ready and coordinated with the 
issue date of the kit, which was two 
months in advance of the date of the 
first advertising. To accomplish this, 
printing was done in nine different 
printing plants. 

Another mechanical problem was 
encountered following the decision to 
use peach-pit cuff-link favors. Time 
was June — well before the current 
peach harvest and canning season. 
Board had to find thousands of peach 
pits in a hurry to furnish to the hob- 
byist chosen to carve the pits into 
cuff links. Pits were found in a big 
chemical plant in southern California, 
which buys them up to process into 
charcoal briquets! Board—after solv- 
ing many minor problems connected 
with having such a mammoth job 
done quickly by a hobbyist who is 
used to working slowly on small or- 
ders — then arranged with a cannery 
to “can” the finished favors in after 
hours shifts. This is the first time 
peach pits — usually watched for and 
excluded with the greatest vigilance— 
have ever been deliberately canned. 

Besides the portfolio and sales kit, 
there were six mailings to kick off 
both the Fall promotion and the year’s 
activity. Whether those invited to 
luncheons in the 11 cities selected 
for the first lap of the Three Year 
Trade Excitement Plan found them- 
selves able to attend or not, they still 
got the full treatment otherwise. 

Cities not yet in the luncheon and 
local advertising act also were cov- 
ered with the same material, includ- 
ing the portfolio — with, of course, no 
mention made of the luncheon series 
in the markets on the list for next 
year or the year following. 

After luncheon meetings in each of 
the 11 chosen markets, regional men 
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“The Vow Beit iw Ebihit Freilstios 


By actual proof and evidence, the fact that the New York Trade Show Building offers 
the finest trade show facilities is no idle boast. In our three years of operation, over 
200 progressive and forward looking trade shows, conventions have used our wonderful 
facilities. For those show managers and associations who have not enjoyed the many 
wonderful advantages here in our Trade Show Building, we are invitin them to 
visit with us and see for themselves just what they are missing. We would be pleased 
to have them with us. Special Attention to All Show Managers and Associations: 
There are certain periods in the year that we find difficulty in the sale of our space. 
Special considerations are now offered in the way of price, assistance and guidance 
from our Trade Show office, We invite those interested to phone, write or wire us 
for additional information. There is no obligation! 


DUANE W. CARLTON, President 


New Yor 


TRADE SHOW 
BUILDING 


EIGHTH AVENUE AT 35th STREET 


500 Eighth Avenue, N. Y. 1, N. Y. 
LOngacre 4-4100 


® 4 floors— 200 rooms with display 
windows — complete circulation — 
no dead ends! 

@ 1 open floor of 18,000 square feet 

® Acoustical ceilings 

® 6 hi-speed elevators plus heavy duty 
freight lift 

@ Modern lighting equipment — ample 
A.C. 110 and 220-3 phase 

© Crew of experienced personnel 

® 8th Avenue, 35th to 36th Streets 

© Tunnel to Penn Station 

® Adequate facilities for storage 

® Restaurant & Beverage Facilities — 
room service 

® Free tables, shelving, racks and chairs 

© Spotlights—special peg-board 
display walls 

@ Nearly 5,000 hotel rooms adjacent 

e Center of Show Area 

@ Telephone in each room— 
switchboard service 


Diagonally Across from Hotel New Yorker 


COMPLETELY AIR-CONDITIONED 


SANFORD 


EXHIBITS 


MEMBER OF 
EPandDA 


DESIGNERS * MANUFACTURERS 
INSTALLERS 
OF EXHIBITS 


WILLIAM SANFORD, INC. 
657 HARRISON STREET 
SAN FRANCISCO 


CHARTER 


100 ft. Diesel Yacht 
VAGABONDIA Ill 


Wonderful for Conventions in 
South Florida, Luxury Accommoda- 
tions. 

* No upkeep — no worries — care- 
free relaxed cruising. 


This fine Yacht may be chartered by your 
company and used to advantage for:— 
INCENTIVE BONUSES to deserving per- 
sonnel, with four seven day cruises during 
one month, ENTERTAINMENT of clients. 
PERSONAL RELAXATION for yourself, 
family and friends. FORMULATING PLANS 
for expansion or improvements, with key 
personnel, cruising in a relaxed atmosphere. 
Florida-Bahamas-Cuba. Best references. Cost 
surprisingly low. 
For complete details without obligation 


Captain George Hampton 
65 NE. 118 Street, Miami 38, Florida 
Phones: Newton 4-2900. Plaza 8-6856 


CHATTANOOGA’S LEADING 
CONVENTION HOTEL 


IN THE "SCENIC CITY 
OF THE SOUTH" 


a 


00 Air Conditioned Rooms 
Distinctive Restaurants 
Meeting and Banquet Rooms 
(All on same floor) 


ed Circuit TV, PA Systems, 


Meeting Aid: 
Free Parking 


PLUS A Friendly Experienced 
Convention Staff 


Slot Purren 
CHATTANOOGA, TENNESSEE 
Write John K. William 
Sales Manager 


ee 


Associated with 
Hotel SEMINOLE, Jacksonville, Fla. 
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representing the Board will make 
follow-up calls on the trade, to sew 
up “what we want them to do and 
what they may wish us to do,” in 
Hoard’s words. 

These regional men, incidentally, 
only seven in number though they 
are, are of such calibre that they ac- 
complish a great deal in proportion 
to their efforts. Hoard explains: “They 
are way beyond the average dealer 
service men in ability, stature, expe- 
rience and breadth of contacting. 
They are capable of being and are 
good friends of the top men in the 
many fields we reach — grocery, res- 
taurant, institutional, food editors and 
so on. They have a lot to do and they 
are doing it well, both in their regular 
work and in helping to make a suc- 
cess of these new and special events.” 


Aiding them in their current activ- 
ity for the Fall and 1959-1960 pro- 
gram is the broadside, mailed or per- 
sonally delivered to 45,000 persons 
in the trade at all levels, detailing the 
program, giving details and reproduc- 
tion of advertising and promotion 
pieces, and photographs of mats 
available for dealer tie-in advertising. 
Broadside, issued periodically as 
“California Cling Peach News,” also 
gives retailers hints on display and 
other p.o.p. tie-in, not forgetting op- 
portunities for windows. 


®& All indicators point to an enthu- 
siastic reception for the stepped-up 
Cling Peach program and its “trade 
Excitement” features, executives of 
the Board say. Initial acceptance has 
been excellent. 


Big Job for Little Exhibit 


HERE’S A SMALL booth that does a 
man-sized selling job. And in spite 
of its big-space neighbors. 

Forest Fiber Products Co., Forest 
Grove, Ore., hardboard manufac- 
turer, artistically exploits every 
cubic inch of its 8 by 10 ft. booth 
space at International Trade Fair of 
Oregon Centennial in Portland. 

Fourteen-foot-high structure glows 
with all the seasonal colors of the 
Oregon forests. Three pastel-colored, 
hanging hardbard strips rotate in- 
dependently inside the tower. They 
dramatize the three basic grades of 
Forest hardboard. 

Display was designed to sym- 
bolize versatility of Forest hard- 
board. And it tells an interesting 
and informative story of hardboard 
production, products and product 
uses. 

Exhibit was created under the 
direction of John Cain, merchandis- 
ing manager. Exhibit was so effec- 
tive, he says, that other exhibitors 
near the Forest display were happy, 
too. It helped attract larger crowds 
to that portion of the exhibit area. 
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The RADISSON as 
it will appear in 196] 


THOMAS J. MOORE, President 
LOUIS L. TOROK, Manager 


TOM FITZGERALD, Sales Manager 


MINNEAPOLIS 


COMING 1960-61 


@ 700 luxurious guest rooms and 
unusual suites 
All guest rooms and suites air 
conditioned 
Free color TV in every suite 
Free radio and TV in every room 
750 car connecting garage 
Banquet service for 1,780 guests 
in the Ballroom 
Ballroom conference facilities 
for 3,255 
10 other conference rooms to 
accommodate 1,085 people 
24,138 square feet exhibition space 
on mezzanine 
Escalator service to mezzanine 
Modern public address system and 
closed circuit TV 
ALL convention facilities on one floor 
FREE visual aids supplied 
110 and 220 volt circuits 


. 


FEderal 3-218] 


Teletype MP 423 


Where the finest becomes finer 
as the Greater Radisson remod- 
eling and new construction pro- 
gram progresses. In the center 
of the Minneapolis loop, the 
Greater Radisson will offer the 
most outstanding hotel and con- 
vention facilities in the Upper 
Midwest ... just steps away 
from fashionable shops, depart- 
ment stores and entertainment. 


New Orleans 


... and of course 


The incomparable Jung .. . largest and finest convention 

hotel in the South. 1100 guest rooms, 10 oustanding meeting 

rooms including the Tulane Room (stage, service elevator). 
Delightful guest rooms and service in America’s most colorful city. 


Tulane Room 

Green Room 

Tulane and Green Room 
Map Room 

Map Room 

Plantation Room 

Rouge Rooms 

Audubon Room 

Old New Orleans 


FOR BANQUETS 
1,000 


MEETINGS 
1,400 


r a a ai 
| Washington 


a 


‘Sma tats © 


pe 


Completely air conditioned —TV and radios 
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FREE ROS LOL RE OLY Galle RE 


OFFICES 


EXecutive 3-6481 


CIrcle 7-6940 
MOhawk 4-5100 
PLaza 4-1667 


SREY SARE TLE PLEO YODER, O° OKs 


Fabulous Charcoal Room — Comfortable Cocktail Lounge 
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AIRLINE HOSTESSES greet men, give each a derby. 


“EXCHANGE MANAGER” introduces program to field management. 


Ford Sets a Meeting Record 


In just three days, Ford stages 387 meetings for 32,000 dealers 


and salesmen. Field management executives trained to produce 


sessions after exposure to secret session in Detroit in April. 


By ROBERT C. AUSBECK 


Vice-President, Sales, The E. F. MacDonald Company 


When Ford Division, Ford Motor 
Company, decides to do something, 
you can count on it being done in a 
big way. But, 387 meetings in three 
days to involve 32,000 people? Im- 
possible! 

Well, perhaps almost impossible 
Let’s examine how this minor miracle 
was accomplished. Ford chose months 
May and June, 1959, for a hard-hit- 
ting sales campaign to involve ap- 
proximately 7,000 dealers and 25,000 
salesmen. Campaign was entitled 
“Sweep the Market.” Target, ob- 
viously, was to capture more sales for 
Ford during these two excellent sell- 
ing months. But, how to launch this 
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campaign with impact designed to 
impart peak initial enthusiasm to each 
member of Ford’s sales organization 
simultaneously? 

Closed-circuit television kickoffs 
had been used, as well as all the 
devices of jumbo telegrams and direct 
mail pieces. After deliberation, it was 
decided to bring live meeting an- 
nouncements to dealers and_ their 
salesmen, and The E. F. MacDonald 
Company was selected for this assign- 
ment. 

MacDonald Company had already 
been working with Ford Division on 
planning stages of the campaign, 
which would bring almost $4 million 


worth of merchandise and _ travel 
awards to Ford retail personnel. Now, 
MacDonald Company's Meeting-Con- 
vention Division approached the gar- 
gantuan task, to stimulate 32,000 men 
simultaneously in three short days. 

Here’s how the plan worked: In 
April, Ford field management execu- 
tives were invited to attend a meeting 
in Detroit. They were deliberately 
not told the purpose of the meeting. 
Plan was to expose them to a typical 
dealer kickoff meeting, which thev 
in turn would be called upon to pro- 
duce across the nation. 

Pre-meeting mailings were sent to 
field executives’ homes, spaced ap- 
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NOWHERE IN THE WIDE, WIDE WORLD 
WILL YOU & YOUR GROUP FIND MORE LUXURY 
MORE COMFORT 3] MORE PURE PLEASURE 
“G8 THAN AT THE CARILLON IN MIAMI BEACH 


THIS IS THE KEY TO A CAREFREE CARILLON CONVENTION 


o ~ & =: 
‘ a | 
3 blocks of private beach 


2 pools « cabana club 


circulating ice water and 


FREE 21” TV. & RADIO 
IN EVERY ROOM 


MIAMI BEACH’S LARGEST & MOST LUXURIOUS RESORT HOTEL 
WITH 620 BEAUTIFULLY DECORATED ROOMS & SUITES PLUS 


A COMPLETE VARIETY OF MEETING & BANQUET FACILITIES TO 
MEET EVERY MINUTE REQUIREMENT OF SMALL & LARGE GROUPS. 


HARRY B.ESKY, EXECUTIVE DIRECTOR OF SALES & A TEAM OF 
GROUP MEETING SPECIALISTS ARE ALWAYS AT YOUR SERVICE. 


IF YOU PLAN A MEETING SOON = OR AT ANY TIME IN THE FUTURE 
WRITE OR PHONE (MIAMI) UNion 55-7561 FOR A PROPOSAL FROM 


100% AIR 
CONDITIONED 


OCEANFRONT «- 68th TO 69th STREETS « MIAMI BEACH 
SEPTEMBER 18, 1959 


proximately five days apart. Mailings 
were designed to tease anticipation 
for the meeting. (These were the same 
mailings that dealers and their sales- 
men would receive prior to their 
meetings.) 

When checking into the hotel, each 
Ford representative found a cam- 
paign tie in his room with the cryptic 
note to wear it to the meeting the 
following day. 

Next morning, they descended the 
staircase to the meeting room. As 
they descended, they were met by a 
series of charming young ladies re- 


cruited from airline offices. First gave 
each guest a black felt derby, with 
the statement, “Here’s a dividend for 
you.” (“Sweep the Market” campaign 
with its kickoff meetings was part of 
a much larger consumer-directed pro- 
gram entitled “Dividend Days.” Both 
programs were planned for announce- 
ment at these meetings.) In turn, 
each man received a white carnation 
for his buttonhole, a walking cane, a 
large diamond stickpin for his cam- 
paign tie, a long cigarette holder 
ty with cigarette. Last young 
lady lit his cigarette and presente 


let US 


WORRY 


about your next 


SALES 


MEETING 


Our creative people, long experienced in 
planning and executing sales meetings, can 
take the work and the worry right off the top 
of your desk. You retain control and we 
move quietly and quickly—there’s no muss, 
no fuss. Pioneers among sales meeting plan- 
ners we originate ideas and equipment that 
make sales meetings challenging, persuading 
and profit-impelling events. Interested? Just 


write or call us collect. 


him with the lighter. 

Now, properly attired in the popu- 
lar if somewhat erroneous concept of 
what today’s Wall Street financier 
wears, our guests entered the meeting 
room to find it transformed into the 
“Ford Exchange,” a take-off on the 
well-known New York Stock Ex- 
change. Ticker tape was strewn 
about the floor. Banners lampooned 
competition in typical Wall Street 
terms. Background music played gay 
prosperity period tunes. At the front 
of the room was a desk bearing the 
impressive nameplate “Exchange Man- 
ager.” 

Lounge chairs were arranged in 
conversational groupings around cof- 
fee tables. On each table were “sell” 
and “buy” note pads, pencils, cigars. 
When everyone was comfortably 
seated and puffing on a good cigar, 
lights quickly dimmed and music 
ceased. Exchange Manager, attired 
in grey, striped trousers, formal cut- 
away coat and ascot tie, seated him- 
self at his desk. In darkness, he ex- 
tended a welcome to the “Ford Ex- 
change” and announced that because 
stock market terms would be used 
during the meeting, a review of these 
terms and their meanings would be 
explained by a short motion picture 
especially prepared for this purpose. 

On this cue, a humorous picture 
was projected which see A stock 
market terms with Mack Sennett com- 
edy scenes. Purpose of the film was 
to set the stage and to relax the 
group. It proved effective and was 
greeted with applause upon its con- 
clusion. Following this, through a 
series of combined motion picture 
scenes, sound slide films, charts and 
special sound effects, the campaign 
was announced and its purpose out- 
lined. 

Meeting flowed smoothly to the 
rapt attention of the group. It ap- 
proached its climax when the cam- 
paign banner unfurled by means of 
an off-stage ripcord and hit its peak 
with release of hundreds of campaign 
theme-imprinted balloons and firing 
of powder-propelled ticker tape 
streamers over the heads of the au- 
dience while a special campai 
theme song played lustily over the 
P.A. system. 

Just an hour and a half after they 
had entered the room, Ford field 
management group headed for a cof- 
fee break. After this, they were in- 
formed that the meeting they had 
witnessed would be produced by 
them for Ford dealers, sales managers 
and dealer salesmen across the coun- 
try in the days to follow. 

Inspirational talks were presented 
to the group by top Ford executives. 
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Then the mechanics of the plan were 
unfolded by MacDonald Company 
meeting technicians and field man- 
agers rehearsed their meeting pro- 
duction responsibilities. 

The plan was thorough in detail; 
387 meeting packages had already 
been shipped to meeting sites across 
the country. Meeting sites, usually 

rominent hotels, has been selected 
y field management and reservations 
made for a specific date supplied by 
Detroit. Each meeting kit contained 
the expendable portions of the meet- 
ing, such as felt derbies, decorations, 
posters, ticker tape, powder-propelled 
streamers, 8’ x 16’ wide screen, etc. 
Receipts of delivery were presented 
to each producer for those meetings 
he would stage in his geographic area. 
Meeting producer’s case has motion 
picture film, sound slide film, record- 
ed musical background, sound effect 
records, and most important single 
factor of the entire plan —a detailed 
and illustrated meeting producer's 
guidebook. 

This guidebook, plastic bound, con- 
tained the entire program, not only 
for the Ford “Sweep the Market” 
campaign, but also the Ford “Divi- 
dend Days” program. In it was a 
verbatim script of the entire meeting 
plus suggestions on how to decorate 
the hall, prepare the meeting and 
produce it. There were sketches to 
implement the words and check lists 
to guide the producer. These pre- 
meeting “readiness” check lists proved 
an important factor to each meeting's 
success. 

Last element in the guidebook was 
a series of report forms. Each meet- 
ing presented would be reported by 
the Ford field manager to the Ford 
Division in Detroit. Data reported 
includes attendance and reaction to 
the program. 

From this Detroit training session, 
field personnel fanned out across the 
nation. At each meeting site, they 
found the expendable materials ready 
to be put in use. Meetings went off 
like clockwork and the sales campaign 
started to roll with a high initial level 
of enthusiasm. 

Never before have so many men 
attended so many identical meetings 
in such a short period of time. Were 
the meetings effective? Ford Division 
reports stacks of glowing comments 
taken from meeting reports. 

From Conrad Hilton in Chicago 
to Cobblestone Restaurant in Storm 
Lake, Iowa; from Mark Hopkins in 
San Francisco to the Waldorf-Astoria 
in New York City, salesmen were 
charged with enthusiasm, and that 
enthusiasm sold Ford cars and trucks 
as the high level of sales in May and 
June has testified. 
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exhibits ? 


: ET’S DEVOTE OUR SPACE in this issue of SALES MEET- 
INGS to the first announcement of Ivel’s new 


SCISSORPAK 


S csmenan is a single dis- 
play unit, or a modular part of a 
booth background. As you can 
see from these pictures, it sets up 
in a jiffy, stands rigidly in place, 
and folds itself up in a flash. Be- 
sides the header copy, it has two 
large panel spaces for words, pic- 
tures or products. Width is 5 
feet, height 8 feet. Concealed 
lights can be added, if desired, 
behind the header and between 
the two perforated masonite pan- 
els. Framework is heavy gauge 
aluminum. 


V ov CAN ORDER Scissorpak 
from Ivel for $175.00, complete 
with shipping carton, F.0.B. New 
York. Shipping weight 75 lbs. 


A flexible, portable unit for ex- 
hibits, sales meetings, front office 
display and a thousand other 
uses. Manufactured solely by Ivel 
under Charles M. Huck patent 
application. 


VEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 


A ec 


‘A 


r 


I 


IVY BAKER PRIEST, Treasurer of the United States, is one of the many speakers. 


Giant 100th Birthday Meeting 


Equitable Life centennial celebration has to be moved out of 


Coliseum and into Madison Square Garden to accommodate 


2,200 delegates who earn trip, their wives, company executives. 


Hard-working committees cut tasks to manageable proportions. 


By ETNA M. KELLEY 


(hough an increase in sales usually 
is a major objective for an anniver 
sary observance, the goal is not 
ilways attained. Results exceeded ex 
pectations, however, in the case of 
the 18-month-long centennial observ- 
ince of Equitable Life Assurance 
Society. It reached its climax during 
the week of July 26-31, when more 
than 5,000 delegates convened in 
New York City. Group included 2,200 
Equitable salesmen, winners of an in- 
centive program, with their wives, 
plus supervisors. (Counting manage 
ment people, main office staff and 
members of Equitable’s 25-Year 
Corps, some 14,000 participated in 
the week’s activities.) 

High spots of the week’s prograin 
included dedication of Equitable’s 
new building, now under construc- 
tion; three days of ceremonies, enter- 
tainment and _ inspiration—including 
tributes to top-producing salesmen, at 
Madison Square Garden; and two 


days of meetings and panel discus- 
sions of 222 field leaders (million- 
dollar-a-year salesmen) at the Wal- 
dorf-Astoria Hotel. In addition, there 
were banquets and luncheons and 
such extra-curricular activities as a 
fashion show for delegates’ wives. 

Making arrangements to house and 
entertain so large a group, Equitable 
had a demanding task. It entailed 
booking 3,500 rooms, in blocks of 
from 150 to 300 in 12 hotels; and 
reserving theater tickets—2,200 for six 
shows and 1,200 for performances of 
“Song of Norway” at Jones Beach. A 
private bus system was set up for 
transportation of delegates. 

Despite the closely packed sched- 
ule and large number of participants, 
the week's events went smoothly. This 
credit should go to early and careful 
planning and wise division of duties, 
carried on chiefly through committees. 

As early as December, 1956, com- 
pany’s Centennial Anniversary Com- 


mittee was working on plans for the 
celebration. By September, 1958, 
there was a Program Committee (to 
select speakers, plan special events); 
General Promotion Committee (adver- 
tising, publicity, exhibits, displays, 
communications); Dinner Committee 
(meals at company expense, plus en- 
tertainment); Hotel and Travel; Per- 
sonnel Participation (selection of 
guides for home office tours and for 
work at the convention hall, planning 
participation of retirees and other em- 
ployes); Finance and Budget; Indus- 
try, City and Related Activities Com- 
mittee. There was also a Coordina- 
tion Committee, under Vice-President 
Charles R. Corcoran, to coordinate 
work of other committees. Three who 
were widely acclaimed for their good 
offices in making the program a suc- 
cess were Melville P. Dickenson, sen- 
ior vice-president for Advertising and 
Publications, Press Relations and Per- 
sonnel; Senior Vice-President Joseph 
L. Beesley, Sales Operations, and Miss 
Goldie Dietel, advertising director, 
who was secretary of Coordinating 
Committee. 

Another factor in the program was 
support from top management. As an 
instance, President James F. Oates, 
Jr., spoke or otherwise officiated at 
nearly all events of Centennial Week, 
beginning with Dedication Day cere- 
monies on the site of Equitable’s new 
building, now under construction. 


In a sense, planning began with 
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celebration of Equitable’s 95th birth- 
day, five years ago. Though minor in 
comparison with the centennial pro- 
gram, it was hailed as an important 
milestone. One of its features was es- 
tablishment of an illustrated news- 
paper, “Leadership News,” a daily 
during the program, then a monthly 
devoted to a considerable degree to 
heralding the coming of the centen- 
nial. During Centennial Week it again 
became a daily, and was then sus- 
pended. 

Plans for the centennial began to 
take more definite form three years 
ago and reached a high point in De- 
cember, 1957, 18 months before Cen- 
tennial Week. At that time President 
Oates announced an incentive plan 
for salesmen, winners to be entitled 
to expenses-paid trips to New York 
City for the convention. To qualify, 
a salesman had to increase his sales 
volume about 50% above normal lev- 
els. “We figured that about 1,900 
would make the grade,” commented 
Vice-President Corcoran, “but we 
ended with 2,200 qualifiers. Among 
winners were 220 “leading producers,” 
all of whom are responsible for sales 
of over a million dollars worth of in- 
surance a year, and some of whom hit 
two million; and four who have been 


JACK DEMPSEY (left) shows Equitable’s President how to pack a knockout punch 


with Equitable for 50 years. In one 
way or another homage was paid on 
various occasions throughout the con- 
ference week to many of those whose 


NEW YORK’S Mayor Wagner (left) and Equitable’s 
President James F. Oates, Jr. unveil the “lithocron” 
or time capsule on the first day of the celebration. 


YEAR BEFORE Centennial Week, company staged 
ceremonies to open anniversary celebration. They 
included ground breaking for new building. Firm‘s 
choral society sung, wore 19th century costumes. 
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sales records were better than those 
of average qualifiers, 

It is obvious that early planning 
had much to do with the success of 


with 


this complete 


“FACTS FILE” 


Yes, this handy file folder contains complete 
information for detailed advance planning .. . 
dimensioned floor plans of the many beautiful Skirvin 
catering rooms, suggested display and table 
arrangements, colorful descriptive folders on 
accommodations, a listing of pertinent facilities, along 
with any special information you may desire. The only 
thing we can't put in this folder is the Skirvin's 
far-flung reputation for a ‘‘personal touch" that assures 


you of a tremendously successful gathering 


Write for your ‘'Facts File’’ today 
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| i} DAN W. JAMES, President and General Maneger | 


| | 1] Broadway at Park Ave., Okichoma City, | CEntral 2:44) ! 
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POLAND SPRING RESORT 


Serving CONVENTIONS Half a Century 
MAINE’S FAMOUS SPA 
Easy to reach by TURNPIKE, Train or Plane 
POLAND SPRING HOUSE and MANSION HOUSE 
Accommodations for up to 500 
Known for good food and fine beverages. 
Complete business and recreational facilities. 
Write for DATES and colorful literature. 
Groups Invited May Through October. 
You'll get a “KICK” out of 
our gay-ninety decor and 
nostalgic Handle-BAR Room 


Poland Spring Hotels, Poland Spring, Maine . . . Home of Poland Water 


Equitable’s Centennial Week. Here 
are some of the early steps: Contract 
for the Coliseum was signed in July, 
1956; this was later terminated by 
mutual agreement, when it became 
apparent that more space would be 
needed and Madison Square Garden 
was booked for the convention. In 
1958 and to an increasing degree in 
1959, plans for the anniversary cele- 
bration were described in issues of 
“Equinews” (for salaried employes) 
and “Agency Items” (for field men). 

In July, 1958, one year before Cen- 
tennial Week, the company staged 
ceremonies to signal opening of the 
anniversary celebration period. It in- 
cluded breaking ground for the new 
building in New York City, reading of 
a special proclamation, and songs by 
the firm’s choral society (wearing cos- 
times of a century ago). At that time 
plans for Centennial Week in 1959 
were so far developed that they were 
outlined in a press release, which also 
told of a company history, then in 
preparation, and a historical film, both 
to be issued in 1959. 


® Tempo was accelerated in first 
half of 1959. Early in the year kits 
were sent to agency managers to help 
them tie in with main office planning 
and to conduct their own local pro- 
grams. Among the contents were ma- 
terial on Equitable’s history and sam- 
ple releases for local papers dealing 
with agents from the area whose sales 
would entitle them to attend the Cen- 
tennial Week conference. In May, 
1959, President Oates sent telegrams 
to managers to report on sales prog- 
ress and to congratulate those whose 
records were outstanding. Finally, 
one week before the start of Cen- 
tennial Week, there was a luncheon 
for the press at Sardi’s in New York 
City. Press kits with material to de- 
scribe the forthcoming celebration, 
advance copies of some speeches, and 
a handsome 56-page illustrated his- 
tory and program were distributed. 


Foregoing shows the thoroughness 
of advance planning. Of equal impor- 
tance was attention to detail and care 
taken to make visits of delegates pleas- 
ant and effortless. To cite one in- 
stance, at each hotel that housed dele- 
gates there was an information center, 
usually on the first or second floor, a 
special room where friends could 
meet, packages and messages could 
be delivered, and where information 
~—and even baby sitters—could be ob- 
tained. Location was easily accessible 
and these centers prevented lobbies 
from becoming congested. So far as 
possible, guests were grouped accord- 
ing to geographic origin, and the per- 


son who manned the center was 
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usually an Equitable manager from 
the same area. 

Week's events were enhanced by 
participation of many celebrities, in 
addition to that of Equitable’s own 
top management. New York’s mayor, 
Robert F. Wagner, took part in the 
new home office dedication. (One of 
its features was unveiling of the “litho- 
cron,” a sort of time capsule, modern 
version of the cornerstone.) On Mon- 
day, Equitable Day, New York's Car- 
dinal Spellman was one of the speak- 
ers and there was entertainment by 
stage, screen and television personali- 
ties. 


® During the “Physical Fitness” pe- 
riod (sponsored jointly by Sports Il- 
lustrated), there was participation b 
such notables as Jack Dempsey; Dick 
Button (ice-skating champ); Florence 
Chadwick (swimming champ); and 
tennis stars Don Budge, Althea Gib- 
son, Fred Perry, Vic Seixas and Bill 
Talbert. Bonnie Prudden and mem- 
bers of her Physical Fitness Institute 
also entertained the audience. 

On Wednesday, Industry Day, 
prominent educators and business 
men addressed the delegation. Among 
them were Ivy Baker Priest, U.S. 
Treasurer, and Frederick R. Kappel, 
president, American Telephone and 
Telegraph Co. 

Though entertainment was fea- 
tured in the programs, there was al- 
ways a relationship with insurance, as, 
for instance, in the events of the 
physical fitness section. 

More down-to-earth were 
“Leadership Days” programs, when 
“Million Club” members met at the 
Waldorf, first in a general discussion, 
then in four separate rooms for panel 
discussions. Among subjects covered 
were: employe benefits, keyman in- 
surance, estate conservation and liq- 
uidity, current developments, plan- 
ning a Million Club member’s own 
estate. Each participant found at his 
place during the opening session a 
portfolio bearing his name, name- 
plate, names of panelists, information 
on topics covered (useful when dele- 
gate returned to his job), and blank 
paper for note-taking. 

Centennial theme was emphasized 
throughout the preliminary period, as 
well as during the conference week. 
Here are some of the ways in which 
this was done: 


two 


1. Printed material: Company pub- 
lications carried information on Equi- 
table’s history for more than a year 
before Centennial Week and devoted 
space to the forthcoming celebration. 
Typical treatment included a cover of 
December, 1957, “Equitable Agency 
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J. Stokes Clement joined the Sandura Com- 
pany in 1936 as a sales representative, and in 
1941 rose to the position of assistant to the 
President. In 1946 he became President of the 
Paulsboro Manufacturing Company, a San- 
dura subsidiary, and shortly thereafter he be- 
came President of both companies, which were 
later merged under the Sandura name. 

Under Mr. Clement’s leadership, Sandura 
has grown swiftly to become the nation’s larg- 
est manufacturer of rotogravure vinyl! floor 
covering, under the trade name of Sandran. 
The company is known throughout the industry 
for its harmonious relations with its distribu- 
tors and dealers and for its unique franchising 
and price protection policy. Mr. Clement per- 
ale directs Sandura’s sales and marketing 
division, traveling over 100,000 miles yearly 
in his efforts to maintain close personal contact 
with his dealers and distributors. ' 

In 1959, the Sandura Company held its an- 
nual distributors meeting at the HOLLY- 
WOOD BEACH HOTEL. 


J. STOKES CLEMENT 
President 
SANDURA COMPANY 


HOTEL/GOLF CLUB 
HOLLYWOOD/FLORIDA 


New York Office: MU 8-666? 
Chicago Office: SU 7-1563 


8 Function Rooms, Seating 25 to 1,000 


w« PITTSBURGH 


Sales Executives stay at and recommen 


HOTEL 
WEBSTER HALL 


Your Gracious Host in Pittsburgh 


4415 Fifth Ave., Pittsburgh 13, P: 
MAy flower 1-7700 


a. 
Teletype PG 253 j f 
E® ne © 


150 Car Parking Lot Adjoins Hotel 


pre 


The Better Place in All 
PITTSBURGH for 
¢ SALES MEETINGS 
* CONVENTIONS 
BANQUETS * SHOWS 


600 AIR COND. ROOMS 
WITH T.V. & RADIO 
8 Air Conditioned Function Rooms 
Henry J, Huemrich V.P. & Geni, Mgr. 


Florence Rittinger, Sales Mgr. 


Ln Ad EG 


Pe ney 


In Lincoln... PERSHING AUDITORIUM 
Convention Magnet of the Midwest 


attracting groups of all sizes annually to 
the “‘Convention City’’ of the great plains ‘Tan 


< 


@ Complete convention facilities pik =g ttin wn 
@ Seats 7,000 @ Banquet facilities a + e g do 


@ 45,000 sq. ft. of space on two floors =? to business... 


@ Downtown location near hotels . 
and stores @ Large stage . , It f ae to a 
@ Completely air conditioned j ; on the business at. anc in 
, the handsome setting of the 
St. Moritz. Function rooms are 
completely isolated assuring 
rivacy and quiet for your group. 
For complete letails, write: Convention Manager and ~ fomad St. a P 
Lincoln Chamber of Commerce LINCOLN, NEBRASKA service and cuisine add immeas- 
urably to your affair. Newly 
decorated private function rooms 
J accommodate from 10 to 300 
SVESIDENT HOTEL*> MOTEL for directors’ meetings, sales 
es meetings, luncheons, banquets, 
On the Boardwalk .- Atlantic City receptions or testimonial dinners. 
For an especially beautiful 
setting, choose the Sky Gardens 
or Terrace Club, overlooking 
Central Park from high 
atop the St. Moritz. 


SO RaNTiatY Loe “ 7% i L ST. Mi © RITZ 
= , ry ~ ON-THE- PARK 
50 Central Park South, New York 


Plaza 5-5800 
Nancy 8. Zabel, Sales Manager 


LINCOLN--at the crossroads of America, 
hub of culture, sports, shopping, recreation- 
served by every type of transportation 


For information write Lois H. Steckel, Sales Mgr., or phone Atlantic City 4-5151 


i i FRENCH CANADA... 
The MONMOUTH Overlooking the Atlantic Ocean mi RENCH CANADA... 
2 


SPRING LAKE BEACH, N. J. 


MEETINGS UP TO 400 
JUNE AND SEPTEMBER 


| Hour Drive to NEW YORK 


®@ Two golf courses 
®@ Air conditioned dining room 


@ Ocean cooled meeting rooms MUBRAY BAY, GuEneC 
® Tennis courts, shuffle board or PHILADELPHIA Superb resort living for groups up 
@ Private bathing beach Write James J. Farrell Mgr to 600, all-inclusive rates . . . come 
‘ 2 if June, late August or September. 
@ Cocktail Lounge, Night Club Same management as In the pine-scented Laurentians 
Palm Beach Biltmore overlooking the St. Lawrence .. . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 


ADD A CRUISE TO NASSAU! 
via %& FLORIDA from Miami 


‘ 
' 

' 

' 

' 

' 

1 

ARRANGE for your members to come a few days early—or stay 1 

$54 later for needed relaxation—and grab this chance to see colorful, | 
vp Ss ' IM . ! 

foreign Nassou! 3-day crwise includes two nights at sea, two doys_ 
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! 


ALL OUTSIDE and a night in Nassov. 


STATEROOMSI 
ROUND TRIP $39 up AIR-CONDITIONED dining room and cocktail lounge. Dancing to 
ship's orchestra. Entertainment. All meals—the ship is hotel all the way. 


FOR COMPLETE INFORMATION WRITE 


P.O BOX 1 
BO STEAMSHIP COMPANY Miami 6, FLORIDA. 
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tems.” It reproduced President Oates’ 
proclamation of the 18-months ob- 
servance of the milestone. An article 
in this issue spelled out the conditions 
ef the sales contest whose winners 
would receive free trips to the con- 
vention, Other printed tie-ins: 56- 
page program-and-history, with old- 
fashioned typography, photographs 
and drawings to depict life when 
Equitable was young; “A Century of 
Building Family Security,” a 28-page 
combination annual report and com- 
pany history, with nostalgic typogra- 
phy and artwork; “100 Years of 
Growth and Progress,” a foupeer 
brochure with Equitable’s chronology 
and an interesting cover design, a 
cross-section view of the growth rings 
of a sawed log; kits and portfolios, all 
of which portrayed the special centen- 
nial seal and otherwise tied in with 
the milestone. 


2. Decorations and props: For the 
convocations, both large and small, 
during Centennial Week, there were 
always decorations, such as 100th an- 
niversary streamers. Banners, bearing 
reproductions of the centennial seal 
carried out the blue and gold color 
scheme of the organization. 


3. Souvenirs and gifts: These were 
of wide range. Most of them carried 
the centennial seal. Among them were 
matchbooks; lapel pins, silver-plated 
and in the design of the centennial 
seal; bracelets, also bearing the seal, 
for delegates’ wives. An especially 
attractive memento was the miniature 
of the lithicon (unveiled during dedi- 
cation ceremonies) of clear plastic 
with steel time capsule embedded in 
it. When visitors took the special 
tours of the home office, they were 
given shoppings bags in which to 
carry away souvenirs distributed on 
those occasions. 


4. Exhibits: During Centennial 
Week, visitors who took guided tours 
of the home office, saw not only mod- 
ern data processing equipment and 
exhibits dealing with the company’s 
soon-to-be-completed building, but 
displays dealing with its early history. 
For example, there were reproduc- 
tions of a 19th century clerk’s work- 
ing area and an early machine room. 


5. Speeches and releases: Dozens of 
speeches were made during and pre- 
ceding the anniversary observance pe- 
riod, by Equitable people and its 
friends. Though many subjects were 
covered, there was always recognition 
of Equitable’s long history. On Indus- 
try Day, there was a symposium, spon- 
sored jointly by American Life Con- 
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Sales Meeting Paradise 


Priceless convention ingredients are yours at the French Lick-Sheraton— 
enthusiasm, revitalized interest, idea receptiveness. 
AMERICA'S FINEST YEAR-ROUND 
CONVENTION HOTEL 


Sy 
* Unexcelled facilities for groups of all sizes * Unique Planning 
* Two 18-hole Golf Courses (one 
Championship) * Cookouts * Miniature 44 
Golf (indoors) * Horseback Riding A 
* Hayrack Parties * Luaus “¢ 


* Renowned Mineral Waters and 
Baths * Indoor & Outdoor 
Swimming * Western Parties 

¢ Superb Food * Dancing 


Phone 


French Lick 
Wellington 5-938! 


wnEk 


FRENCH LICK, INDIANA 


Q 
Unsurpassed 


Convention Facilities -Yet you pay no more 


@ Over 500 air-conditioned luxurious 
rooms and suites. 

@ 8 meeting and private dining rooms — 
25 to 750 person capacity. 

@ Main Dining room with 1,100 capacity 
— the cuisine is exceptional. 

@ 10,000 square feet of exhibit space. 

@ Public address systems, audio visyal 
equipment available. 

@ Acomplete convention staff with a mem- 
ber detailed to your affair at all times. 


sy 


| PLUS ee sea fishing - golf - tennis courts - Olympic salt 
water pool - beach club - shuffleboard - sun deck - cabana 
colony - cocktail lounges - nightly entertainment. 


AstebhMabaidbes —at the Palm Beach Biltmore you, 


and every member of your group, will receive 
the ultimate in accommodations and ser- 

vice. Hospitality and interest in 

your gathering and its prob- 

lems is our business! 


The PALM BEACH 


For further information, please write, wire or phone—L. E. Ames, 
Director of Sales, Palm Beach Biltmore, Palm Beach, Florida. 


THIS YEAR 
I AGNIFICENTLY 


Hone... 


bujliuk 
Wihlbd 


Montauk, New York 


hold 
your next 
MEETING 


MH Sellorson 
hotdl 


ATLANTIC CITY. N. J. 


Outstanding Facilities 
at Sensible Prices 


if you pian to hold a convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 
. . « Atlantic City’s leading moderately 
priced hetel, Famous for its excellent 
culsine and outstanding facilities, the 
jefferson's completely trained convention 
staff Is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 880 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

250 COMFORTABLE 
ROOMS in the Jefferson 
EXPERIENCED STAFF to 
handle all details. 


Telephone: 5-0141 


Teletype CG28 


* Complete facilities adaptable to any 

type of function 
| % Personalized attention to every detail 

* Convenient to railroad terminals 

* Located in the center of 
downtown Chicago 

* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


CONVENTION 
FACILITIES 
too, are unsurpassed 


In addition to distinctive 
exhibit and meeting 
facilities in the hotel itself, 
the Montauk Manor theater 
provides an impressive 
convention Auditorium for 
up to 1,000 people 

plus an adjacent display 
area of equal size... plus 
private executive meeting 
and sales rooms. 


write for new brochure showing room 
| charts, floor plans and full details 


Arizona’s 
Country Club Resort 


GROUPS 


Accommodations for 185 guestsin a 


ED FURGOL 
new head golf pro 


18 hole championship course, 
professional clay tennis 
courts, Surf Club and pool 
..- all for the exclusive 

use of guests and members. 
Fabulous fishing, of course. 


For complete details 
and special American Pian rates 
contact R. D. Waterman, 
Convention Manager 
at MUrray Hill 2-5197 


Ps, } 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 


We'd like 


to tell you 


why 


MIAM LI is the Magic City 


for Conventions 


Write to CONVENTION BUREAU 
320 N.E. 5th St. ept. TI 
Miami, Florida 


secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 
3740’ Paved Airstrip. Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 


Season: 
November 1 to May 15 


THEWIGWAM 


INN, COUNTRY CLUB, BUNGALOWS 


LITCHFIELD PARK — ARIZONA 
Reade Whitwell, Mgr. 


Telephone WEstport 5-3811 


NATIONAL REPRESENTATIVES: 
GLEN W. FAWCETT, Inc. 


Los Angeles MAdison 6-7581 
San Francisco YUkon 2-6905 
(Toll free from East Bay ENterprise 1-0450) 
Seattle MUtual 2-1981 
Dallas Riverside 1-6814 


ROBERT F. WARNER, Inc. 
MUrray Hill 2-4300 
RAndolph 6-0625 
REpublic 7-2642 
LA fayette 3-4497 
G2 5:h. OR ein so ale ea EMpire 3-2698 
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vention, Institute of Life Insurance, 
and Life Insurance Association of 
America, on “The Economic and So- 
cial Contributions of Life Insurance 
to the Nation.” Speakers, all leaders 
in their fields, touched on the past, 
but there was also emphasis on the 
os life insurance will play in the 
ture growth of our nation. 
Equitable’s centennial conference 
represented a vast amount of work, 
but it was divided among so many 
that the burden was not intolerable 
for any one individual. As to expense, 
this was kept within bounds by con- 
centrating on the big July convention 
and cutting out special events and 
seminars normally held in other years. 


Motivation for sta so vigorous 
a program came cate y Bel andy 
conducted by Equitable several years 
ago. According to Vice-President Cor- 
coran, “We learned that although we 
are the third largest in our field, our 
public recognition was not commen- 
surate.” Then came word from the 
president to prepare a ee that 


would “enable us to begin nt | 


a more forceful corporate image an 
greater recognition.” To an outsider 
it would appear that a long step has 
been taken toward that aim, in the 
newsworthy centennial — cul- 
minating in a conference so large that 
it had to be housed in Madison Square 
Garden. # 


Small Group Techniques 
Excite and Inspire _ 


Walker Marketing Corp. combines methods to keep sessions lively. 


Never uses same room for more than a few hours. Constant 


change of meeting room offers “fresh” view for group sessions. 


Meetings run the gamut from dull 
and boring to exciting and inspiring. 
It’s a difficult job to plan either an 
exciting or inspiring one. But to make 
a sales meeting both, takes imagina- 
tion as well as hard work. 

Both imagination and hard work 
were very much in evidence at the 
recent territory manager sales confer- 
ence of Walker Marketing Corp., Ra- 
cine, Wis., held at Lake Lawn Lodge, 
Delavan, Wis. Company manufac- 
tures three lines of products—automo- 
bile mufflers, jacks and oil filters. 

Previous Walker sales meetings had 
shown the advantages of group dy- 
namics techniques. So planners of the 
recent meeting decided to use as many 
of them as possible. 

First used was the buzz session. 
Every one of the 80 salesmen present 
took part. Method was used to han- 
dle such subjects as sales approaches, 
overcoming sales objections and clos- 
ing the sale. 
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Entire audience was divided into 
10-man groups seated at separate 
tables. After a lead-off talk from the 


There Never Was 


Conventions 


Business Conventions at the Barn 

. . . different, complete and pro- 
ductive. Barn’s Convention Office 
will tailor plan facilities to meet 
your requirements plus offers to 
you the advantage of 1600 private 
acres in the beautiful Berkshires 
... finest accommodations (private 
banquet facilities available), 
scrumptious foods, an experienced 
staff to cater to your every need, 
full recreational facilities includ- 
ing golf (private course on prem- 
ises), riding, swimming (heated 
pool), fishing (privately stocked 
pond), hiking, tennis, softball, trap 
shooting, handball, horseshoe 
pitching, badminton and hosts of 
other sport activities. 

Write Box SS for Free Color Folder 
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Grea to Mass 


. 
fesosecesees 7 . Seeeeecesce 


CHICAGO AREA 
NEW YORK AREA 
DISTRICT SALES MANAGERS 


WANTED by a leading Miami Beach 
hotel — one fast-moving, business- 
producing group-meeting specialist to 
cover Chicago Area. Another to cover 
East from Montreal to Washington. 
Send all details in confidence to 


DSM, FRIEDLANDER ADVERTISING 
2138 Biscayne Bivd., Miami 37, Fla. 


THE WORLD'S AT YOUR 


When You 
Convene at 


RESORT HOTEL 
LOOKOUT MOUNTAIN, TENN. 


to October. 
UNUSUAL AMERICAN PLAN RESORT 


with food, service, and accommodations matching 
the grandeur of a view encompassing seven states. 


Swimming Pool * Horseback Riding * Tennis 
Archery * Free Golf * Shuffleboard * Putting 
Greens * Name Bands and Supper Club Stars. 


PLUS OUTSTANDING CONVENTION FACILITIES 
Seven Meeting Rooms—Largest seating more than 
500 . . . King Arthur's Roundtable—perfect for 
conferences of 20 to 40 . . . dining indoors or 
out . . . newly furnished comfortable accommoda- 
tions for groups to 350. 


IDEAL LOCATION . . . NEAR CHATTANOOGA . . . SERVED BY: 


Braniff * Capital * Delta + Eastern * Southeast 
More than 40 Daily Flights. Southern * NC & St. L 
16 trains daily. Hotel transportation from terminals. 


Write, wire or call collect: JACK M. SLONE, President 
Telephone: VErnon-!-i545 Chattanooga, Tenn. 


IN THE CLOUDS 
Write today as LOOKOUT MOUNTAIN, TENNESSEE 


HERSHEY, PENNSYLVANIA 
“Open Yeor ‘Round" 
SUCCESSFUL MEETINGS ARE ASSURED 


At delightful Hotel Hershey. Centrally located, easily accessibie by 
air, rall or highway. |! conference rooms, tastefully decorated and 
comfortably equipped, acc date 12-225. Seclusion if desired, 
renowned sport and recreational facilities available. Superb food, 
most of it fresh from Hershey Farms. Evening entertainment includes 
special attractions at Sports Arena and Broadway Productions at 
Theatre. New Swimming Pool. 


For Reservations Write: Charles E. Todd 
Room 127, Hotel Hershey, Hershey, Pa. Managing Director 


_ For The Life of Your 
_ Convention 


and The Conventic 
of Your Life 


$ THE 


BRETTON WOODS HOTEL 
NEW HAMPSHIRE 


:; The largest and finest convention meet- 
Ing resort In New England, 10,000 acre 
estate. 10 separate meeting rooms, ex- 
hibition hall, dining room seating 800, 
completely trained staff to make your 

: work a pleasure. 18-hole golf course, oll 
sports, entertainment, and the greatest 

; chefs In the U.S.A. Convention season, 

: June thru October, Write today fer 
brochures, programs and menus. 


All Inclusive Rate . . . No Extras! 


WIN CHESLEY, Director of Sales 
1 East 57th St., New York City, Plaze 5-7640 


Shawnee-on-Delaware, Box 40, Pa. 
A distinguished summer resort 
in the Poconos catering to ca- 
pacity meetings during May, 
June & September, October. 
Accommodations for smaller 
Executive Groups in July & 
August. Air-conditioned public 
space. Capacity 225-250. “Golf 
Capitol of the East”, plus other 
sports facilities. 


WELDON S. GARRISON 
General Manager 
EDGAR A. SWEET 
Sales Manager 
Telephone 

HAmiiton |-1500 
Int'l. Reps. 
ROBT. F. WARNER, INC. 
17 East 45 St. 
NEW YORK 
MU 2-4300 
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group chairman, each table discussed 
an assigned subject for 10 miriutes. 
Ideas developed at the individual 
tables were reported by an appointed 
“table chairman.” After the 10-min- 
ute discussion each chairman read the 
ideas conceived by his group and 
they were discussed briefly before the 
entire assembly. By a show of hands 
the whole group then voted for the 
table with the best set of ideas. This 
competitive note added an extra high- 
light to the session. 
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Role-playing was another group 
technique successfully employed at 
the conference. Men were again di- 
vided into small groups but this time 
they met in individual rooms. Each 
man was required to tackle a specific 
type of selling problem such as a 
“cold turkey” call, or “selling carload 
lots.” Role of the “hard-to-sell” pros- 
pect was played by the group leader 
who is a member of the headquarters 
staff. Advance preparation for this 
assignment was encouraged but. en- 
tire 20-minute presentation was ex- 
temporaneous. Interest in this role- 
playing activity was again heightened 
by a competitive spirit. Winners in 
each group were selected by the par- 
ticipants themselves and appropriate 
awards were made at the final ban- 
quet. 

Advantages of small-group semi- 
nars are, of course, well known. But, 
because of the difficulties of program- 
ing, this effective method of ,com- 
munication is frequently bypassed in 
favor of the easy-to-schedule large 
group seminar. This was-not the case 
at the Walker conference. Six sepa- 
rate small group seminars were 
planned as part of the program.’ A 
carefully detailed schedule was work: 
SEPT.EMBER 


18, -1959 


ed out so each man would attend each 
seminar with a different group. By | 
the use of this technique the men got | 
to know each other better. They were | 
stimulated throughout all six sessions 
by their constantly changing asso- 
ciates and each man could actively 
participate in an intimate discussion 
period. 

Another feature of the conference 
which lent variety and interest was | 
a “clinic” or dealer meeting held on 
location at a local car dealer’s shop. | 
Here the men were able to observe | 
under actual field conditions the lat- 
est technical developments in muffler 
replacement, as well as the merchan- 
dising methods used to conduct busi- 
ness of this type. 

During the entire meeting the 
group never met in the same room for 
more than a few hours. Activities 
were regularly transferred to various 
locations so that specially prepared 
background displays, slide films and 
product samples could be set up in 
advance. Thus, rooms were always 
“fresh” and the danger of monotonous 
surroundings was avoided. 

Salesmen arrived Sunday and 
started business meetings early Mon- 
day morning. During the five day 
conference, salesmen had only one 
afternoon off to do as they wished. | 
Evenings were free. And many sales- 
men got up early in the morning to 
get in a swim or a round of golf be- | 
fore the morning sessions started 


All salesmen were pleased — after 
all this-was a business trip not a vaca- 
tion. They wanted to learn and did. 

= 


exhibits 


++. When you see 


THIS LOGO 
on shipping cases 
at trade shows... 
you can be sure the 
exhibitors are get- 
ting the most out of 
their show budgets. 


If you don’t know 
the Capex story 
about low cost dis- 
plays...we’ll be 
glad to tell it to you. 


a 
CAPEX COMPANY, Inc. 
615 SOUTH BOULEVARD 
EVANSTON, ILLINOIS 


a 


Glad to GREET you 


© With complete facilities that assure 
a successful carefree meeting 

@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

@ With personalized attention to 
good service and come-back-again 
hospitality 

@ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 

N. Y¥.—LO 5-1115 « Phila.— Ki! 6-1937 
or write: EDWARD C. JENKINS 


me SKYLINE INN <x 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 
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KEY CLUB comes complete with bar, fireplace, gaslights and gramaphone. 


Mobile Key Club Is New 
Hospitality Wrinkle 


Continental Can creates portable room in gay 90's style to serve 


as hospitality center at conventions. Prospects and customers 


receive keys to door. Entire room packs up for use elsewhere. 


By JAY R. PAUL 
Convention Coordinator, Continental Can Co. 


[he country’s enduring and long- 
suffering army of convention planners 
always lives with this age-old prob- 
lem: 


How can we make a lasting, profit- 
able impression most effectively on 
our customers and prospects who at- 
tend the convention? 


Over the years, answers have varied 
with the situation at the moment: 
more display space, more motion in 
displays, pretty demonstrators, new 
product or service introductions timed 
to coincide with convention dates, 
bigger and better cocktail parties. 
There is nothing particularly wrong 
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with these answers. I'm sure they 
have solved many a problem, but 
among them we found no solution to 
ours. 

With conventions constantly grow 
ing — both in attendance and number 
of exhibitors—a company’s problem 
of making the kind of impression it 
wants to make, on the people it wants 
to reach, is becoming more acute. 
Usual product display and standard 
hospitality room certainly have their 
places in the picture, but a new ap- 
proach is needed to jar conventional 
conventioneers! 

This year at Continental Can we 
took a searching look at our conven- 
tion problems. First, we reviewed 


what we had done in the . We 
knew our participation had been con- 
sistently of high calibre, but we won- 
dered if there had been that particu- 
larly distinctive thing to make it stand 
out from a hundred others. 

One thing did stand out in our 
minds: While we had been able to 
create interesting displays for the 
typical “hall” shows, there was a 
sameness about our hospitality rooms 
and participation in “hotel” conven- 
tions that plagued us. We had trou- 
ble separating one from another in 
our memories. And, if we had this 
trouble, we asked ourselves, “What 
about our customers?” 

Secondly, we sat down and made 
a check list of what we wanted to 
accomplish. Frankly, we really hadn’t 
put this down in black and white 
before. We had relied, I suppose, 
on the vague thought that all conven- 
tion activity has only one objective: 
to increase sales. But the check list 
proved to be interesting and thought- 
provoking. Here it is: 


1. To reach a select group of cus- 
tomers and prospects. 


2. To make a favorable, distinctive 
impression on that group. 


3. To become more intimately ac- 
quainted with them, and with their 
problems. 


4. To tell these people — in a 
quiet, friendly atmosphere — about 
our company and its products. 


5. To provide our customers and 
prospects with something new to talk 
about — something they would enjoy 
and tell their friends. Every telling 
would help our selling. 


With these objectives and with a 
general dissatisfaction about our own 
activities in the past, we moved into 
the third phase of our planning: sub- 
mission and discussion of new ideas. 
We soon realized that although we 
knew where we wanted to go, we 
didn’t know exactly how to get there. 
It was at this point we consulted with 
Lewis Barry, president, Lewis Barry, 
Inc. 

This is the age of the beatniks. In 
the convention world, it’s the era of 
the off-beat idea, the simple idea so 
unreal, distinctive and workable that 
it will help meet the tremendous com- 
petition of other companies that seek 
the interest and attention of the same 
convention goers. We started with 
such an idea, and, working with 
Barry, we developed it. 

Exclusiveness — a friendly, interest- 
ing atmosphere — the answer seemed 
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LOOKING FOR A MEMORABLE CONVENTION SITE? LOOK TO 
CANADIAN PACIFIC HOTELS FOR THE FINEST FACILITIES! 


Get more done, have more fun at CANADIAN PACIFIC hotels 
... located all across Canada. For information and reserva- 
tions write: Convention Traffic Department, Canadian 
Pacific Railway Company, Windsor Station, Montreal. 


bb ite whet 

THE ROYAL YORK, Toronto, eae The largest hotel in the 
British Commonwealth is larger, more luxurious than ever! 
There’s a new 400-room wing, bringing the total to 1,600! Every 
room has radio and TV! Convention facilities include: the new 
Canadian Room accommodating 2,200. Seating capacity 7,500 in 
public rooms. New lounges, dining rooms. Serving capacity of 
10,000 at any one mealtime! Complete public address systems— 
35 and 16mm projector equipment. 400-car garage with registra- 
tion facilities, and connecting overpass to hotel. The Royal York 
is located in the heart of metropolitan Toronto—just one night 
away from key U.S. cities! Open year-round. 


CHATEAU FRONTENAC, Québec. World-famous hotel overlook- 
ing colorful Québec and the mighty St. Lawrence. Convention 
features: 600 rooms, meeting and exhibition rooms, private din- 
ing rooms, sound projectors. Superb food, thoughtful service. For 
after-convention hours: snow sports, golf, sight-seeing, shopping 
on quaint. winding streets. In French we call it a succés fou! In 
any language: an unforgettable convention! Open year-round. 


LAKESIDE INN, Yarmouth, Nova Scotia. Snug English-style inn, 
accommodating 120. Cottages, too. Comfortable convention fa- 
cilities. For fun: golf, tennis, swimming, shuffleboard, fishing. 
Open July and August. 


DIGBY PINES, Digby, Nova Scotia. Unique fishing town inn. 189 
rooms, 31 cottages. Convention facilities. Golf, fishing, tennis, 
swimming. Superb seafood. Open June to September. 


GORNWALLIS INN, Kentville, Nova Scotia. Set in the peaceful 
orchards of the lush Annapolis Valley. Facilities for 150, ideal 
for small gatherings. Fishing, golf nearby. Open year-round. 
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ALGONQUIN, St. Andrews, New Brunswick. Wonderful Old Eng- 
lish atmosphere, fine food and service. Accommodates 350, For 
after-meeting hours: golf, swimming, tennis, fishing, shuffleboard, 
sailing. Open June to September. 


ROYAL ALEXANDRA, Winnipeg, Manitoba. 445 well-furnished 
rooms. Dining room, coffee shop. Selkirk Lounge. Many conven- 
tion facilities. Open year-round. 


THE SASKATCHEWAN, Regina, Sask. 270 rooms, with radio. TV 
available. Comfortable accommodations. Good food and service. 
Dining room, coffee shop. Open year-round. 


THE PALLISER, Calgary, Alberta. 484 rooms. Radio, TV avail- 
able. Dining room, coffee shop. Range Penthouse Lounge. Cen- 
trally located. Open year-round. 


BANFF SPRINGS, Banff, Alberta. Baronial retreat mile-high in 
the Canadian Rockies. Spectacular view of snow-capped peaks, 
sunny mountain trails. 600 rooms, every convention facility. 
Cocktail lounges. For fun: swimming, shuffleboard, riding, golf, 
dancing. Scenic tours. Planned entertainment. Open from May to 
September. 


CHATEAU LAKE Louise, Lake Louise, Alberta. Just 40 miles 
away from Banff. A majestic mountain retreat and world-famous 
resort. Every window reflects the calm and might of ageless peaks. 
400 rooms. Adequate convention facilities. All Alpine sports. 
Boating, riding, swimming, dancing, concerts nightly. Open June 
to September. 


EMPRESS HOTEL, Victoria, B. C. Located on Vancouver Island, 
evergreen playspot of the Pacific Northwest Coast. 573 rooms. 
Meeting, exhibition, private dining rooms. Coronet Lounge. For 
relaxation: Hunting, golf, riding, lawn games, fishing, swimming 
in famous Crystal Gardens. Mild climate. Open year-round. 


Peete ae 


Looking for a different 
convention site? 


Plan your next meeting at picturesque West Point on the grounds of 
the U. S. Military Academy, 45 miles from New York City. Some of 
the nation’s most prominent firms who are Thayer “regulars” say West 
Point meetings accomplish more in the dignified historic atmosphere. 
Groups of 10 te 400 find perfect facilities among the Thayer's 
wide choice of meeting rooms. All standard training aids available. 
Beautiful guest rooms overlooking the Hudson, new cocktail lounge 
and outstanding meals will make your next meeting the best ever. 
Summer and winter sports nearby. No parking problems. Contact 
John J. Schafer, Manager, phone Highland Falls, N. Y., 6-4731. 


WEST POINT, NEW YORK 


ERIE, PENNSYLVANIA 


By the Shores of Lake Erie . . . 400 Luxurious 
Guest Rooms ... TV. . . Redecorated 
Executive Suites . . . One Minute to Rail- 
road Station . . . Five Minutes to Airport 
. , « 24-Hour Parking just Fifty Cents . 
Excellent Accommodations for Conventions 
and Sales Meetings, from 10 to 600 . 
Large Exhibit Area . . . Unexcelled Recrea- 
tional Facilities . . . Distinguished Cuisine 


. Call Manager Collect— 
and Service. 


GLendale 6-887! 


TO BETTER CONVENTIONS 
~~ STIMULATING MEETINGS 


GOLDEN GATE 


HOTEL 


@ MEETING SPACE 


Our new Convention Hall is 
d to acc date groups 
of 10 to 1600. Nine meetings 
can be held simultaneously. 
Fully equipped with every 
modern convention facility. 


© PERSONALIZED SERVICE 
Our staff includes convention 
experts, public relations men, 
secretaries, photographers, 
with round-the-clock service. 


@ ACCOMMODATIONS 


Largest resort in the world! 
500 luxurious rooms, all air 
conditioned, including hotel, 
motel, opartments and villas. 
Huge private beach, 2 pools, 


tennis, dancing and entertainment 


For full details and convention brochure, write 
4. Maxwell Myers, Sales Manager 
William J, Hines, General Manager 
20 acres on the Ocean at 194th St. 
MIAMI BEACH “ 


| A Glad to GREET you 


@ With complete facilities that assure 
a successful carefree meeting 

@ With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

@ With personalized attention to 
good service and come-back-again 
hospitality 

® 90 miles from Phila. & N. Y. C. 
For information call our offices in: 

N. ¥.—LO 5-1115 © Phila.— KI 6-1937 
or write: EDWARD C. JENKINS 


me SKYLINE INN cin 


MOUNT POCONO, PENNSYLVANIA h 


at the Top of the Poconos 


— 
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to suggest itself: a key club! During 
the last few years key clubs have been 
flourishing all over the country. To 
our knowledge, no other company 
had hit upon using this device as a 
merchandising vehicle at conventions. 

We started with a room, and it had 
to be almost any hotel room in any 
convention city. Within that room, in 
our mind’s eye, we built another 
room, lifted board by board from the 
1890’s. Its authentic decor included 
red and gold wall paper in bold pat- 
terns to match the heavy red and gold 
drapes, gaslights, a picturesque man- 
tle and fireplace, and old-fashioned 
“series” paintings. An ample bar and 
back bar of the period were dropped 
in place, complete with bartenders in 
colored vests and sleeve garters. In 
the background, barbershop quartet 
music filled the air, courtesy of an 
old-fashioned gramaphone. 

So far, so good. We liked the set- 
ting, especially when it was enhanced 
by a little vestibule, an entrance that 
set the stage and provided a door 
that could be opened only by key- 
holders. 

To transform all this into reality, 
exhibit-builder Barry brought new 
meaning to the word craftsmanship. 
All the myriad details of decor from 
the gay 90’s period were carefully 
researched, and then the Barry or- 
ganization pounded pavements until 
every authentic item was found. 


® One of the great problems faced 
was to bring mobility to the “room 
within a room.” To have created this 
club in just one hotel in one city 
would have been simple, but it had 
to be designed and executed like a 
stage setting for a road show — ready 
to be assembled in one city, and then, 
after use, packed up and shipped to 
another where the room dimensions 
were undoubtedly different, where 
windows were in different locations, 
where there might or might not be 
air conditioners to contend with. With 
a lot of foresight and some clever 
designing, all these rigorous specifi- 
cations were fully met. 

Now we had our key club, and we 
could take it with us. Possibilities 
seemed endless: membership invita- 
tions issued to Very Important Per- 
sons, our customers and prospects; 
actual keys provided for members to 
allow them to enter through the 
locked vestibule door; cups and nap- 
kins bearing the VIP insignia; straw 
hats for our members and bonnets for 
their ladies. They all added to the 


exclusive, distinctive atmosphere of 


The mobile Triple-C Key Club first 
welcomed members at the Conrad 
Hilton Hotel, Chicago, during Na- 
tional Paper Trades Assn. convention. 
It will be on the scene and operating 
at the same hotel during National 
Automatic Merchandising Assn. Ex- 
position in November. 

There is no doubt in our minds 
that the Club is accomplishing our 
objectives. It has made a tremendous 
impression on all our visitors. It has 
provided us with an intimate setting 
— very near and yet far from the nor- 
mal strife and stress of conventions — 


A SALES MEETING IS ONLY 
AS GOOD AS IT SOUNDS! 


and how it sounds depends first on 
your P.A. Microphone 


Don't let a poor Public Address Microphone stand 
between you and your sales force—because if 
what you say is important, it’s important that 


your men get it...every word! 


Get the microphone that gets your 
message across best... the 


UNIDYN 


4 SHURE 


Used by thousands of the world’s largest cor- 
porations for clear, intelligible sound quality . . . 


regardless of room size. 
Write on your letterhead for non-technical 
literature telling you how to improve 
the sound of your sales meelings: 


SHURE BROTHERS, INC. 
222 Hartrey Ave., Evanston, lll., Dept. 53-! 


in which our customers and we can 
get to know each other better. 

There are no products on display, 
yet customers are particularly recep- 
tive in such surroundings to converse 
about our merchandise. It has en- 
abled us to be selective in our con- 
vention selling. 

All in all, the key to our club has 
helped to open the door to previously 
untapped sales. Lastly, because the 
club is an unique oasis, news of its 
existence has spread by word-of- 
mouth, the most telling form of pub- 
licity any company can have. 


When you need 


think of 


Special Effects. 


decorating service for—<e TRADE SHOWS 


FREEMAN 


Complete Services, from first plans to final cleanup. 


Floor Plan Layouts — Exhibit Booths — Registration Counters — 
Traveling Displays — Display Equipment — Exhibit Set-Up and 
Dismantling — Rental Furniture and Rugs — Decorations — 


Serving Middle America from Three Locations. 


FREEMAN DECORATING CO. 


© CONVENTIONS 
© SALES MEETINGS 


uce 
qd ts, 


si 


4 


otNNlbIT 
* Suangis3® 


DALLAS, TEXAS 
3004 Commerce St. 
Riverside 1-1514 


DES MOINES, IA. 
1800 Keosauqua 
ATlantic 8-5705 


OMAHA, NEBR. 
4517 Military Ave. 
REgent 8984 


the room. Everything about it sug- 
gested the name, “Triple-C Key Club” 
and so it was duly christened 
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GAY NINETIES theme is used to tell audience what old-fashioned selling methods were like. 


To Criticize with a Smile— Sing It! 


Entertainment takes dullness out of meeting, but should put across 
management's message, too. You can make audience enjoy being 
criticized if it is set to music. It worked at Sylvania’s meeting. 


By FRED A. NILES 
President, Fred \A. Niles Productions, Inc 


sales meetings. During many of their used year after year. 
distributor and dealer meetings, same There is no reason for this pattern 
format of dull exhorting speeches is | of boredom and frustration to con- 


Dull and ineffectual. Those are the 
words confided to me by some top 
men in industry who described their 


STAR SINGS about a city where a distributor had not set up proper servicing methods. 
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tinue. It can be changed simply with 
a live, entertaining show to tell man- 
agement’s story. It’s good psychology, 
good business, and aeiedy bee, 
sive. 

Case in point: Sylvania Company, 
Batavia, N.Y. Recently, we were 
called upon to write, produce and 
stage a live convention show for Syl- 
vania distributors. Show was held in 
Chicago June 12, at the Edgewater 
Beach Tent Theatre, starting at 8:45 
a.m. 

First task was to create a good 
script. More than 20 different speeches 
would be made by Sylvania execu- 
tives. Entertainment portion of the 
show had to integrate speeches and 
not look as though it were window 
dressing. Even two coffee breaks 


terms of sales and service programs, 
plus a completely new a exciting 
line of products. As each Sylvania 
executive contributed his special 
knowledge to Abner in the form of a 
concise, well worded speech; as each 
point in the speech was illustrated by 
live entertainment; Abner showed a 
meteoric rise to comprehension of 
modern business methods. Distribu- 
tors in the audience not only learned 
what Sylvania wanted them to know, 
they first sympathized with Abner for 
his initial failures and then cheered 
for his ultimate success. 

They were actually cheering for 
themselves; for the successful persons 
they knew they could be by using the 
manufacturer's selling tools to market 


the products. 


NEW PRODUCT is magnified on TV screen during demonstration so all can see. 


called during the show were inte- 
grated into the theme. And our theme 
was carefully chosen to do two pri- 
mary things: (1) to provide a vehicle 
for entertainment while a business 
story was told; and (2) to give morale 
of distributor-audience a real boost. 

A gay nineties theme was estab- 
lished. Central character was Abner 
Purdy, a gramaphone salesman whose 
selling methods were as antiquated as 
the product he sold. 

We deliberately created Abner 
Purdy as a character with whom the 
distributor could identify. Likeable 
but laughable at the start of the show, 
he grew in stature and comprehen- 
sion. He finished the show with a 
real flourish. 

What Abner needed was all the 
things Sylvania offers its salesmen in 
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Sylvania audience of distributors 
who cheered the show are critical 
men. They have been exposed to 
many convention programs. Sylvania 
executives cheered the show, too, for 
the purpose had been to increase 
sales. At the end of the distributor 
meeting, the company wrote business 
far above estimated volume. 

One of the most telling messages 
of the Sylvania show was a parody of 
the song, “Trouble In River City,” 
from the musical comedy hit, “Music 
Man.” Management wanted to con- 
vey in strong terms the troubles that 
can arise from improper servicing of 
products. To do this without point- 
ing an accusing finger at the audi- 
ence, Abner Purdy gave a pitchman’s 
performance of “Trouble In Center 
City.” He described problems in a 


mythical city where the distributo: 
had not set up proper servicing meth- 
ods. 

Because this message was delivered 
with a spirit of well meant enthusi 
asm and entertainment, most serious 
criticism of distributors was leveled 
at them with deadly aim, and was re 
ceived with applause and excitement 
rather than hurt feelings. 

All types of business facts can be 
put across by song and dance rou- 
tines during an annual business meet- 
ing. Difference between the speech 
and song-and-dance? Lecture by en- 
tertainment is effective because it 
does not hurt; because it does amuse 
the audience. While the same points 
made in a straight forward speech, if 
they are not to create anger, resent- 
ment or boredom, must be a masterful 
example of writing and delivery. 

General idea of an annual sales 
meeting is to bring together the force 
of men who may represent the firm 
in every state or city in the nation. 
Once they are brought to a central 
point, these men are bombarded with 
information regarding new merchan- 
dise, sales aids and many other man 
agement policies and ideas. 


> If, under such conditions of rapid 
learning, the atmosphere is unpleas- 
ant, it is only reasonable to assume 
that an unpleasant atmosphere may 
attach itself to the product and the 
company in the minds of the sales 
force. 

From the point of view that it can 
alienate its men, or create feelings of 
hostility which lead to lessened busi- 
ness drive, management actually does 
not have the right to lecture or scold 
its sales force. 

It is good public relations, or good 
psychology — call it what you like — 
to create an atmosphere of friendli- 
ness on the part of salesmen toward 
the firm. Like the relaxed, cheerful 
atmosphere of the golf course, where 
the big sale can be made without too 
much hard sell, the annual sales meet- 
ing can be friendly and relaxed and 
still make management’s points in a 
most telling fashion. 

Men who come to an annual con- 
vention or sales meeting bring with 
them their personal feelings and in- 
terests, just as they do for the most 
part, also take home their business 
worries. Because there is really not 
much separation between personal 
and business interests, your giving 
the, distributor or dealer his business 
facts and sales campaigns in pleasant 
ways can only serve to enhance the 
good qualities of the firm and its 
products. 

Vitally important, however, in pre- 
senting an annual sales meeting in 
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any form, is the factor of limited at- 
tention span. Almost every human 
being, it has been found, has limited 
periods in which knowledge can be 
readily absorbed and retained. 

For the introduction of a line of 
new products, together with advertis- 
ing, publicity and sales plans, at least 
three to four hours of speeches are 
needed to put over the factors that 
enter into the coming year’s picture. 

A sales force simply cannot sit 
through this long stretch of speech- 
making and still remain interested in 


Dy like it 


Chicago Automobile Show 


Chicago National Boot Show 


b 190 Sportsman's ond 


what is being said. Short attention 
span probably accounts for coffee 
breaks, seventh inning stretch, and 
other features of American life. It is 
operative in the sales meeting, too. 

With actors, singers and dancers to 
present speakers and merchandise, 
peaks and valleys of attention are 
allowed for in a sales meeting. Atten- 
tion to a speech will be all the stronger 
for having had a relaxing song pre- 
cede it. 

Use of actors is effective, too, when 
speakers prove to be of average or 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


international 
Amphitheatre 


Chicago . . 


. the convention city . . . is the 


natural spot for your next meeting. The Inter- 
national Amphitheatre has the facilities to 


acc 


a nt, 


tings,. conventions and exhi- 


bitions of any size. 


585,000 Sq. Ft. Exhibit Space 
Air Conditioned Arena Seats 13,500 
New Public Address System 


stional Packaging Expositic 
als Handling Expositio 
National Machine T 
Builders’ Show 
Road Builders 
and other 


expositions 


Show 


leading 


Parking for 7,500 Cars 
Individual Halls 4,000 to 180,000 Sq. Fr. 
15 Minutes from the Loop 


Direct Your Inquiries To 


M. E. Thayer, General Manager 


Many Smaller Rooms 
Available . . . 
Adjoining Nationally 
Famous Restaurants 


St: 


) Le ME = 
be 22) 


home of the 
nternationally famous 


SIRLOIN ROOM 


Adjoining the Amphitheatre . . . 


Stock Yard Inn 


where the steak is born’ 


ing some of the world’s 


most fomous restaurants. Complete facilities for sales 


meetings, banquets and special dinners for groups of 


Private dining rooms and 
meeting rooms 

Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
private meetings 

Saddle and Sirloin 

Club facilities 


42nd to 44th Streets ° 


25 to 800. it will 
plats and banquet 


pay you to write for litercture, 
menus. 


Direct Inquiries to 


Mr. Robert Foss, General Manager 


international Amphitheatre 


Chicago 9%, Ii. 
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less than average quality, and do not 
have professional skills needed to 
command attention. 

Management confidence in the live 
show to put over the right tone and 
—— uring a sales meeting is not 
limited to individual speeches, how- 
ever. This confidence can extend to 
the entire product presentation. 

In our economy, with stress on the 
need for newness and product change, 
it is important to have a big story to 
tell each year, in terms of product, 
design or service. 

But there are some years when the 
big story does not exist; when the 
best speakers could not whip up suffi- 
cient enthusiasm during the company 
meeting, because the material is not 
there. This is a problem which be- 
comes intensified at the distributor 
and dealer levels, since they are the 
men who will have to move last year’s 
line before the new line can be sold. 

To build a solid house of product 
movement, consider the product as 
representing the floor and foundaticn, 
walls as being made up of excitement 
which a manufacturer can generate 
about his product, while the ceiling 
is the consumer reaction to this ex- 
citement. 

With or without the newness fea- 
tures of the product line, a live show 
properly produced, can generate the 
initial excitement and enthusiasm in 
the distributors. An excitement which 
does not; dissipate. Sales force gath- 
ered together for three or four hours 
of spectacle. will retain the image of 
fun generated by a good show. This 
is an image and feeling which can be 
rekindled with each glance at the 
product, as the distributor passes 
along the feeling of excitement to his 
dealers and in turn to the consumer. 


A CHAIR THAT FOLDS 
| for every 
seating 
| need... 


Rastetter chairs that fold are 
ideal for use in offices, clubs, 
churches, hotels, schools, hos- 
pitals, institutions .. . every- 
where comfortable, durable 
chairs are needed. Available in 
23 models with a variety of 
striking finishes and smart 
leatherettes. Fold flat and 
stack for compact storage. 
Write today for more data. 


LOUIS RASTETTER & SONS CO. 


1322 Wall Street * Fort Wayne, indiana 
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OVER 5,000 witnessed Eagle Pencil’s closed-circuit telecast. 


CONTROL ROOM, Danbury, Conn., where broadcast originated. 


Video Tape Boon to TV Meeting 


Taped sessions save costs of long-line transmission from remote 


areas. Taped meeting can be put on air at different times to fit 


availability of network and time differential between coasts. 


Broadcasting’s shorthand pad—video 
tape—is adding a new vital facet to 
the closed-circuit telecast. Because of 
its magical properties, a magic that 
spells out in dollars saved and new 
horizons opened, taped telecast comes 
in for increased attention from busi- 
ness and other sources. 

Taped telecast has three standout 
advantages: 


1. Production-wise, there is literally 
no spot on the globe that is out-of- 
bounds. Example: This summer a 
closed-circuit taped telecast was made 
under Long Island Sound waters of 
a phenomenon that has Island oyster 
men baffled—costly battle of the star- 
fish and oyster. Completed tapes set 
extended study by conservationists 
for clues to combat the growing star- 
fish menace. 
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2. Quality of big-screen closed- 
circuit television by way of video 
tape is excellent, with audiences hard 
put to distinguish live from taped 
telecast. 


3. Video tape offers well nigh un 
limited presentation flexibility. 


First user of video tape for a closed- 
circuit telecast was TNT-Theatre Net 
work Television. TNT, in early De 
cember, 1958, when there was no 
mobile video tape setup, broke the 
barrier by applying a nice touch of 
business lend-lease. 

It arranged to dismantle a_per- 
manent video tape recording installa- 
tion at Yonkers Raceway in the off 
season, put it on a truck, moved it to 
the IBM plant at Poughkeepsie, New 
York, where it tape-recorded a radi- 


cally new bank computer system right 
from pilot headquarters. 

The tape later was inserted as 
part of a closed-circuit telecast by 
TNT originating live from Masonic 
Auditorium on Nob Hill, San Fran- 
cisco, to 157 cities with an audience 
of IBM salesmen and customer engi- 
neers. Without the magic of video 
tape, it would have been costly to do 
a live TV pickup from Poughkeepsie 
(It would need three or four micro 
wave lengths over the mountains to 
the nearest network origination spot 
—~New York City.) 

Another successful production was 
Structural Clay Products Institute 
closed-circuit video tape telecast 
Feb. 24, 1959 

This telecast brought together archi- 
tects and building trades executives , 
in 14 American and Canadian cities 
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Room! 


» Meeting 
Accommodations 
for 200! 


DUDE RANCH & COUNTRY CLUB 
OCEAN SPRINGS, MISS. 


Secluded Yet Convenient 

So secluded folks can't stray from meetings, yet 
complete facilities offer wonderful fun between 
meetings and after hours. 
18-hole golf course, fishing, 
back riding, tennis, shuffleboard and other sports 


.. plus wonderful meals...all included in one | 


low rate, $12 to $16 per person. 

Write or phone for c¢ lete information on 

BUSINESS MEETING FACILITIES 

Dick and Gladys Waters, Proprietors 

Ralph G. Devel, General Manager 

Phone—Ocean Springs, TRinity 5-421) 
Chicego, NAtional 5-8200 


SUCCESSFUL MEETINGS 


calltor 


RoV 
pct \ ICQUAS 


PONTE VEDRA BEACH 
FLORIDA 


heated pool, horse | 


in an educational seminar on archi- 
tectural esthetics and materials for 
modern design. It originated live from 
a New York City studio from 4 to 5 
p.m. and was video-ta It was 
then played back to an additional 
network of cities from 8 to 9 p.m. 
(four hours later). This enabled a 
wider audience to attend due to more 
convenient network time. 

Other recent video-tape assign- 
ments: 


® introduction of new IBM elec- 
tric typewriter to salesmen across the 
country—video-taping done in advance 
of telecast at a TV studio to make 
sure all functioning parts were prop 


erly highlighted. 


@ National Machine Accountants 
Assn. annual convention at St. Louis, 
June 24-25, where TNT taped in ad- 
vance all remote segments, including: 


(1) Remote television pickup from 
United States Air Force Aeronau- 
tical Chart & Information Center, 
St. Louis, Mo., of Burroughs Data- 
tron 220. 


(2) Remote television pickup from 
Monsanto Chemical Company at 
St. Louis, Mo., of IBM 702-5. 


(3) Remote television pickup from 

Michigan Blue Cross-Blue Shield 

at Detroit, Mich., of Minneapolis- 

Honeywell Datamatic 1000. 

In all cases video tape sliced costs 
and made available a record that 
could be played back on a flexible 
schedule on TNT's big-screen TV 
projector at the convention hall. 
Typical of comments was that of 
a Minneapolis-Honeywell observer: 
“The Datamatic 1000 was handled 
beautifully—a clarity, definition and 
drama came through on the big screen 
that had the entire audience engrossed 
as one. 

On TNT's Eagle Pencil closed- 
circuit telecast of Feb. 5, 1959, a 
video tape recording was made of the 
live aie from the Eagle plant at 
Danbury, Conn. Flown to the West 
Coast, it was plaved back five days 
later to a regional network. Tape in 
this instance was less expensive than 
— of coast-to-coast live lines, 

ut more importantly, it allowed time 
for some Eagle top management to be 
on the spot to follow up sales orders. 

No small factor in the future 

owth potential of closed-circuit me- 

ium is the golden ribbon of video 
tape, says Nathan Halper, TNT 
president. 


SALES MEETINGS 


Ajeeres 


“Next time I'll make the reservations.” 
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EACH month has about 20 PAPERWORK, service calls, etc. 
working days. Half of each take up the rest. That leaves ing influences for prospect, 
just 80 selling hours a month. 


day is devoted to selling. 


ABP Adds Companion Film to 
“How to Multiply Yourself’ 


New film directed to ad agencies to show special values of ad- 


vertising in business press. First film, directed to salesmen, 


has had great success. Explains how advertising helps them. 


Year-old film that spells out rela- 
tionship between salesmen and adver- 
tising in business publications has had 
so much success, a new film is out. 
This one is aimed toward advertising 
agencies instead of salesmen. 

Both were produced for The Asso- 
ciated Business Publications,* New 
York City, by G. M. Basford Co. and 
Academy Pictures, Inc. 

“How to Multiply Yourself” is a 
color, 16-minute, 35-mm strip film — 
now one-year old. It makes a nucleus 
for an informative and _ interesting 
meeting any company can put on for 
its salesmen — at little or no expense. 

Film demonstrates how a com- 
pany’s advertising helps the salesman 
sell. It explains that advertising is a 
salesman’s teammate. Advertising 
paves the way for personal sales calls. 
It flushes out new prospects. And it 
does a continuous, effective selling 
job on hidden buving influences. 

Simplified version of the film goes 
like this: One hundred years ago a 
peddler couldn’t make many calls in 
one day. Farms, homes and towns 

* The Associated Business Publications 
is a group of paid circulation, ABC- 
audited business publications. Group co- 
operates to improve service of business 
papers to readers, It helps advertisers to 
use the business press more effectively. 
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were far apart. He had to travel miles 
between each call. And often, when 
he arrived, he didn’t make a sale. 

Then some enterprising peddler 
came up with an idea. He announced 
in the local paper that his wagon 
would be parked behind the court- 
house on Saturday. Anyone who 
needed merchandise could come. 

That day he sold more goods than 
he had sold in a week of driving from 
one farmhouse to another. He learned 
“how to multiply himself.” He dis- 
covered advertising and how it mul- 
tiplies his effectiveness as a salesman 
He could now make more sales — in 
less time — with less work. 

Film also points out recent survey 
of the 408 members of Retail Ad- 
visory Council, Brand Name Founda- 
tion, which turned up these facts: 
About 96% say they read advertise- 
ments in their trade papers. Four out 
of five say ads help them to make 
business decisions. 

This is all well and good. But ad- 
vertising doesn’t take the place of 
salesmen, says film. No matter what 
he is selling, he still has to have face- 
to-face contact with the customer. He 
still must make calls to make sales 

As the film emphasizes, “You in 
your person-to-person selling are still 
the cleanup hitter. But advertising 
can fill the bases for you. Advertising 


IF SALESMAN sees three buy- THAT TAKES more than early 


rising and quick breakfasts. 


he has 16 minutes with each. Salesman must multiply self. 


can make your hits score more runs.” 

Film goes into deeper detail. It 
tells ways advertising multiplies sales- 
man’s effectiveness: It promotes new 
uses for old products; keeps product 
sold by reassuring buyer of its ad- 
vantages, etc. Film tells who and how 
many in companies make buying de- 
cisions. It tells who reads advertise- 
ments. And it gives actual case his- 
tories. 

Associated Business Publications has 
had an interesting success story with 
the film. It’s been available for only 
a year. But it has been shown over 
400 times to sales groups. And a 
large number of corporations have 
purchased it for continued use in sales 
training programs. 

“Most astounding success of the 
strip does not result from the fact 
that we produced a great visual pres- 
entation,’ says H. H. Morse, ABP 
staff vice- president. “It stems from 
the fact that there is still a great need 
for training materials which spell out 
the relationship of advertising to 
sales.” 

Second film, “Ad-Ventures,” sells 
agencies on advertising in business 
publications. It’s a 16-mm color mo- 
tion picture. Film depicts the role of 
the business press as a communica- 
tions medium. It illustrates its use as 
an advertising medium. And it shows 
results obtainable from a_ business- 
paper “Ad-Venture.” 

Here are excerpts from the film 
which tell its story: 

“Many businesses and many busi- 
nessmen all with one great need in 
common — need for knowledge — spe- 
cial knowledge about their special 
areas. And they're getting this know- 
how from America’s business publica- 
tions. 
x! Business publications help 
make things happen, and they always 
have. A few years ago the Bell 
Laboratories was trying to improve 
its long distance service —- and came 
up with the transistor. It didn’t take 
long for editors of technical publica- 
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They‘ll never want to leave 
Florida’s most complete convention resort 


, = =, & lee 


Boca Raton Hotel and Club is the convention manager’s dream, for it 
provides excellent accommodations for groups up to 700 and is so complete 
that nobody wants to leave the premises. 

MEETING ROOMS of every size, exhibit facilities, huge stage and screen, public- 
address equipment, projectors, air conditioning, expert convention staff .. . all 
you need for efficiency and comfort while conducting your business meetings. 


CHAMPIONSHIP GOLF — Sam Snead is your winter host pro at our beautiful 18 
hole golf course. A pitch ’n putt course is a favorite too, along with our 
new tennis courts, two olympic swimming pools, Cabana Club and mile-long 
private beach. Gulf Stream fishing is but minutes away. 


SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly, makes off-premises attractions unattractive by 
comparison. Limousine pick-up service from Palm Beach, Ft. Lauderdale 
and Miami airports easily arranged. 


For available dates: |. N. Parrish, Convention Manager, Dept. 21 


BOCA RATON HOTEL and CLUB @ Boca Raton, Florida 


Arvida Hotels, Inc., Stuart L. Moore, Vice President and Managing Director 
National Representative: ROBERT F. WARNER, Inc. 
Offices in New York, Chicago, Washington, Boston, Toronto 


OFFERS YOUR CONVENTION or TRADE SHOW “Facitities:” 
> ~ Over 9 acres of almost totally unobstructed 


apt space will be ready for your convention, 

—< exposition or trade show in Detroit's Cobo 
Hall in 1960. No better facilities exist any- 
where. Ask about our Cobo Hall package 
of services; it will solve all your equipment 
and labor problems. 


EQUIPMENT FOR ANY SIZE SHOW 
© FURNITURE * BOOTH & A ane old 
« DISPLAY 
¢ LABOR CON 
* CLEANING . pad BUILDING 
FACILITIES in Detroit, ladeiphia, Chicago, 
New York, Atiantic City aa Cleveland 


supplying Equipment For The Nation's Largest 
Shows and Conventions Since 1933. 


' EXPOSITION SERVICE 
NATIONAL INCORPORATED GEIRGIT te mrctoae wo. 1-9044 


tions to see that this electronic midget 
had giant potentialities — and 
boldly suggested some of them. Re- 
sult? . . . Transistors soon went to 
work in almost everything electronic. 
Alert reporting in businesspapers 
helped each new application to stimu- 
late still another. 

“Today’s business press is the only 
major medium devoted to communi- 
cation of work-knowledge to business- 
men. In this fact lies a tremendous 
opportunity for other businessmen. 
For advertisers, who have products 
and services to sell, businesspapers 
are a direct channel to the business 
executives who make and influence 
buying decisions. 

. An ad program strong enough 
to stir excitement is within pocket- 
book reach of just about every adver- 
tiser — because businesspapers serve 
specialized audiences. Their circula- 
tions are compact and their rates pro- 
portionately modest. . . . Nothing in- 
terests the businessman more than his 
livelihood and his future. Talking to 
him — selling him — through the ad- 
vertising pages of the business press 
is a proven way to a world of sales 
excitement—a world of Ad-Ventures.” 

Film goes into more detail. It tells 
what makes a good ad. It gives more 
examples of how the business press 
makes things happen, etc. 

Film has no success story yet be- 
cause it’s brand new. It recently 
had a safari or premier showing in 
five important advertising centers 
from Sept. 14 to 18 — Chicago, De- 
troit, Cleveland, Pittsburgh and New 
York. It was shown from 4:30 p.m. 
to 6 p.m. in each city for ABP mem- 
bers and their advertiser and agency 
guests. Cocktails followed. 

Audience reactions at the premier 
indicate that the film will be success- 
ful. ABP intends to use it in per- 
sonal showings to company and 
agency staffs, says Morse. 

“How to Multiply Yourself” — the 
film aimed at salesmen — may be ob- 
tained on a loan basis from Associated 
Business Publications, 205 East 42nd 
St., New York 17, N. Y. Copies are 
sold at $12 per set. Film story is con- 
tained in an illustrated booklet and 
bulk copies may be obtained for dis- 
tribution at showings. 


Coming November 20 
CONVENTION 
FACILITIES 
ISSUE 
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Miami Beach's most celebrated 


Convention World... colen fece 


ALL THIS IS YOURS...FOR A PERFECT CONVENTION! 


e 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
© Monitored air-conditioning ¢ Modern lighting and sound equipment 
© Outstanding cuisine . . . served from an ultra-modern kitchen, 
strategically placed to serve every banquet with maximum expediency 
e Underground parking garage e Yacht anchorage on protected Indian Creek 
e 30,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS —PLUS: 
© Olympic pool and private ocean beach 
© Over a hundred luxury cabanas with individual bathrooms 
e Magnificent covered outdoor pavilion 
for dining and dancing, outdoor meetings 
© Three delightfully different 
dining rooms to suit your every mood 
e Informal gaiety and dancing in 
Harry's American Bar—Garden Cafe 
e Fabulous entertainment nightly 
in the unparalleled Cafe Pompeii 


BILL POLLARD, Director of Sales 
JEAN S. SUITS, Managing Director 


SEND FOR COMPLETE CONVENTION BROCHURE e 
. .. blueprinting complete plans and details 5 OCEANFRONT 
Now Verk: Plann 1-3660 45th to 47th STREETS 


Chicago: WHitehall 4-7568 
Los Angeles: DUnkirk 8-1151 MIAMI! BEACH, FLORIDA 


St. Louis: GArfield 1-4081 


new.choice - 


Cavalier a 
Conention Paradise on the Virginia, Shore ny Fl orida 7s" 


Beyond compare for complete recreational and 
convention facilities, The Cavalier is one of the 
foremost convention choices this side of the 
Mississippi. Tailored for every type meeting 
of groups from 50 to 400. 250 acre sea- 
shore—country estate with Beach and 
Cabana Club, Yacht and Country Club. 
Championship golf course, 3 pools. Har- 
Tru Tennis Courts. Top Bands. Entertain- 
ment. Open the year around. 
10% Air-conditioned 
& Fireproof ———, VIRGINIA BEACH 
Tr wk VIRGINIA 


FORT LAUDERDALE 


For the first time this exclusive hotel will 

be available to convening groups (up to 

“ meee ets 300). Complete convention facilities will have 

sstiateihpaieiials th eeieteaee been completed by its opening December Ist 

Ati i 2 a . . . = = ~~ " onl including meeting and conference rooms 

-Seaedaaaa. ; ie %: banquet room, auditorium and a new wing 
of deluxe bedrooms. 


iceeeinimen -_emeneiieidaniaetl 
dl ar 600 Feet of Private Beach 


& Ce 22-22 222 22, Har-Tru Tennis Courts «+¢ 2 Pools 
= = =e S =, & Qe mes oe Pitch & Putt Course « Entertainment 
a ¢* i Write Tom Walden, Resident Mgr. Lago Mar 


UNDER DIRECTION OF SIDNEY BANKS 
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MISS KELLY GIRL sums up things Kelly 
girls want in indoctrination procedures. 


TOM GRAHAM, v-p sales for Kelly, 
drives home points of training plan. 


No Routine Exposure 


Of Needed Program 


Although managers had been clamoring for a thorough training 


program, it wasn’t shown to them in an ordinary way. To put 


enthusiasm behind it, meeting launched it with military parade, 


police escort with mayor and longest telegram ever transmitted. 


Kelly Girl Service deals only in 
office services, so you wouldn’t expect 
much saavy from them in the pack- 
aging field. But when a new program 
was ready for release to district man- 
agers, Kelly packaged it with all the 
finesse of a P.O.P. specialist. 


Point of Purchase: Biloxi’s swank 
Buena Vista Hotel. 

Program: A comprehensive, stand- 
ardized indoctrination program for 


Kelly Girls. 
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“Prospects”: 97 branch managers of 
the Kelly Girl Service, temporary 
office help business. 

With a complete, professionally- 
produced training program all devel- 
oped to meet a need long felt and 
loudly expressed by the managers, a 
less-enterprising organization might 
have relied on routine exposure and 
demonstration to arouse enthusiasm 
in the field. But not promotion-wise 
Kelly. Executives knew they had a 
gold-plated program that called for a 


glittering curtain pull. “Just another 
meeting’ would not do. 


® Answer was a mile-long telegram, 
military parade and pretty girl. With 
the help of the show people of The 
Jam Handy Organization, Detroit, 
New York, Chicago and Hollywood, 
here is how Kelly blended these ele- 
ments into its annual meeting at 
Biloxi: 

During opening remarks at the first 
business session there was a “what's 
going on?” commotion at the rear of 
the meeting room and somebody burst 
in and charged to the podium. 

It was a bellhop who bullied his 
way to the front, message-to-Garcia 
style, and announced that he had an 
urgent telegram. The telegram, in 
fact, trailed behind the messenger all 
the way down the aisle and out 
through a distant door. It weighed 
15 pounds, longest ever transmitted in 
the memory of those present. 

The wire was signed by the 50,000 
Kelly Girls who are serving business 
and industry across the nation. It 
read: 


BEST WISHES FOR SUCCESSFUL 
SECOND ANNUAL NATIONAL 
CONFERENCE STOP KNOW YOU 
WANT ALL VIEWPOINTS 
REPRESENTED STOP CONSIDER- 
ING HAVING A REPRESENTA- 
TIVE JOIN YOU STOP SHE MAY 
ARRIVE TODAY STOP 


There was no explanation for the 
curious branch managers until late in 
the day when Ardis Keneally, of the 
Kelly Girls Service national ads, ar- 
rived with proper fanfare. She was 
met at the airport and rode with 
Biloxi’s mayor behind a police escort. 
At a pre-arranged rendezvous they 
were joined by a military band and 
drill team. With six lanes of traffic 
closed along Gulf Drive, the proces- 
sion moved to the hotel. A banner on 
the Cadillac convertible told every- 
body, including curious tourists, what 
was up. “Miss Kelly Girl” had ar- 
rived. 

Pictures and interviews for the 
press, radio and TV followed on the 
veranda of the hotel. Miss Kelly Girl 
bowed and presented to the Mayor of 
Biloxi a plaque from the Mayor of 
Detroit and then joined the group for 
an evening of fun at the hotel and a 
cruise on the Gulf. 

When the morning meeting opened 
next day, Miss Kelly Girl appeared 
to be only another conferee. But when 
Kelly’s Executive V-P J. J. Brandt 
announced the first item on the agen- 
da, she asked for the floor to speak 
on behalf of all Kelly Girls. 

Sticking to the topic, “Recruiting 
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ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


PUT ALL YOUR The Sherman has added 10,000 square feet to its 
EXHIBITS ON isin On onone floor se al 


air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


e 1,501 redecorated rooms, 
¢ Radio in every room—TV 1n many. 


PUT ALL YOUR ¢ World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPLE UNGER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 


the smart Celtic Grill and Cocktail Corner are long- 
time favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent meals 
quickly. 

¢ The Sherman is in the heart of Chicago’s shopping, 
theatre, and financial district. 

¢ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive . . . no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 
your next convention, phone, wire or write Danny. 


THE 


S 


Chicago's Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 
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THE NEWEST 
PRESTIGE MEETING SPOT 
OF 
FLORIDA'S WEST COAST! 


Colonial Inn 


and the Desert Ranch 
6300 Gulf Blvd. 
St. Petersburg Beach, Fla 


Over 300 


air-conditioned twin-bedded rooms 
IDEAL FOR WORK OR PLAY 


Meeting rooms for up to 600 

. all completely air condi- 
tioned . . . tastefully fur- 
nished rooms . . . efficiencies 
. +» suites .. . delightful meals 
- « « planned social activities 
. « « two cocktail lounges... 
tropical patios . . . 
private beach exe 
swimming pools .. . three 
golf courses nearby . . . fish- 
ing ... swimming . . . putting 
green ... baseball . . . jai 
alai ... horse and dog rac- 
ing (winter season). 


For information contact 
phone 22-1011 St. Petersburg 


A WHOLE CONVENTION TOWN 
for 50 to 800 under one roof 


EASY TO PLAN 
Resident Convention Manager 
Seried Assembly Rooms 
Public Address Systems 
Committee Rooms 
Banquet Hall—Ballroom 
Exhibit Areas 
Roof Garden Suite 
Private Reception Suites 
Spacious Bedrooms 
24-hour Room Service 
Barber Shop * Health Baths 


FUN FOR WIVES 

Special Programs 

Luncheon Parties 

Card Parties 

Fashion Shows 

Couturier Shops 

Sundecks * Buffets 

Lobby Concerts 

Beauty Salon 

Luxury Service 

Nightly Doncing 
Write for free Convention Organizing 
Folios—Coordinating folto for General 
Chairman—separate folio to guide 
ach special chairman 


HOTEL DENNIS 


Boardwalk at Michigan Avenue 
Atlantic City 
ATlantic City 4-8111 
John Leishman, 
Convention Mgr. 


MISS KELLY GIRL rides in state behind a band and drill team accompanied by 
Mayor Laz Quave. She presented him with a plaque from Detroit’s mayor. 


PICTURES AND INTERVIEWS for the press, radio and TV followed on the hotel’s 
veranda after her arrival. She then joined the group for an evening of fun. 


and Indoctrination of Kelly Girls,” she 
delivered a dramatic monologue to 
sum up everything Kelly Girls desire 
in a well-planned recruiting and in- 
doctrination procedure. 

In a carefully written and rehearsed 
plea, the whole program was outlined 
from the perspective of the new em- 
plove — and Kelly Girl branch man- 
agers and branch counselors. Need 
for such a program now brought into 
sharp focus, Brandt, with an assist 
from Norman Jackson, Detroit branch 


manager, disclosed the entire pack 
aged program. 

To give a realistic demonstration 
of all the materials, Jackson actually 
“indoctrinated” Miss Kelly Girl on the 
stage. Pay-off came when Brandt 
asked her if this is the program all 
Kelly Girls want. 

Branch managers almost beat her 
to the draw in vociferous approval of 
a new program that is off to a good 
start after its professional launching 
at Biloxi. 
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Chicago’s Most Exclusive Hotel... 


Now offers comp 


lete facilities 


for business meetings 


New Guildhall Ballroom 
Wide Range of Function Rooms 
Latest Equipment 


The Hotels Ambassador now offer red-carpet treat- 
ment plus the most extensive facilities available, 
for your next business meeting. With a complete 
array of rooms, starring the magnificent new Guild- 
hall Ballroom, accommodations are available for 
luncheon and dinner functions seating 6 to 600. 
Why not combine the finest in location, service, 
prestige and facilities (see listing) when you hold 
your next function. Let the Hotels Ambassador 
give your meeting an entirely new look, a new feel- 


ing of success at Chicago’s very best address! 


+ All the very latest lighting and special-effects equipment 
* exhibition facilities + closed circuit television + visual 
aids and projection facilities + completely air-conditioned 
* comfortable seating throughout + parking by doorman 
service + Dictograph service available without charge - 


Choose Your Function Room at the Hotels Ambassador 


Dinner Reception Meeting 
Capacity Capacity Capacity 


GUILDHALL ; 600 1800 900 
FOUR GEORGES am 300 700 400 
GEORGE I See 150 300 200 
GEORGE Il & GEORGE Il 150 300 150 
THE CAA2CUl 25 35 
GAINSBOROUGH ROOM_ 25 
CHIPPENDALE ROOM b 90 
THE BATH = 4 50 
SARAH SIDDONS WALK : 200 
JOSHUA REYNOLDS wail 125 


For full information contact Catering or Sales Departments 


HOTELS 


Home of the Fabulous Pump Room 
NORTH STATE AT GOETHE + CHICAGO « ILLINOIS + SUperior 7-7200 
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How Much Do You Know About Movie Making? 


Test your knowledge of terms 
as used by professional film 
producer. This is pure fun. 


Do you know the difference be- 
tween a producer and a director? 
Producer is the guy you should argue 
with; director is the guy only the 
producer is allowed to argue with. 

These and other accurate—and 
often funny—definitions turn up in 
a booklet produced by the Paul Gar- 
rison Organization, film producers, 
Los ie Called “Let’s Communi- 
cate,” this booklet promotes the serv- 
ices of Garrison Organization. It of- 
fers a glossary (among other inter- 
esting facts) of film terms. 

Here are some gems: 


Idea: Usually something the client 
has which the producer tries to make 
him forget, so that he can get started 
with a workmanlike . . 


Outline: Of from one to five pages, 
explaining what the picture is all 
about, its dramatic structure and 
general story-line. 


Treatment: Consists of about five 
times as many pages, telling the story 
as if the writer were describing the 
already completed picture, like for 
instance: “. . . and then the camera 
moves through the door into the bed- 
room. The light comes on and Jane, 
quickly pulling covers over the crew- 
cut head of Harold, blinks her eyes, 
exclaiming, “Oooo! Don’t you ever 
knock?” (Hypothetical situation.) 


Shooting Script, Script Scenario: 
The final written document giving 
all scene and camera directions and 
including all dialogue, sound-effects, 
narration, etc. 


First Revised Script: The same 
after you've read it. 


Second Revised Script: The same 
after your wife has read it. 


Third Revised Script: The same 
after your Board of Directors has read 
it. In most cases this should now 
be tossed into the nearest waste-paper 
basket. 


Third Revised Script, Revised: 
Usually the same or pretty nearly the 
same as shooting script/script/scen- 
ario and if you want a good picture, 
this is what you should approve. 


Soundstage: Where we shoot your 
picture. 


Location: Where we shoot your 
picture when you can’t afford a 


soundstage. 


Camera Crew: A group of men, 
half of whom appear to be doing 
nothing most of the time. (But they’re 
very necessary.) 


Director of Photography: A man 
who never touches the camera, and 
who appears determined to make you 
go into overtime. (This is not ac- 
tually so.) 


Sound Crew: A camera crew with 
ears. 


Double System: Using separate pic- 
ture film and sound track. 


Single System: Forget it. 


Syne Sound: Sound in synchroni- 
zation with the picture, like actors 
who talk. 


Voice Over: Silent footage, like 
actors who don’t talk, but with a 
narrator who appears to talk all the 
time. 


Sound Speed: 24 frames per sec- 
ond. 


Silent Speed: Forget it. 


Baby: A small spotlight (500 to 
750 Watt). 


Inky-Dink: A very small spotlight. 


Junior: A medium spotlight (usual- 
ly 2000 Watts). 


Senicr: A big spotlight (usually 
5000 Watts). 


Are: A very big spotlight using 
carbon arcs. 


Blimp: Camera cover to absorb 
camera noise. 


Broad: A flood light (not the lead- 
ing lady). 


Gaffer: Chief electrician. 


Producer: The guy you should 
argue with. 


Director: The guy only the pro- 
ducer is allowed to argue with. 


Writer: The guy who did what you 
knew couldn’t be done; he learned all 
the pertinent facts about your busi- 
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THE HILTON CITY OF FINE CONVENTION HOTELS 


- 
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Successful meetings convene every day within the Hilton network of hotels. Why? Because each Hilton Hotel has 
complete convention facilities, serviced by a staff trained to delivér the utmost in expert assistance. 

For complete information on accommodations, contact Sales Manager of any Hilton Hotel, or: Richard I 
Collison, Assistant Vice President and General Sales Manager, Hilton Hotels, Palmer House, Chicago 90, Ilinois. 


HILTON HOTELS IN THE UNITED STATES 
NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO EL PASO 
The Waldorf-Astoria The Conrad Hilton The Statler Hilton Hilton Inn Hilton Hotel 
The Plaza The Palmer House The Beverly Hilton ST. Louls FORT WORTH 


The cae BUFFALO (Boverty itis) The Statler Hilton Hilton Hotel 


WASHINGTON, D. C. Whe Satter Sites DAYTON NEW ORLEANS SAN ANTONIO 

The Statler Hilton CINCINNATI The Dayton Biltmore Hilton Inn Hilton Hotel and Inn 
BOSTON The Netherland Hilton DETROIT HOUSTON ALBUQUERQUE 

The Statler Hilton The Terrace Hilton The Statler Hilton The Shamrock Hilton Hilton Hotel 
HARTFORD CLEVELAND COLUMBUS DALLAS CHIHUAHUA, Mexico 
The Statler Hilton The Statler Hilton The Deshler-Hilton The Statler Hilton The Palacio Hilton 


HILTON HOTELS INTERNATIONAL 


SAN JUAN, Puerto Rico MONTREAL, Canada WEST BERLIN, Germany MEXICO CITY, Mexico 
The Caribe Hilton The Queen Elizabeth The Berlin Hilton The Continental Hilton 
MADRID, Spain (a C.N.R. Hotel) ACAPULCO, Mexico 
The Castellana Hilton ISTANBUL, Turkey CAIRO, Egypt, U.A.R. Las Brisas Hilton 
PANAMA, R. P. The Istanbul Hilton The Nile Hilton HAVANA, Cuba 
El Panama Hilton The Habana Hilton 
HILTON HOTELS UNDER CONSTRUCTION 
In Pittsburgh, Pa. (opening 1959) + Denver, Colo. (opening 1960) + San Francisco, Cal. + Portland, Ore. + Tarrytown, N. Y. + Aurora, Ill, 
El Paso, Texas + Port-of-Spain, Trinidad, W. 1. + Athens, Greece 


CONRAD N. HILTON, PRESIDENT e EXECUTIVE OFFICES e THE CONRAD HILTON, CHICAGO 5, ILLINOIS 
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ness in a few weeks or days. That's 
why you're better off to let us pick 
your writer. It’s a stock-in-trade of 
a good industrial motion picture 
writer to absorb the client’s story 
quickly and to translate it into motion 
picture terms without unnecessary 
frills. It’s our stock-in-trade to be able 
to provide the right writer for your 
job. 

Rear Projection: If you can afford 
it, we'll be glad to tell you all about 
it. 

Process Shot: See Rear Projection. 

Slate: A type of small blackboard 


equipped with a clap-stick which is 
held in front of the actor’s nose at the 
beginning of each scene, not to make 
him nervous, but to identify the 
scene and to establish syne on both 
picture and track. 


Viewer: The camera viewer which 
looks as if you should be looking 
through it from the wrong end. 

Editor: Cutter. 

Cutter: Editor. 

Cutting Room: A place for you to 
stay out of. (When you see all that 
film on the floor, you're likely to want 


to blow your brains out.) 


Dressing Room: A place to stay 
out of, period. 


Dissolve: One scene dissolves into 
another, usually denoting a time 
lapse. 


Wipe: One scene wipes the other 
off the screen. There are hundreds 
of different types of wipes. 


Fade-in: A scene fades in from 
black. 


Fade-Out: A scene fades out into 
black. @ 


in the WEST 
depend on 


. ++ for successful shows, 
meetings, conventions 
You'll find expert planning help, 
experienced follow-through and 
outstanding facilities. Large or 
small, your meeting is of major 
importance to a Doric hotel. 


SEATTLE 
Doric NEW WASHINGTON 
Meetings to 500; banquets to 350. 
Doric MAYFLOWER 
Meetings to 300; banquets to 200. 


Bellingham, Wash. 
Doric BELLINGHAM 


Banquet, meetings to 350; catering 
to 1000. Adj. theater seats 1700. 


OAKLAND 
Doric LEAMINGTON 
Meetings to 1000; banquets 400. 


SANTA BARBARA 
Dorie MAR MONTE 


Meetings to 400; banquets to 350. 
On the sec. Pool, sports. 


2s 
PALM SPRINGS! Now—outstand- 
ing for incentive program winners— 
the desert’s most lavish luxury resort: 
Doric OCOTILLO LODGE 


Small meeting facilities and excellent 
accommodations also at: Palms 
Motel, Portland; Waldorf Hotel 
and Towne Motel, Seattle; Black 
Angus Motor Hotel, Kennewick, 
Washington. 


HOTEL AND COUNTRY CLUB 


on the breeze-kissed Sound, Eastern Point,Groton,Conn 


HAVE MORE FUN— GET MORE DONE 


New England’s famous resort. . 


. the ideal choice for your 


next sales meeting or convention, Outstanding accommodations, 
with special rates, between June 1 and September 15, 


for groups of 10 to 700. 
All yours.. 


. lovely surroundings, luxurious atmosphere 


in our meeting rooms, banquet hall, new Coffee Shop, Cocktail 


Lounge and famed Cinderella Room. 


Unsurpassed sports and recreational facilities, including 
our famous 18 hole Shennecosset Golf Course and club house, 
Olympic pool, tennis courts and children’s playground. 


You'll never forget the thoughtful service of our staff of 
. So all-important in guaranteeing 
asmooth running, successful convention! 


convention experts .. 


Call or write for 
Color Brochure 
and Rates. 


ON THE OCEAN AT 31st TO 32nd ST. 


la 


Lrsailes 


ON THE OCEAN AT 34th ST. 


Located in the Heart of Miami Beach — the PERFECT PAIR! Specialists in 
service location, personalized attention and close group coordination . 


minutes to new Exhibition Hall and Auditorium...more than 36,239 
square feet of meeting and exhibition space... accommodating more 
than 3,250 persons! The ultimate in luxury and facilities! 
FOR COMPLETE INFORMATION 
WRITE, WIRE, PHONE 
LEE CYGIELMAN, Sales Director 


610 Dexter-Hort Bidg. 
cate, Wa c/o the VERSAILLES, Miami Beach .¢ 


Seattie, Wash. 
MAJOR NATIONAL CREDIT CARDS ACCEPTED 
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AS MANY AS 20,000 crowd onto New York Coliseum’s four floors an hour. 


How Electronics Men 


Track Down Show Visitors 


IRE uses electronics devices to process registration data. It 
turns out list of visitors twice a day during show; tabulates 


data on over 60,000 visitors, publishes results for exhibitors. 


By FRANK MacALOON 
Research Director, Institute of Radio Engineers Convention 


Institute of Radio Engineers prac- 
tices what it preaches when it stages 
its annual exhibition of electronics 
equipment. It uses the modern de- 
vices on display to tabulate names of 
its thousands of visitors and to track 
them down to their hotels within 
hours of registration. 

More than 70 hotels house the 
flood of visitors, and as many as 
20,000 people may crowd onto the 
four floors of New York Coliseum at 
any given hour. Hence, communica- 
tion between individual participants 
depends to a great extent upon elec- 
tronic devices that make possible, 
twice daily, our posting updated al- 
phabetical lists of names, companies 
and hotels of all those registered. 
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Last year total attendance reached 
54,333 and in 1959 it hit 60,052. Job 
is tremendous to tabulate and collate 
this many names, with all pertinent 
information on every individual. With- 
out the work performed by punch 
card systems, electronic computers 
and sequencing machines, analysis 
would be almost an impossibility. If 
conventional methods were used, the 
time and army of clerks and trained 
analysts needed, would completely 
nullify immediate and practical effects 
of this service. 

Well in advance of the show, ap- 
proximately 160,000 specially printed 
punch cards are prepared for ex- 
pected registrants. On each card 
there is a space for the individual’s 


name, company, company address 
and hotel at which he will be staying. 
There are also two groups of check- 
off boxes. When properly marked 
they serve via mechanical processing, 
to analyze the exact occupation of the 
individual, and his wool branch of 
electronics and communications in- 
dustry. About one month before the 
show, IRE mails one of these com- 
prehensive cardforms to every one of 
its members. Remainder is kept for 
distribution at the show. 

At the Coliseum, a staff of about 
30 women is on hand to present cards, 
supervise filling them out and to 
answer questions. Completed cards, 
including those returned by IRE 
members, are collected and turned 
into the management office. From 
there they are shuttled to a service 
bureau for processing. 

The bureau, with its intricate ma- 
chinery, is hired by IRE for the dura- 
tion of the show. Here, twice a day, 
thousands of cards are digested by 
electronic equipment that automati- 
cally punches and sorts them, and 
prints a complete, fully alphabetized 
list of all those registered to date. 
This list is then brought to the Coli- 
seum, where it is posted twice daily. 
once at nine in the morning and again 
at four in the afternoon. 

Although this listing does not con- 
tain all information processed, it does 
include each registrant's name, his 
firm and hotel, so that he may be 
contacted quickly and easily by pros- 
pects, buyers and- other colleagues 
Huge crowds present during every 
moment of the day make it nearly 
impossible for participants to meet 
with one another without this speedy 
and practical service, unless of course, 
an appointment had _ been pre- 
arranged. 


& End of the four-day exhibition does 
not put an end to the compiling and 
tabulating of data. A final list is run 
off on a special machine. It perforates 
cards in sensitive positions, which 
have been marked with electro- 
pencils. This punching process is 
accomplished without a machine 
operator, yet the job title of each 
person, his method of admission, and 
location of his place of employment 
is quickly tabulated. The few hours 
of fully automatic labor that this com- 
plicated process requires accelerate 
analysis procedure by weeks. 

After completion of this phase, 
thousands of cards are again sorted 
and organized automatically, accord- 
ing to firm name. Once more every 
bit of relative information is punched 
in a pre-determined position for me- 
chanical handling. Master cards, 
which have been prepared before- 
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his year meet someplace different 


Pian your Convention or Meeting in the beautiful, world-famous Land 0° 
Lakes region of Wisconsin. Convenient—easily scoessible by sir, sute 
or train. 

King's Gateway Hotel and inn has all modern facilities for Meetings 
with no outside Interferences, pilus pianned year-round 

Private golf course — tennis — horseback riding — exoellent fishing — wg 
dancing and entertainment. Fall and winter sports include ekting—8 ski 
tows (instruction and all necessary bh hb 
\obogganing —ekijoring—skating—ice fishing —bunting. 

Meeting and Dining space to accommodate groups up to 150 persons. 
Amorican Plan available. All inquiries appreciated and answered promptly. 


Write— John 1. Garber, po = Manager, Telephone: Land 0’ Lakes 261! 


YOUR MEETING’S EASY 
AND THE LIVING’S GREAT— 


at this beautiful, 35-acre Lake Michi- 
gan estate, far from city distractions 


on the 18-hole golf course, in our 
heated Olympic-size pool. . . tennis, 
badminton, volley ball. Private beach! 


. Only 24% hours drive from Chicago 
4 from Detroit! 


é in May and June, and September through October 15 
WRITE SLEEPY HOLLOW BEACH, SOUTH HAVEN, MICHIGAN (PHONE: 1440) 
OR CALL CHICAGO OFFICE: 75 EAST WACKER DRIVE (PHONE: CEntral 6-8083) 


Ke Aw Wartre HOTEL, BUNGALOWS & COUNTRY CLUB 


LET’S TAKE A LOOK AT THIS UNUSUAL ARIZONA PICTURE 


(in the Greater Phoenix Area) 

@ One of the most effective meeting sites @ New air-conditioned conference 
in the resort field. rooms, 

@ Finger-tip control in timing your e All new stabies and corral on 1400 acres 
meetings—social ev :nts—off-hours of desert, with excellent horses for trail 
recreation riding, cook-outs, Western entertainment. 
Our own private 68)0-yard 18-hole e Exceptionally attractive programs for 
golf course. The on y all-green course the ladies, including health and beauty 
in Arizona salon—fashion shows—Suite 21. 

Our turquoise-blue heated swimming e A skillfully trained, convention- 
pool, with its coral pink patio fer minded staff assures a most successful 
dining al fresco meeting to groups up to 300. 


Season Novemter to May John H. Quarty, President, Co-owner 


“Let Us Help You Make 


Game The SEA BREEZE MOTEL 
Spee ee HOTEL and VILLAS 


Air Conditioned Movie and 500 ft. 
meeting rooms sound equipment OCEAN BEACH 
Car rental service Park in front with cabanas 
on premises of your room SWIMMING POOLS 
Direct non-stop Two major fresh and salt water 
major air lines railroad stations 


Planned Golf ¢ Tennis 
Entertainment Deep Sea Fishing 


Two 
DINING ROOMS 
with cocktail 
lounges 


ON THE OCEAN — PALM BEACH 100% AIR CONDITIONED 


The Fabulous GOLD COAST | 
FOR RESERVAT R ( 


HERE’S one device used to compile data. 
It sorts coded cards for tabulations. 


hand, are then inserted in front of 
the names of all organizations repre- 
sented at the show. Finally, master 
cards have an industry code affixed 
to them to indicate the particular 
branch of the industry in which the 
firm is engaged. For example, “A” 
for manufacturer, “F” for distributor 
or “C” for communications companies. 

Vital last step, after the final or- 
ganizing and coding, is to run off a 
master list. Within the list a complete 
analysis of the industry by occupation 
—specific jobs—is made on all regis- 
trants, and a similar list is made for 
IRE members. This list comprises the 
greatest bulk of the complex analysis. 

End result is a giant registration 
study, which, despite its size, is 
simply presented and easy to read. It 
furnishes a break-down of salient in- 
formation which serves as an aid to 
exhibitors, buyers, producers, pros- 
pects and to the IRE itself. For in- 
stance, a chart of “Show Attendance 
by Industry and Occupation” indi- 
cates how well each segment of the 
industry is represented, and if the 
show is a suitable place for a manu- 
facturer to exhibit his products. 

Attendance figures are given cate- 
gorically, as they are in all of the 
tables. For the person who wants to 
know how well his region of the coun- 
try is represented, or which area is 
an appropriate market, “Geographic 
Locations” are also broken down. Al- 
though the show is primarily national 
in appeal, there are representatives 
from almost every major country in 
the world who attend every year. 
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Full master list includes the firm 
name and its branch of industry and 
names of all employes who represent 
it. It also contains information on 
each individual’s position in the com- 
pany, and exactly how he entered the 
show (whether as an IRE member, 
non-member, exhibitor, etc. ). Nothing 
could be of more value to following 
up inquiries received, and to deter- 
mine the effectiveness and _ interest 
generated by a specific exhibit. Mas- 
ter list makes it easy to contact pros- 
pective buyers or even other pro- 


ducers. 


ously not in the proper market. 
It would be virtually impossible to 


analyze so large an audience as the | 


IRE Show has every year—to say 


nothing of providing the up-to-the | 
hour list of registrants without the | 
latest electronic components and sys- | 
tems. In fact, it has been estimated | 
that it would require at least an | 


entire year to accomplish the feat by 
manual means. ® 


Stunt to Get Acquainted 


Here’s a stunt for an employe social 
affair that does three things: 

1. Gets employes’ families to meet 
each other. 

2. Familiarizes everyone with the 
company’s line of products. 

3. Gets across a company message. 


Geo. D. Roper Corp., Rockford, 
Ill., gas range manufacturer, decided 
to throw a picnic for employes. Com- 
pany officials wanted something that 
would accomplish those three things. 
Ray L. Armstrong, safety director who 
headed picnic activities, came up with 
this: 

Two couples and a single employe 
assume secret identities of “Mr. and 
Mrs. Tem-Trol,” “Mr. and Mrs. Roast- 
O-Grill” and “Mr. Rotary Pump.” 
First two refer to features and models 
of Roper ranges; third refers to pumps 


which Roper also manufactures. 

Picnickers are invited to roam 
among their fellow-guests. Object is 
to see who would be first to identify 
all five mystery visitors. 

Armstrong arranged for the mystery 
personnel to vacate the premises for 
a half hour. This left 3,000 men, 
women and children inquiring of each 


other whether they were mystery | 


guests or not. “This,” Armstrong says, 
“at least got a lot of folks speaking 
to each other. Most had never met 
before.” 

When mystery guests return, at 
least another half hour is consumed 
in questioning before they are tagged. 
(Most difficult discovery was Walt 
Zwiger, sales department, who was 
“Mr. Rotary Pump.” He served as 
master-of-ceremonies and in that ca- 


pacity explained the rules to the pic- 
: | 


nickers. 


amelback Inn 


One of the world's Great Vacation Resorts 


Ss 


PHOENIX, ARIZONA 


Golf at adjoining Paradise Valley Country Club 


At the same time, it pre- | 
cludes sending sales promotion or | 
making contacts in companies obvi- 


| catch a fish 


One of the world’s 
great seashore resorts 


at NEWCASTLE 
PORTSMOUTH, N. IL. 


One hour north of Boston 


Convention facilities for up to 
400 persons. Golf. Tennis. 
Shuffleboard. Swimming Pool. 
Boating. Fishing. Clambakes. 
Shore Dinners. Easily reached 
by super highways. 


SEASON: May thru October. 


For color brochure and details 
write James Barker Smith, 
President 


‘Joe says | can play hooky from the Sales Meeting ‘til | 
I'm not wetting a hook!” 


Complete Convention 
Facilities 


Yin-n Sand 


OVERLOOKING THE GULF OF MEXICO 
Write, Wire or Phone Collect if You Prefer 
Ben Bass, Generai Manager 


West Beach, Biloxi, Miss. * Phone ID 2-1551 * TWX 389 


Chicago 
Detroit 
New York 


MOhawk 4-5100 Washington 
WOodward 2-2700 Los Angeles 
Circle 7-6940 San Francisco 


EXecutive 3-6481 
OUnkirk 8-1151 
EXbrook 7-2717 


Beautiful Modern Meeting rooms 
accommodating groups up to 250 
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PURPOSEFUL ENTERTAINMENT part of meeting is a full-scale original production. 


EVEN HUMOR is purposeful. Company makes sure every line lives up to Cadillac image. 


Cadillac Adds More Technical Talk 


Dealers want engineering data along with “purposeful entertain- 


ment.” Tech talk put smack in the middle of show. Dealers see 


presentation in 10 cities; Detroit has three full performances. 


Big switch came about in industrial 
theater this year. At least in Cadillac 
Division, General Motors Corp. 

Cadillac for years has relied on pur 
poseful entertainment to introduce its 
new car to dealers. It did this year, 
too. Company put on an original 
musical called “The Golden Wheel” 
which stars the 1960 Cadillac 

But dealers asked for more. They 
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wanted the straight facts. So this year 
Cadillac added an extra feature — its 
chief engineer, Fred Arnold. He gave 
an illustrated but rather technical talk 
on the engineering features of the 
1960 Cadillac. And not at the be- 
ginning or end of the elegant show 
but smack in the middle, 

Dealers loved it. They didn’t come 
to the meeting for entertainment 


alone. They came to learn. 

Some years ago Arnold talked on 
engineering features of new cars. But 
that went out when purposeful enter- 
tainment came in — engineering fea- 
tures were incorporated into the 
script. Last year, dealers asked for 
Arnold’s return. 

So Cadillac has seen a complete 
reverse in its industria) shows. They 
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- SALES MANAGERS! AD AGENCIES! 
CONVENTION MANAGERS! ror your 


convention problems over to Manpower, Inc. 


FREE Helpful Booklet 


“100 Suggestions for Con- 
vention and Trade Show 
Exhibitors” 


No matter where you exhibit, there’s 
a friendly Manpower, Inc. branch 
office to serve you. We pay all taxes, 
salaries, and insurance. You receive 


Write on your letterhead or 
call any Manpower, Inc, Office 


SEPTEMBER 


one bill for total hours worked. 


manpower, 


OVER 175 OFFICES IN THE U.S., CANADA, MEXICO AND EUROPE 


Akron 

Albany, N.Y 
Albuquerque 
Allentown 
Atlanta 

Austin, Tex 
Bakersfield, Calif 
Baltimore 

Baton Rouge, La 
Bay City, Mich 
Birmingham 
Boston 
Bridgeport, Conn 
Bronx 

Brooklyn 
Buffalo 

Canton, 0 

Cedar Rapids, \a 
Charleston, S.C 
Charlotte 
Chattanooga 
Chicago 
Cincinnati 
Cleveland 
Columbus 
Corpus Christi 
Dallas 
Davenport 
Dayton 

Decatur, !I/ 
Denver 

Des Moines 
Detroit 
Etizabeth 
Elyria-Lorain, O 
Erie, Pa 
Evanston, II! 


tS, ¥VS?P 


HE 4-1928 
AL 3-4195 


UN 9-9700 


Evansville, Ind HA 2-4195 


Fort Worth 


y 
Grand Rapids 
Green Bay, Wis. 
Greensboro, N.C 
Hackensack 
Hammond 
Hartford 
Houston 
Indianapolis 
Jackson, Miss 
Jacksonville 
Jersey City 
Kansas City 
Levittown, Pa 
Lexington, Ky 
Little Rock 
Los Angeles 
Sherman Oaks, Calif 
Louisville 
Lynn, Mass 
Madison 
Memphis 
Miami, Fla 
Milwaukee 
Minneapolis 
Morristown, N J 
Nashville 
Newark 
New Brunswick, N. J 
New Haven 
New Orleans 
New York 
Niagara Falls 


Norfolk MA 7-3661 


listed below. 


Home Office: 820 N. Plankinton Ave., 
Milwaukee, Wis. 


Norristown, Pa 
Oakland 
Oklahoma City 
Omaha 

Orlando 
Paterson 

Perth Amboy, N. J 
Philadelphia 
Phoenix 
Pittsburgh 
Portland 
Providence 
Queens 

Racine, Wis 
Richmond 
Rochester 
Rockford 
Sacramento 
Saginaw, Mich 
St. Louis 

St. Paul 

St Petersburg 
Salt Lake City 
San Antonio 

San Bernardino / 
Riverside 

San Diego 

San Francisco 
San Jose 
Schenectady 
Seattle 
Sheboygan 
Sioux City 

Sioux Falls 
South Bend 
Springfield, Mass 
Springfield, Ohio 


BR 5.5495 


TU 8-3461 


BE 4-7347 
EX 2-4658 
CY 7-0500 
FR 4-7796 
MU 2-8100 
Gi 7-4491 

8-0139 

4.7084 
CE 4-0157 
ST 8-0335 
FA 4-4422 


Syracuse 

Tacoma 

Tampa 

Toledo 

Trenton 

Tucson 

Tyler, Tex 
Vancouver, Wash 
Waco, Tex 
Washington, D. C 
Waterbury 
Waterloo, lowa 
Wausau, Wis 
White Plains 
Wichita 

Wilmington 
Worcester, Mass 
Youngstown 
Edmonton, Canada 
Hamilton. Canada 
Montreal, Canada 
Toronto, Canada 
Vancouver, Canada 
Winnipeg, Canada 
Brussels, Belgium 
London, England 
Paris, France MACm 
Frankfort a /Main, Ger. 
Milan, Italy 

Rome, Italy 

Mexico City, Mexico 
Lisbon, Portugal 
Barcelona, Spain 
Madrid, Spain 
Stockholm, Sweden 


GR 1-6181 


MU 2-1858 
WH 3-4457 


47.16.63 
REG 6121 
ahon 19.78 
77.60.26 
70.88.02 
35 36.47 
14.22.99 
56695 
37.33 88 
35.32.58 
60.03.66 
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were first documentary. Then facts illac has built over the years — car of 
were jazzed up with entertainment. the elite, the epitomy of all posses- 
Now the trend is toward docu- sions. 
mentary again. Cadillac’s vice-president and gen- 
“The Golden Wheel” is produced eral manager, James Roach, opens 
for Cadillac by TelePrompTer Corp., the show. He tells of Cadillac’s sales 
New York City. It’s a small show success over the past vear and what 
compared with others in the automo- the company hopes to achieve in 
tive industry. But it’s elegant. And 1960. And he gives Cadillac’s adver- 
its professional in every sense of the tising program for the year ahead. 
word Here’s how the show’s theme goes: 
It isn’t a hard-sell production. It It centers around an annual charity 
doesn’t tell dealers to “get out there ball and preview of the new Cadillac. 
ind sell” as many automotive shows Show takes place in the town of 
do. Instead, show stresses image Cad- Hamden. 


ideal Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 


16 function rooms offer 
the city’s finest 
accommodations for as 
many as 1500. Write 
PROSPECT AND EAST NINTH for full details or 
in the heart of downtown Phone PRospect 11-7200 


Teletype CV-112 
600 Guest Rooms and Executive Suites 


All Public Rooms Air-Conditioned Allen James Lowe, Mng. Dir. 


AN ALBERT PICK HOTEL Andy Ginnan, Sales Mgr. 


COME TO POINT CLEAR. 
YOUR PRIVATE PLEASURE-LAND! a ‘ 
TVA 


(Hote, | 


ean age | 


NEW LAGOON =. til 

SKYLOUNGE 

LAKEWOOD CLUB 

CHAMPIONSHIP GOLF COURSE 

DEEP-SEA CRUISERS 

SWIMMING POOL AND WHITE SAND BEACH 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating guests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have all the facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April 


Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL «+ POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 


Ball and the preview are the big- 
gest social affairs of the year. Same 
people get invited to both. Millicent 
Hartley Kendall, an attractive matron 
with an authoritative voice and Ham- 
den’s undisputed social leader, is head 
of the ball. Her brother, Harrison 
Hartley, is Hamden’s Cadillac dealer. 
He’s responsible for the preview. 

Harrison’s main gripe is that his 
sister rides around in a °49 Cadillac. 
As Millicent says, “It just kills my 
brother to see me around town in my 
"49, doesn’t it? Actually, I'm doing 
him a favor. He’s advertising Cadillac 
durability. I'm proving it.” 

Then comes the catastrophe. It’s 
discovered that the ball and preview 
have been scheduled for the same 
evening. Harrison, of course, says his 
sister did it on purpose — to get back 
at him for remarking over the radio 
once that she was “born with a silver 
foot in her mouth.” 

Roger Bascomb comes up with a 
solution. He’s a recent and humorous 
alumnus of Harvard Grad School — 
class of ‘59 — major in business, spe- 
cializing in personnel evaluation. He 
is also business manager of the ball. 
Roger offers his solution to Harrison 
if Harrison will listen to his theories 
on personnel evaluation. Harrison 
doesn’t believe in this sort of non- 
sense but agrees to listen. 

After Roger puts Harrison through 
a battery of tests (not too successfully 
from Roger’s point of view), a solu- 
tion comes out. Why not preview the 
new Cadillac at the ball? Harrison 
likes the idea. So does Millicent. But 
she makes Harrison promise not to 
turn the ball into a “commercial af- 
fair.” 

Plans are made. Invitations go out. 
Programs are printed. All arrange- 
ments are set. Millicent then decides 
that Harrison has commercialized the 
affair. Everything has the cadillac 
theme — even the menu. Under ap- 
petizers it says, Oysters Sedan de 
Ville, Cherries Fleetwood, etc. 

So Millicent decides to run the ball 
herself —no Cadillac. But all of 
sudden ticket cancellations come in, 
sales start to fall. No one wants to 
come to the ball unless the Cadillac 
will be there. Millicent doesn’t have 
any choice. She tells her brother she 
has reconsidered. She wants the pre- 
view at the ball. Harrison makes her 
promise to turn in her *49 and to say 
“please” before he agrees, though. 


& Highlight of the ball is, of course, 
the preview of the ’60 Cadillac. Cur- 
tain is open but stage is in total dark- 
ness. Then car’s headlights and red 
tail lights start to blink on and off. 
Car begins to revolve. All of a sud- 
den lights come up, music starts to 
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NORTH AMERICAN VANS 
Transport the Ford Road Show 


with Kid-Glove Care 


Ford Motor Company’s *‘Design for Station Wagon Living” 
caravan, being transported to 14 cities by North American 
Van Lines, consists of 250 items planned to make outdoor 
living more comfortable and pleasant. 
Ford relies on North American Van Lines to deliver the 
ibi . —i 250,000 show wit ; : 7 
exhibit as scheduled and handle the $250, she ith The walls calle mubteinth dninr & ai Hiatine af 
Kid-Glove care, all the way. the exhibit. Engineered for complete comfort while 
If you are in need of specialized display and exhibit mov- touring or camping, it is operated by a remote control 
ing service want Kid-Glove care contact your local which unloads a boat, sets up a weatherproof tent on 


, : pa top of the car, rolls out a cooking center at the tailgate, 
North American Van Lines agent or write our World and even provides a curtained shower bath at the side 
Headquarters today. 


.. + North American's exciting new 
SEE television show featuring Charles 


“CHAMPIONSHIP Goren and Alex Dreier Sunday at 


North®American BRIDGE” 3:30 p.m. on ABC-TV—starting 
VAN LINE Sin October 18. 


NORTH AMERICAN VAN LINES, Inc. 
World Headquarters / Dept. 000 / Fort Wayne, Indiana 


IN CANADA, NORTH AMERICAN VAN LINES CANADA LTD., PICKERING, ONTARIO...IN EUROPE, NORTH AMERICAN VAN LINES EUROPE, GMBH, MANNHEIM, GERMANY 


lay and the Cadillac is shown in 
ull. It continues to revolve for about 
two minutes amid thunderous ap- 
plause. 

Vas P | When applause dies down, Ann 
effective | USe Of color Amouri, one of the show’s stars, goes 
si Sea over features of the car. Remainder 
of the ’60 line is shown by slides nar- 
rated by Miss Amouri. Theme is “An 
Era of Elegance.” Rear projectors are 
used — while one slide dims another 

comes up. 

After the slides are shown, cast 
comes back on stage for finale. Then 
dealers go to cocktails and lunch. 
Lastly, they are taken to see several 
actual models of the new car. 

High secrecy with cars is important 
to Cadillac because they won't be in- 
troduced to the public until October. 
When cars are Jisplayed every door 
is carefully guarded. Only authorized 

Designed and produced by Ivel Corporation, N. Y. persons are permitted to enter. Miss 
Amouri could not rehearse with the 


. slides until two days before opening. 
(GG) Color Transparencies 


> Show was presented in 10 cities. 

. . s It was given three times in Detroit — 
ighlight Vanguard Display once for suppliers, once for distribu- 

tors and once for dealers. It was pre- 

= : : sented to dealers only, in other cities— 
Quality color transparencies by Color Corporation of America Chicago, Boston, Atlanta, New York, 
illuminate this Martin Vanguard Exhibit forcefully and realistic- Houston, Kansas City, Los Angeles, 
ally. Color prints and transparencies made by CCA will lend San Francisco and Portland. Cars 
at “a ae ; . were transported completely covered. 
this same realism to your exhibits — get attention — create desire Everything about the show follows 
— and SELL. through on the image Cadillac has 
— : , ; built over the years. Costumes are 

For complete information and expert CCA technical assistance, gorgeous. Evening gown Miss Amouri 
consult your exhibit producer and designer. Or contact us direct... wears to point out Cadillac features 
is a $900 creation. Evening gowns 

worn at the ball sell for $500 or over. 


COLOR CORPORATION OF AMERICA Sets and lighting are outstanding, too. 


All three were done by Howard Bay. 


The Complete Quality Color Service to the Trade He has many Broadway shows to his 
credit, most recently “The Music 

DEPARTMENT §S Man.” 
43 WEST 61ST STREET, NEW YORK 23, N. Y. « JUDSON 2-4355 Show is completely original from 
610 SOUTH ARMENIA AVE., TAMPA 9, FLORIDA + REpwoop 7-5353 script to music and lyrics. It was di- 
5525 WILSHIRE BLVD., LOS ANGELES 36, CALIF. « WEsster 1-4711 rected by Edward Reveaux, Tele- 


PrompTer Corp. Reveaux and Rich- 
, a script. And Tom Joerder is respon- 


| sible for the music and lyrics. 
Twelve actors and actresses per- 
_ form all 21 parts in the show. All 
are professionals. They tour the coun- 
hh hhh | try by commercial airlines to put = 
250 hotel rooms and suites, at Zoe the show. Company officials use a 
84 new, modern motel units‘ uae | a = | Company plane. TelePrompTer 
Chousing for 800) right on the Gulf. | | brought a regular crew of six from 
rico gramme seating 9° |” \I_— | New York City. Remainder of stage 

25 to 1000, 6,000 sq. ft. swimming *% hands are hired locally. 

—S ee Vorted secrestional program and Even as the show's elegance is a 
_— ainment. Experienced convention staff. direct result of Cadillac’s wish to up- 
ae a a9 ee hold its image of perfection, all 
problems were a direct result of the 


0 
same factor. 
THE Beach Hotel B | LOXx!] Mi 
and Motel as. & Biggest problem revolved around 
teins tetey GE Bike Gemaiins a the car Cadillac chose to put on stage 
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PI 
for your Gulf Coast Conwention 


fe »t 
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for initial presentation. It’s black. 
White had been used for years so 
Cadillac figured it was time for a 
change. Black was chosen as it seems 
to live v to the image best. 

But black is a bad color to put 
under lights. It acts as a mirror or 
reflector. Because of this quality, 
every mark or blemish can be seen 
under lights. Show crew had a hard 
time to polish the car to get out 
every smear or blemish. In fact, car 
was polished for about 22 hours by 
as many as six men at a time. 


®& Near crisis developed during the 
first dress rehearsal. Sequins on Miss 
Amouri’s gown had rhinestone tear- 
drops in the middle of them. Every 
time her gown brushed against the 
car, so did the rhinestones. When 
officials checked the car after rehears- 
al, they were dismayed to find several 
tiny scratches on it. Crew was im- 
mediately put to work to polish out 
scratches. Even v-p Roach was seen 
taking his turn. When the car was 
presented, not a mark was visible. 
But there was some serious concern 
for a while that the finish might be 
polished right off the car. 

As has been mentioned many times, 
Cadillac is most concerned with liv- 
ing up to its image. This holds true 
especially with the show’s script. 
Every line and every action was 
checked against the image. If it didn’t 
fit, it was pulled. 

Comedy is okay with Cadillac as 
long as it isn’t at the expense of a 
dealer or salesman. It also won't con- 
sider jokes about a problem of one 
of the cars. But show pokes gentle 
fun at personnel evaluation tests 
(Company feels sales manager should 
know his men before he hires them.) 

Cadillac no longer hesitates to men- 
tion competitor's names. In one crack 
someone wouldn’t do the Continental 
(meaning the dance, of course) be- 
cause it's gone out of style. In ref- 
erence to getting more competitive 
trades, show mentioned many com- 
petitors. Lines went, “Take a look 
at the Trade Analysis Sheet for July. 
The biggest percentage of trades are 
Cadillacs. All right. That’s expected 
and it shows were taking good care 
of our owners. But what about Buick, 
Olds 98, Chrysler and Lincoln?” 


® Day before show was to open in 
Detroit, script had to be cut 11 min- 
utes. It was done successfully and no- 
body forgot cues or lines. 

Reveaux has produced Cadillac’s 
show for the past seven years. “Cost 
for this production will run Cadillac 
about $150,000,” he reveals. “And it’s 
the least expensive of all General 
Motors shows. Good rule of thumb 


SEPTEMBER 18, 1959 


The new Starlight Room, comfort 
ably seating 600, has been acclaimed 
the ‘most completely planned and 
versatile meeting room in_ the 
Southeast 


BELLEAIR, CLEARWATER, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 36 holes of 
championship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at The Belleview: 
Travelers Ins. Co., New York Life, John Hancock Life, Textile Bag Aser., 
Nat’l. Lumber Mfg. Assn., Waxed Paper Inst., Inc., Chemical Spec. Mfg. Assn., 
Northwestern Mutual Life, Aetna Life, Manufacturers Life, Mass. Mutual Life, 
and American Inst. of C.P.A.’s. 


[pd 


DO" CHUfCH Manager 


Planned for Susiness Meetings 


Foremost business firms are finding the new Villa 
Moderne Motor Hotel tailored exactly to modern 
business meeting specifications 

Here's what they say: 


"". . . High level type organization .. . 


—lInternational Minerals aad 
Chemical Corporation. 
''. . , Beautiful motel... we enjoyed our stay .. .' 


—Chas. Pfizer & Co. 
CONVENTION "|. . Facilities and service of highest caliber..." 


MOTEL & RESORT —Ford Motor Company. 


Our suburban setting removes your sessions from al! 
Highland Park, Hl. city distractions 
Five thoughtfully-executed meeting and exhibit rooms 
with portable stages, modern film, sound and lighting 
equipment plus closed circuit TY adapt to groups 
Within easy access of Chi- of 20 to 500. 
cago and all transportation Magnificent outdoor and heated indoor pools, golf, 
bowling and newly-opened outdoor skating rink 


free parking for $00 complete recreational! facilities 


. private heliport 
FOR INFORMATION: Pat Miller, Gen. Mgor., P. O, Box 567, Highland Park, Ill. + VErnon 5-4008 
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Man on the move 


TWA) 1 


Our own 550 seat theater right in the hotel 


Ideal!’ says Walter Brunauer, Sales Mgr. of Service Products, Lily-Tulip 
Cup Corp. and Chairman, New York Sales Executive Club Education Committee 


‘Yes, the Barbizon-Plaza's 550-seat 
theater is just perfect for every type of 
sales meeting and convention."’ There 
are 7,000 square feet of adjacent exhibit 
space and 20 air-conditioned, smaller 
meeting rooms, plus closed circuit tele- 
vision. And you really live at the Barbizon- 


Plaza! Delicious French and American 
cuisine, air-conditioning dial-controlled 
in every room. All rooms have private 
bath, radio, and TV. Central Park is at 
your door and Broadway, Fifth Avenue, 
Radio City, the new Coliseum, are just a 
step away. ‘‘See what | mean? Ideal!” 


Write to Director of Sales for illustrated brochure. 


BARBIZON-PLAZA 


106 Central Park South at 6th Avenue overlooking Central Park 


One Of The Main Reasons Why Des Moines 
Hosted Nearly 500 Conventions Last Year... 


HOTEL FORT DES MOINES 


Des Moines’ central location and complete facilities . . 


with our outstanding accommodations . . 


. combined 


- assure you of a successful! 


business convention or sales meeting. lowa's leading and prestige 


hotel offers you 
@ 425 attractive modern guest rooms 


@ Air-conditioned rooms and suites available 
@ Accommodations for groups from 10 to |,000 


Free TV and radio—closed circuit TV 
Unlimited parking space in conjunction 
Telephone CHerry 3-1161 . 


Teletype: DM 87 
ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Manager 


Another Friendly BOSS Hotel 
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Let us help make your next 
sales meeting the best one yet - 
at WORLD-RENOWNED 4 . 


THREE LAKES, WISCONSIN 


land of Hiawatha on 
2 yoy of 27 pine-rimme 
lakes — incomparable er 
ference facilities plus gol, 


i |, hea ths, 
— P ance dancing and 


fishing. Open year ‘round. 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 48! | 


2 


ING 
ANNERS 
NDBOOK 


Handy, pocket-size booklet contains reprints 


. VS 
>r 


of some of the most popular articles on 
meeting planning that have appeared in 
Sales Meetings Magazine. 


32 pages—more than 14 articles 


CONTENTS 
What I've Learned from My 11,000 
Speaking Engagements 
Put Small Groups to Work for 
Idea Developments 


Guided Conference: Good Substitute for 
Skilled Leadership 


Why Doesn't Brainstorming 
Always Seem to Work? 


Buzz-Write Workshop Insures Participation 


A Conference Is a Contest— 
Do You Win Or Lose? 


If It's Worth Saying It's Worth Reporting 
How Bankers Become Good Speakers 


43 Ways to Excite Interest in 
Your Meeting Objectives 


For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods 


Good Audiences—Made Not Born 
It's Real Work to Plan Women's Activities 


Your nag oy | On-the-Spot Program 
Change Is Valuable 


How to Get the Most Out of Hotel! Service 
Send 50 cents in coin to: 


Readers’ Service Dept. 


SALES MEETINGS Magazine 
1212 Chestnut St., Phila, 7, Pa. 
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" he says, Company has put on this sort of show 

“is to figure about $1 for each car for as long as most can remember. | 

sold.” And sales have been on the increase. | 
Cadillac must feel it’s worth it. ° 


to follow for these shows,’ 


Downtown Uevoit 


New Approaches by Ford and Buick 


Ford Motor Co. recently introduced its new Falcon to 2,600 press, 
radio and TV representatives at an “electronics press conference.” 

Conference was produced for Ford by Theater Network Television, 
New York City. It was a one-shot closed-circuit TV show broadcast 
to 22 cities across the country. It originated from Dearborn, Mich. 

Henry Ford II, Ford’s president, opened up the show with a 
welcome speech. He also discussed Ford’s reason for bringing out 
a small car. 

Slides of the Falcon were shown on video tape and film. Live 
question and answer period followed the presentation. Two-way 
visual and audio hookup made it possible for press representatives 
in each city to direct questions to management. 

More than 15,000 miles of line were used for the broadcast. 

Buick Division, General Motors Corp., is doing a turnabout this 
year. Company invited customers and prospects along with dealers 
to see the world premiere of the Turbine-Drive Buick 60. 

Cast of 39 will travel all over the country to put on the show. 
It’s an original musical created for Buick by Broadway personalities. 

Show will be held in New York City, Sept. 28-31. It was origi- 
nally scheduled for a two-day stand. Response was so overwhelming, 
however, two extra days were added to the schedule. 
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Pye2hs! 
“You bet | got a lot out of the trade show — 
two horns, a police whistle, two hats... . ” 
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@ 800 luxurious rooms and suites. 
© 14 meeting rooms for 25 to 500 
®@ Adequate display space. 

@ Three great banquet halls. 

@ impeccable service. 


@ Convenient to Detroit's new civic 
development. 


@ Gateway to the city’s expressway 
system. 


Let us place these superb con- 

vention facilities at your disposal. 

Phone Detroit, WOodward 2-2300. 
Teletype Number DE-1062 


LANSON M. BOYER 
Gen. Mgr. 


Divo" ELAND 


CASS AT BAGLEY DETROIT 26, MICH 


Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS * BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


“Che 
‘DRAKE 


PHILADELPHIA 


*& Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 


* Meeting and Functional Rooms 
for 10 to 850 


MICHAEL A, DEVITT, Sales Manager 


1512 SPRUCE STREET © Kingsley 5-0100 


8. B. LEIDER, Managing Director 


ENTERTAINMENT was performed aboard a barge anchored off Navy Pier. 


Bigger International Fair 
Planned for Chicago in '60 


Show attracts huge crowds; many exhibitors report ex<e!!ent busi- 


ness.. Fair management tells changes to be made to improve 
event: More time for buyers; wider aisles; more restaurant facili- 


ties; better ventilation. Fair fo*be on Navy Pier again, July 2-18. 


Plans for a bigger and better 1960 
Chicago International Trade Fair are 
already underway. 

This year’s fair was so successful, it 
will definitely be repeated next year 
with some improvements, says Chicago 
Association of Commerce and Indus- 
try, sponsor. Management hopes it will 
become an annual event. 

Almost 900,000 persons crowded 
into the Navy Pier, July 2-18, to see a 
combination of foreign products and 
exotic entertainment. About 31,000 
were buyers. 

Fair was designed to stimulate the 
import of foreign goods directly to 
Chicago by way of the newly opened 
St. Lawrence Seaway. 

Survey of this year’s exhibitors in- 
dicates that wholesale orders ap- 
proached the $20-million mark. Most 
exhibitors are well satisfied with re- 
sults of the fair, according to show 
management. Many claim they are 
sold out for months. 

Dealers and manufacturers of autos 
described results of Chicago’s first an- 
nual International Auto show phenom- 
enal. Sales reached more than $627,- 
500. And many exhibitors haven't 
been heard from yet. 

No one can cite any particular rea- 
son why the fair attracted so many 
visitors. It may have been the enter- 
tainment. It was certainly unusual — 
and all free with the general admission 
charge of $1.50 for adults, 50 cents 
for children. 

There were ritual dancers from 
Ceylon, voodoo dancers from Haiti 
and flamenco dancers from Spain. 
They performed aboard a landscaped 
barge called Holiday Island. It was 
anchored off the end of the Navy Pier 
in Lake Michigan. Then there were 
stunts on water skis, high diving per- 
formances and dramatic fireworks. 

Or it may have been the array of 
goods which 500 importers and manu- 
facturers exhibited. Textiles, hand- 
crafts, art works, automobiles, appli- 
ances and industrial equipment were 
included in exhibit from 65 nations. 

Just about all of the 27 nations that 
had government pavilions are ex- 
pected back next year plus others, re- 
veals Richard Revnes, director of the 
fair. 

One of the fair’s highlights was the 
July 6 visit by Queen Elizabeth riding 
on an electric cart-trailer. 

“While exhibitors were pleased, we 
know that we should have more ex- 
clusive time for buyers,” says Revnes. 
Schedule for next year will probably 
be set up like this, he says: ‘First five 
days will be set aside exclusively for 
trade. It will be open to the public for 
the next 10 days. And closing day will 
be limited to trade.” 

Buyers hours this year were sched- 


142 SALES MEETINGS/Part 11 SALES MANAGEMENT 


Valuable exhibits like this precision scale 
model need Mayflower's moving skill. 


Expert Handling of Model of Generator 


Prototype Impresses Westinghouse 
and Industrial, Models, Inc. 


America’s Most Recommended Mover 


® No need to risk having an investment of thousands of dollars lost through 
damage or late arrival. That’s why both customer and display builder agreed 
this valuable model should be “entrusted to Mayflower.” Experience proved 
there was no better way to ship such an important and elaborate exhibit . . . 
both were more than satisfied with the way Mayflower protected it. 

Isn’t this a significant tip for you when exhibits, high value equipment or 
household goods of your personnel need to be carefully moved? 

The nearby Mayflower warehouse agent is the most competent man you'll 
find to help you. Why not call him soon! 


AERO MAYFLOWER TRANSIT COMPANY, INC., ¢ INDIANAPOLIS, INDIANA 
SEPTEMBER 18, 1959 


uled trom 9:30 a.m. to noon. By the 
time the buyer and exhibitor began 
serious negotiation, the public had de- 
scended on both and it was impossible 
anything. And the 


Queen’s visit eliminated one buyer day 


to accomplish 
completely 


& Other improvements planned for 
next year, reveals Revnes, include: 

“Widening of aisles and provision 
of cross aisles to increase space for 
visitors by 40%. 

“Selling at retail to be confined to 
in International Bazaar section. This 
will segregate retail selling from areas 
where importer-exhibitors are inter- 


ested in reaching wholesale trade. 

“Provision for more adequate and 
satisfactory storage space. 

“Improvement of food and restau- 
rant services. 

“A number of attractive outdoor 
coffee, snack and restaurant facilities 
are to be constructed to provide quick, 
convenient service in addition to out- 
door garden restaurants used this 
year,” says Revnes. “Air-conditioned 
‘Club Internationale’ aboard the 
Prinses Irene was a comfortable bev- 
erage and sandwich facility. It would 
have been used more extensively by 
exhibitors if there had been full meal 


service. In 1960 Prinses Irene will re- 


turn as a hospitality ship. But meals 
will be served and all exhibitors will 
be admitted automatically. 

“Ventillation at this year’s fair was 
inadequate to cope with the record at- 
tendance. Engineering studies are 
already underway to correct this prob- 
lem,” Revnes reports. 

“Public as well as exhibitors and 
buyers will enjoy the fair even more 
than in 1959. Considering that this 
was the Association’s first attempt, it 
is grateful for the success it enjoyed. 
Goal is to make next year's fair the 
largest, most profitable and exciting 
international trade event in the United 
States.” 


DRIVERS CONVERT trailers into “Cavalcade of Products” display (top). Upper 
section becomes an overhanging roof; lower portion drops down for a walk- 
way. This is how the inside of the trailers look when they're all set up (bottom). 


Presto! 


It's a Hall 


York backs up two trailers and has an exhibit hall and meeting 


room. Units have been on nationwide tour to 17 cities. Show 


new line of air conditioners, refrigerators, heating products. 
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Combine two trucks and what do 
you get? In York’s case, an exhibit 
housed in a meeting hall. 

“Calvaleade of Products” recently 
completed an 8,000 mile nationwide 
tour. It was exhibited in 17 cities over 
an 85 day period. 

Cavalcade displays York Division, 
Borg-Warner Corp., 1959 line of air 
conditioning, refrigeration and heating 
products for home, business and in- 
dustry. All equipment is set perma- 
nently into two vans which make up 
the Cavalcade. 

Trailers were custom designed and 
built for York by Gramme Trailer 
Corp. Tractors used are the property 
of Aero Mayflower Transit Co., Inc. 
They were repainted white and black 
to match the color scheme of the York 
display. 

Specially built trailers combine to 
provide the show setting. At each 
showing they are parked facing each 
other about 40 feet apart. Side panels 
are lifted open. About three feet of the 
panel folds down and becomes a walk. 
Remainder opens upward and is posi- 
tioned perpendicular to the trailer to 
serve as an overhanging roof. 

Canopy is strung up from one trailer 
to the other. Folding chairs are set in 
the area between the trailers to create 
an amphitheater atmosphere. Hand 
railings and draperies are placed along 
the walkway. Portable light fixtures 
are put into the ceiling. Exhibit is now 
ready for public display. 

This was the first time in the air 
conditioning and heating industry that 
1 complete line of new equipment has 
ever been shown in this manner, says 
Austin Rising, vice-president and di- 
rector of marketing for York. It also 
marks the first time a display of this 
size has ever been built into a truck 
w trailer to be taken on a nationwide 
tour, according to Aero Mayflower 
Transit. @ 
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airline of the stars F 


¥ tux yh, 


offers complete convention service gaya BEACH 


MIAMI! 


for these famous Gold Coast Cities me. HoulYwooo 


FORTSLAUDERDALE 


if; you are convention bound to Florida this year, BOCA’ RATON ses 
fly National, the Airline with the new ideas. National, TH E »P Al MBE AGE S 
first with jets in the U.S.A., offers luxurious Star eo & “a 
flights, the ultimate in service aloft, as well as, 
deluxe Club Coach flights to all major Florida cities. 


NATIONAL CONTACT 
offers the most exciting way of all to get there- CONVENTION 
fast, luxurious 707 Pure Jets MANAGER 


Beginning November 1, National Airlines will resume daily For assistance in all 

pure jet flights from New York to Miami. In addition, National phases of your transportation 
provides fast, modern club coaches, and world-famed Star planning, contact any 
Flights on piston and prop-jet aircraft. NATIONALSERVES National Airlines ticket 
MORE FLORIDA CITIES THAN ANY OTHER AIRLINE. office or write or wire: 


Convention Manager, NATIONAL AIRLINES, INC. ¢ P.O. Box NAL, Airport Facility * Miami 59, Florida 


FIRST WITH JETS IN THE U.S.A. * FIRST WITH JETS IN THE U.S.A. 


M E M 0 TO: Exhibit Department 
> 
© FROM: Marketing Manager 


Just learned that there's a new list of all trade and industrial shows, It covers 


every industry and gives dates long in advance. 


This is just what we need to plan show participation on a long-range basis. 
It's about time we had a complete index to everything that may concern us exhibit- 
wise. The listing is called "Exhibits Schedule" and is turned out by Sales 


Meetings in cooperation with Exhibit Producers and Designers Assn. 


Costs $25 a year and is broken down into three sections: one by dates, another by 


cities, and main section by industries. 


It should be invaluable when we plan our exhibit schedule. Suggest you ordera 


copy right away from EXHIBITS SCHEDULE, 1212 Chestnut Street, Philadelphia 7, Pe. 
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Board ‘Plane’ 


For Parley 


More than 200 Zenith radio, stereo 
and TV dealers from all parts of 
Oregon and southern Washington 
State will be talking long about the 
1960 product preview they witnessed 
in Portland, Ore. And the distributor 
is sure they'll retain their enthusiasm 
and memories of sales talks much bet- 
ter than usual, too. 

Distributor, Electrical Distributing, 
Inc., had handled Zenith in that Far 
Western territory slightly over a year 
when it developed a different “twist” 
of an airplane promotion idea for its 
annual sales meeting. Idea was 
formed in conjunction with Western 
Airlines. It was the first promotion 
of this type for the airline, too. 

R. W. Vial, advertising and sales 
promotion manager, Electrical Dis- 
tributing, working with the approval 
of his president, A. M. Cronin III 
and with a nod of interested approval 
from Zenith, ordered a_ full-scale 
mockup of a Western Airlines “Cham- 
pagne Flight” ship made by a local 
Portland firm. 

Appearing true to life down to the 
official airline insignia and paint job, 


ABOUT 500 board full-scale mockup of 


it included a full-scale front section 
of the plane back to the middle of 
the wings. From the wings jutted 
engine nacelles with spinning pro- 
pellors. 

Mounted on the front of the dis- 
tributor’s building facing a main 
thoroughfare, it had the appearance 
of a full-size DC6B flying out of the 
building’s second floor. 


EXPERT 


in NEW YORK 


[_] Tracing exhibit to show 


Installation and Dismantling 


EXHIBIT SERVICES 


PHILADELPHIA 


HERE are several of the many services that SHO-AIDS provide 
exhibitors—PLUS—an experienced staff for complete, dependable 
attention to every detail—large or small: 


ATLANTIC CITY 


(_] Clean, service and maintain booth 
[_] Order accessories (lights, furn., etc.) [_] Dismantle and carefully Re-pack exhibit 
[_] Make last minute changes or repairs [_] Ship or Store 


[] Install exhibit with expert supervision 


exhibit. No obligation, simply write or call. 


:SHO-AIDS, Inc. 


= HI 1, 
he DUA F 19 John Street 277 So. 59th Street 
%,) we New York 38 Philadelphia 39 
memser WOrth 4-0850 SHerwood 8-2622 
and now in Atlantic City 


he 
. 


Sagngis3® 


~ 


Western's “Champagne Flight” ship. 


The 200 dealers, plus another 300 
wives and salesmen, climbed an 
authentic-looking ramp to the plane’s 
door, walked down the fuselage past 
authentic seats, and into a theater 
where the sales promotion meeting 


was held. 
Theater screen showed flight 


scenes, and a stereo outfit played 
background takeoff sounds. “Steward- 
esses’ came down aisles with au- 
thentic champagne, just as it is done 
on Western’s luxury flights. Even 
lunch was served airline style on trays 
with the real thing from Western’s 
kitchens. 

To start the show, Pres. Cronin an- 
nounced: “This is your captain, etc., 
etc.,” and moved into the introduc- 
tion of new models and sales ap- 
proaches. Among prizes were free 
trips on Western’s new Electra ships 
going into service this summer. 


Airplane motif idea, of course, is 
far from new. Jantzen used it, for 
instance, to present its 1959 spring 
lines. But in that case it was a par- 
tial-size mockup of a Pan Am cabin 
mounted on a stage as background 
for the showing. 


Full-scale plane flying out of the 
building made a real impression with 
the dealers, and a large section of 
Portlanders besides. They couldn't 
help noting the large-lettered “Up, 
Up, Up With Zenith” painted on 
sides of the boarding steps as they 
drove past the distributor's building. 

Zenith officials, too, have expressed 
keen interest in the idea, Vial says, 
but haven't announced plans as this 
is written. Idea also tied into the 
25th anniversary “airborne” program 
of the Zenith line. @ 
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tle for permanent installation 
2/5 Seattle 
2/6 Portland—exhibit shipped to 
Los Angeles for 2/11 presentation 
2/9 San Francisco—exhibit held in 
San Francisco for permanent instal- 
lation 
2/10 San Francisco 
2/11 Los Angeles—exhibit held in 
Los Angeles for permanent installa- 
tion 
2/12 Los Angeles 
2/13 Phoenix—exhibit shipped to 
Denver for permanent installation 
Schedules for other four teams were 
worked out in the same way. Each 
team covered a different section of 
the country. In majority of cases, 
exhibits were shipped via Emery Air 
Freight. When locations were close 
together, they were transported by 
car. None were late. 
Major kickoff was Feb. 2. It did 
not take all the teams 16 days to com- 
G-E PERSONNEL discuss new starter at exhibit in Seattle—one of 34 locations. plete their tours. About 500 saw the 
exhibit at each presentation. 
General Electric spent about one 
week to schedule the tours. Harry 
G E’ . M . p Stief, Inc., Cleveland, Ohio, took 
= = about 1.5 weeks to build the exhibits 
S ast OviIng rop Exhibits were 6-ft. high and 4-ft, 2- 
inches wide. They were displayed on 
their own shipping cartons so each 
unit was _ self-contained. 


Exhibit to introduce new motor to company and distributor sales- Exhibits were revised from ones 
used earlier. Earlier one introduced 


Man . 
1TH SR CL UNwE 


men zips around country—34 locations in 14 days. Not done with 4 different kind of magnetic starter. 


Original components on the board 
were used to show the starter in re- 
lation to a control system or circuit. 
By adding the new starter to the 
Here’s a traveling exhibit that was 2/10 presentation board, rest of the line could be shown 
presented 45 times in 34 locations— 2/4 Seattle—exhibit held in Seat- again. 
all in 14 days. And the locations 
ranged from 200 to 500 miles apart! 


mirrors—just 18 units, five two-man teams and good scheduling. 


General Electric Co. wanted to in- 
troduce its new magnetic motor 


starter to company and distributor PIBRRE: MARQUES 


salesmen throughout the country. 
Quickly, too. The Ultimate in Acapulco, Mexico! 


Here’s how it did it: Eighteen iden- | Me 
tical exhibits were built. This was | This internationally renowned luxury re- | Robert F. Warner, Inc. 
. sort invites groups up to 200 for sales incen- New York + Chicago 
the number needed to fulfill require- | tive programs, conventions, board or sales Washington + Boston 
ments of the trip. Also, it was the meetings. The facilities are private and (Saden Canines 
number needed to place permanently self-contained. The entire hotel is air- | 610, w raweett. Inc 
in CoM wiles allces of tutti’: cin conditioned. Two swimming pools. Private Los Angeles « Seattle. 
In G-E sales offices at trips conclu beach, Fabulous fishing. Golf. Tennis San Francisco « Dailes 
sion. courts. Free bus transportation. Portland + San Diego 
eS ‘ : Vancouver, B.C 
Five teams of two men each were For special group plan rates and brochure, Affiliated with 


organized from within G-E’s Gen- write our U.S. Representatives. Hotel Pierre, New York 
eral Purpose Control Department. 
They made the presentations. 


Staggered schedule was set up for 
shipping the exhibits to presentation 
cities. Schedule used after first pre- 
sentation’ for one team looked like 
this: 

2/2 Denver—exhibit shipped to 
Phoenix for 2/13 presentation 

2/3 Salt Lake City—exhibit 
shipped to San Francisco for 2/9 and 
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Super-Power Projection Adds 
New Wallop to Presentations! 
SHARP, BRILLIANT COLOR, REAR-PROJECTION 


Spectaculart slide presentations use higher watt: 
age — up to 10,000 watts — to produce intensely 
brilliant image: Keeps audience alert, sharp, 
receptive, enthusiastic! 

Full service includes art, photography, equip- 
ment rental, slides, screens, operators, rehearsal 

the whole package or any part! 

Projectors are magazine fed, push-button oper- 
ated. Screens 3 to 30 feet wide. Custom-made 
equipment for impossible jobs! 

Motion picture, animation or semi-animation 
available. For complete service write or phone: 


MOST POWERFUL PROJECTION ANYWHERE 


p West 44th Street 
New York 36, N. Y. 
JU 2-1984 


CINCINNATI'S tarcesr 
CONVENTION 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 
Teletype 


sor SHERATON 
itt “GIBSON HOTEL 


148 


Telephone 
MAin 1-6600 


We Goof But Score in Moscow 


(continued from page 40) 


showed the goods our system can 
produce. We didn’t really educate 
visitors. We merely gave them a look 
at what they had come to 
American goods would be like. 

Well, we had a chance for some 
educating with IBM equipment. We 
could have given some accurate facts 
on our system. But, alas, we make 
this part of our exhibit appear so un- 
important that comparatively small 
crowds stay around to see it. And it 
is a captive audience, for they have 
gathered in the building to see our 
seven-screened picture show. As soon 
as the film is finished, we'd be able 
to direct the crowd right to IBM for 
answers to Russian questions about 
us. But display technique is lacking. 
Crowds drift out of the building and 
most never even know that there is 
something really worth while at the 
IBM area. 


®& About Sevenarama. It is projected 


| from seven 35-mm motion picture 
projectors. 


They are mounted on 
slanting concrete bases so that they 
can reach the ceiling-mounted screens 
without distortion. Because projectors 
have aperatures with square corners, 
blank aperatures had to be filed out 
by hand to fit screen angles and di- 
mensions. This was done, on the 
spot, by the chief projectionist. Inci- 
dentally, it took five days to mount 
the screens. No provisions had been 
made in the building for screen 
mounting brackets. A makeshift ar- 
rangement had to be devised to get 
the screens to hang properly and se- 
curely. 

While Sevenarama is basically a 
slide presentation on motion picture 


film, there are some small sequences 
in motion. Synchronization is excel- 
lent. All projectors are locked in to- 
gether and run perfectly. Between 
each 14-minute show, the three-man 
camera crew rewinds film and sets up 
for the next. It has 26 minutes be- 
tween showings. 

Sound for Sevenarama comes 
through 28 directional speakers 
mounted in the ceiling. They project 
down at the crowd. The human bodies 
act as baffles. They absorb the sound 
and prevent echoes from bouncing 
around the domed building. 

(For the statistically minded: total 
of 2,100 photos were used in the 
Sevenarama presentation. Eight sets 
of film were brought along and the 
crew was on the third set at the half- 
way mark in the fair’s run.) 


> Before we go along to other exhib- 
its, suppose we backtrack and take a 
look at how our exhibits were put to- 
gether. Our basic plans were ridicu- 
lous. They had disaster written all 
over them. In six months and with a 
pittance of cash for so large an under- 
taking, we were to create a picture of 
America in concrete, glass, plastics 
and wood. 

Who in his right mind would plan 
to construct buildings in Moscow that 
required pouring concrete in winter 
weather? Do you remember reading 
about clouds of concrete dust that rose 
from the floors in the early days of 
the fair? That wasn’t just poor qual- 
ity of cement. It was the weather, too 
— when concrete was laid. There is 
snow up into April in Moscow. Frozen 
ground was a problem for building 
erectors. Actually, three days before 


They Saw Our Exhibit First Hand 


Robert Letwin, editor, was accompanied to Moscow by some of 
America’s top exhibit specialists. Here are the men in his party who 


studied our exhibit effort: 


Harold Averick, president, Design Built Studios, Inc., Long Island, 
N. Y.; Belmont Corn, Jr., president, The Displayers, Inc., New 
York City; S. J. Fairweather, president, General Exhibits and Dis- 
plays, Inc., Chicago; Philip Harrison, publisher, Sales Meetings; 


Joseph I 


McDonnell, general manager, Chalfonte-Haddon Hall, 


Atlantic City; Francis B. Messmore, Messmore & Damon, Inc., New 
York City; Benjamin E. Smith, sales manager, Crow-Burlingame Co., 
Little Rock, Ark.; Harvey G. Stief, president, Harvey G. Stief, Inc., 
Cleveland; Fred J. Tabery, Tabery Corp., Los Angeles; Robert Wet- 
stein, president, Dyna-Graphic Displays, Inc., Brooklyn, N. Y. 
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the fair was to open there were open 
trenches in front of our buildings 
where utility lines had to be run. 

It was a mad race to erect and in- 
stall our exhibits. Few exhibits had 
been planned thoroughly in advance. 
Much on-the-spot designing took 
place. Direction was helter skelter. 
Many eager hands, of guides, for in- 
stance, couldn't be used because 
there was nobody to direct them in 
productive pursuits. Finally, a few 
days before the fair opened, everyone 
grabbed a paint brush and dust cloth. 
This included guides, embassy staff, 
personnel from industry who were 
sent over by their companies to man 
exhibits, and even visiting Americans. 

Soviet labor was most cooperative, 
according to fair officials. However, 


we did get stung on the cost. Instead 
of charging us the rates that the 
workers receive, Soviet trust managers 
charged more than two and a half 
times what we expected to pay. Trusts 
were not too eager to supply labor 
because it interfered with production 
goals that they had to meet for their 
seven-year plan. While trust man- 
agers may have been reluctant, So- 
viet workers were not. After a taste 
of working American style, they liked 
it fine. Some showed creative imagi- 
nation and initiative to solve construc- 
tion problems. 


® Some of the things we discover in 
Moscow is that the average Russian 
is a pretty good Joe. He likes Ameri- 
cans; has a respect for American 


know-how; wants to be friendly. Of 
course, this does not jibe with Party 
policy, and creates some of the many 
tensions that exist between Russians 
and Americans in Moscow. 

There were more foreigners con- 
nected with the production of ou 
fair than Americans. Our basic dis- 
play structure, “jungle gym,” had 
parts fabricated in Milan, Italy, as 
was the glass building itself. Silk- 
screened signs were produced by 
Germans. What few models we had 
were made in Germany and ow 
photos were mounted in Berlin. Most 
erection was handled by specialists 
from Finland and panels were fabri 
cated in Helsinki. While lighting 
came from New York City, our gen 
erators were French and our air con 


miami beach 
exhibition hall 


Covering nearly 5 acres - Largest in the South - Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area of 
200,000 square feet and seats 15,000 people at one time 
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CLAUDE D. RITTER 
Auditorium and Exhibition Hall Manager 


1700 WASHINGTON AVENUE + MIAMI BEACH 39, FLORIDA 


Centrally located, close to the world’s finest 


hotels, apartments, restaurants, shopping centers and recreation areas 


Parking for 3,500 Cars « Expositions « Conventions « Trade Shows « Sales Meetings 
Ice Shows « Announcement Showings « Automobile Shows « Sports Events 


For further information, write or wire: 


or 


THOMAS F. SMITH 
Director Convention Bureau 


ON THE OCEAN AT 


for safe, on-time 
deliveries of your 
DISPLAYS and EXHIBITS 


..crated or uncrated, 


for one city or ten 


COAST TO COAST 
LONG DISTANCE MOVING 


in the West, call OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


nT i* * 


; Ci) 7, 


u 


see how they PUN! = 


TERRACE 
Where there's time for FUN! 


Your attendance figures will zoom, you'll get the work done, 
and still have all the fun nearby that makes 
Miami Beach the World's Piayground! 


We specialize in the smaller group or meeting, 
where our very personalized attention to every detail 
and requirement makes the BILTMORE TERRACE 
perfect for your particular needs! 


And, we've got EVERYTHING to fill the bill—LOOK: 


Exhibition space; Free Parking; 227 luxurious rooms: 
Meeting Rooms Complete Entertainment Program; 
accommodate 250; Free Shopping Limousine Service; 
Dining areas with banquet Private beach, pool, cabanas ; 
kitchens; P.A. system; Night Club—all-star revue; 
Public Relations; Cocktail Lounge, 
Convention staff Dining Rooms 


Represented by UTELL INTERNATIONAL 
New York, Boston, Chicago. 
Toronto 


4 « ’ 


WRITE, WIRE OR PHONE COLLECT 
Miami Beach, UNion 6-573) 


EL! MELTZER, Managing [ yh 


87th. STREET, MIAMI! BEACH, FLORIDA 


ditioning came from —- 

Inside our glass building, which 
houses our product displays, traffic 
flow is not smooth. “We played traffic 
flow by ear,” reveals one of the show 
designers. Wire cord can be seen 
strung in many sections of the build- 
ing in an attempt to rectify a traffic 
pattern that originally didn’t exist. 

While some Americans consider 
traffic flow a great failing, I don’t. I 
don’t see how you could possibly han- 
dle so many people, give them a 
chance to ask questions of guides and 
discuss answers, and expect smooth 
traffic flow. You are bound to have 
knots of traffic around popular items 
—and our guides are the most popu- 
lar things in sight. 

While few of our 86 guides speak 
really fluent Russian (most are stu- 
dents who have studied it for just two 
years), they come through well. Often 
they have to search for words. One 
young lady tried to explain some 
American food and couldn’t think of 
the Russian word for potato. She 
threw out her hands and thought 
aloud in English, “Now what in the 
world is the word for potato?” Some- 
body understands and tells her. All 
the Russians smile. They are capti- 
vated by our simplicity—lack of regi- 
mentation and canned commentary. 
& Of course, our guides err some- 
times because they don’t know the 
answers. For instance, one guide 
played right into Russian propaganda 
hands. He believes that about 25% 
of the cost of American products goes 
toward advertising them. At least he 
believed this until a few of us with 
marketing background set him straight. 
Maybe during the last half of the 
fairs run he can set a few Russians 
straight when the subject of market- 
ing and advertising arises. 

I don’t know how many other 
blunders our guides made about our 
system, but I suspect few of these 


| college kids know much about mar- 
| keting. Maybe if we have a fair in 
| Moscow at some future date, a short 


course in marketing may be in order. 


| Russians teach comparative economics 


in all schools as a required subject. 


| However, their comparison of systems 


distorts our economy to a point where 
you'd never recognize it. Our guides 


| can’t combat this if they don’t know 


our system well enough 
Before we go on to other exhibits, 


| let me make one important observa- 
| tion; We are making inroads into the 


Russian mind in Moscow. It’s small; 


| it reaches comparatively a small per- 
| centage; but we are having success. 
| It is not only*the fair, but the presence 
| of Russian-speaking Americans. Our 
_ people’ are able to meet Russians 
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No Tickets for Americans 


Because Soviets controlled sale 
of tickets to our exhibition in 
Moscow, visiting Americans 
couldn’t get them. 

Personnel at our Embassy was 
bombarded by visiting Americans 
who demanded that they be 
given tickets (which the Embassy 
didn’t have). Americans man- 
aged to get into the fair at a 
side gate. American guides came 
to this gate to escort our citizens 
past Russian guards. 


after hours, to visit their homes (al- 
though clandestinely) and talk about 
America. 

Americans in Moscow, although 
carefully watched, do manage to talk 
to Russians outside of official earshot. 
We do see small glimmers light up 
in Russian eyes as we explain what 
it’s like to live in a free society. This 
is done on a personal level, aimed 
at the individual and what it would 
mean to him. This differs completely 
from a propaganda approach. It gets 
to an individual in personal terms — 
what it means to him in his work and 
the way he lives. 


®& On the basis of months of such con- 
tact between Americans and Russians, 
I suspect that we shall not be invited 
to exhibit in Moscow again. I suspect 
that the Russian hierarchy will clamp 
down on visas next year. Truth is one 
thing that the Soviet system regards 
lightly. If it starts to interfere with 
its aims, you can expect it to be shut 
off. 

I believe Americans in Moscow 
are spreading too much truth—for the 
Party powers, that is. When an In- 
tourist guide (who is about as loyal 
to the system as you can get, and 
gets his job because he is) admits—as 
one did to me—that maybe his news- 
papers ought to give more truth about 
America, you know we're making 
some impact. 

So, don’t be surprised if there is no 
exchange of exhibits next year — al- 
though I hope there is. Don’t be sur- 
prised if the 10-day wait for visas to 
U.S.S.R. become 10 months or more 
—as it was not too long ago. 

Well, back to Ivan and his trek 
through our exhibition. He waits in a 
long line to see our model home. Its 
about a $12,000 prefab. He sees it 
but doesn’t believe it. It is incompre- 
hensible to him that any average 
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A hotel created 
especially for 


CONVENTIONS!! 


COLLINS AVE. 


% LOCATION ......-+2° 


Miami Beach's best convention location, Collins Avenue and Lincoln Road—ON THE OCEAN 
The DILIDO Hotel offers the finest Convention and Resort Facilities available anywhere. Just 
one block from the New Miami Beach Auditorium and Convention Hall 


oes FACILITIES .~ « « A Modern Air Conditioned 350 Room Hotel 
COTILLION ROOM 1200 
CONTINENTAL ROOM 
MOULIN ROUGE 
FLORENTINE ROOM 
OTHER ROOMS ACCOMMODATING 50 PEOPLE OR MORE 


NOW a Packaged CONVENTION! 


Room — Meals — Sightseeing Tour — Cocktail Party 
Banquet — Poolside Barbecue and Water Shows. 


LYMAN PICKETT 
SALES MANAGER 


th ae ra 
nt ido “ante ‘ 4" 3 DAYS 
on ne cosa, 2 NIGHTS 


COMPLETELY 
AIR CONDITIONED 


MIAMI BEACH 
Wire, write or call JEfferson 8-0811 for complete detailed information. 


Best ‘time out spot 
in 50 states! 


It takes two things to make a suc- 


cessful convention—play and work. 
Here at the fabulous Fontana Village 
Resort, high in the Great Smokies, 
we've teamed up with Mother 
Nature to provide the ‘time out” 
fun that makes “time on” the job 
more resultful, more memorable, 
more profitable. A special color 
film will be sent at your request. 
Write for a preview of what we are 


" FONTANA 
VILLAGE 


NORTH CAROLINA 


tamilv can have all that room—could 
afford such luxury. Soviet citizens 
are used to one-room apartments for 
one family sometimes two. Upper- 
crust Russians have three-room apart- 
ments. This is about as much luxury 
as a high-paid, highly respected top 
engineer might expect. You have to 
be a mighty high Party functionary 
to have more. So our model house 
doesn't ring true to our Russian visi- 
tors and the house scores badly in the 
voting booths at the fair 

We have voting machines in which 
Russians can vote for the exhibits they 
like best. Tallies each week show 


JACKSONVILLE 
FLORIDA 


The South's 
finest 
Commercial- 
Convention Hotel 


new preferences. One week our Cars 
are most popular, later “Family of 
Man” photographic exhibit is a high 
scorer, and then color television pops 
up as number one. Abraham Lincoln 
leads as the favorite American pa- 
triot; Mark Twain, favorite poet; New 
York City, most popular city. (Ow 
model home takes about 15th place in 
popularity.) 

In many ways, the average Russian 
is much like Americans. He appre- 
ciates the same kind of humor; seems 
to be basically friendly. So it is small 
wonder that he has a penchant for 
American cars. Our auto exhibits 


* COMPLETE CONVENTION FACILITIES 
* BALLROOM FOR 1100 « EXHIBIT AREA 
* TRAINED CONVENTION. STAFF 


were among the most popular. Fortu- 
nately, manufacturers sent over some 
Russian speaking commentators. 
Crowds never left these car displays. 
They plied all sorts of questions about 
cars. They would have crawled all 
over them had they not been manned 
by American personnel. 

And on the subject of crawling, let 
me mention mauling. Visitors pawed, 
squeezed, shook and pried into every- 
thing within reach. They examined 
everything they could get their hands 
on. They swiped whatever could be 
fitted into a pocket. Damage from 
handling and absences caused by 
pilfering were a major maintenance 
problem. (More skilled exhibit de- 
signing would have reduced damage 
and pilfering. Any exhibit planner 
worth his salt knows the basic ele- 
ments of theft prevention and how to 
avoid damage.) 


& Circarama, as it was in Brussels, 
captured the crowds. Unfortunately, 
less than a third of the visitors to our 
fair could see Circarama. It could ac- 
commodate just 500 people at a per- 
formance. And although there were 
27 shows a day, less than 14,000 of 
the more than 50,000 gained admis- 
sion to the circular theater 


ATLANTIC CITY 


CONVENTIONALLY DESIGNED 
EXCEPTIONALLY REGARDED 
Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 


facilities for groups of from 25 to 
950 persons, Exhibit space of ap- 


In the Heart of Downtown Jacksonville 


Conceived and engineered as the ultimate in 
commercial-convention hotels, the Robert Meyer 
presents a unique “custom tailored facilities” 
concept... to make your 1959 executive or group 
meetings the very finest you have ever staged! 


@ One-floor “convention center" 

© Meeting and banquet rooms for from 25 to 1100 

@ Theater lighting; closed-circuit TV 

@ 550 outside, air-conditioned rooms 

@ Radio, TV and Hi-Fi in every room 

@ Drive-in registration—elevators to rooms 

@ Inside parking for 250 cars 

@ PLUS a willing, experienced convention staff! 

Write today for full information, rates and availabilities— 
or call Jacksonville Elgin 5-441! 

Robert B. Neighbors, Vice President - General Monoger 
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proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
and free 21 in. console TV— 
splendid meals — health baths — 
music for dancing twice daily. 


GEORGE 8. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 


Telephone Atlantic City 5-!27! 


ee 


Russians did not respond orally to 
Circarama as did Europeans at Brus- 
sels last year. In Brussels, audiences 
ohhed and ahhed. Russians were si- 
lent. They didn’t gasp as the test car 
on the screen approached the top of 
a steep grade, as did Belgian audi- 
ences. But the grandeur of America 
did sink into their thinking, you can 
be sure. They couldn't help but see 
how our homes, stores, highways, 
schools and vast auto parking lots 
compare to what they have. 


& Top attraction at our fair is the 
RCA exhibit. It is a television studio. 
From the balcony and on floor level, 
visitors can watch live television and 
films. Live programs right in the 
glassed-in studio are interspersed with 
films—most with Russian soundtrack. 
What was most popular? Color car- 
toons. Richard Hooper, RCA exhibit 
specialist in charge of the exhibit, 
says, “We could show cartoons all 
day and the kids would never move 
from the TV receivers.” Russian chil- 
dren literally hang from the balcony 
to see the color TV programs. 

Live shows include cooking .and 
sewing demonstrations. Another pop- 
ular live show has no sound. A batch 
of Russian voungsters are invited into 


NOTHING LIKE 


ANYWHERE 


America's finest and most 
modern summer resort hotel 


One hour from Manhattan 
One mile of private beach 


World famous championship 18 
hole golf course 


Six fast clay tennis courts 


Huge indoor and outdoor swim- 
ming pools 


Magnificent meeting rooms 
with push button sliding roof 
and sliding stage 

Luxurious accommodations for 
600 persons 


For Complete Information 
Address 


MAURICE PFURSICH 
SALES MANAGER 


THE LIDO, LIDO BEACH 


LONG ISLAND, N. Y. 
PHONE N.Y.C. REGENT 4-9000 
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the studio and given American games 
and toys to play with. Their delight, 
as captured by the color camera, 
makes a powerful segment of the full- 
day program. 

TV technicians have a fine time 
working with Russian children. They 
introduce them to new games which 
make great live telecasts. A big fa- 
vorite is musical chairs. Until our 
fair opened, Russian kids never played 
musical chairs. It is this fun-type 
game and purely human reaction that 
helps to create a little extra warmth 
for us, I believe. Russians can’t help 
but recognize the sincerity with which 


our TV people teach games to the 
children and handle them. It is little 
things like this that congeal into a 
full picture of what an American is 
in the minds of Russian visitors. 
RCA has a considerable staff of 
technicians as well as four Russian 
speaking announcers who interview 
visitors for the closed-circuit telecasts 
These are seen only in the vicinity of 
the RCA studio. RCA has hundreds 
of thousands of dollars’ worth of 
equipment in its exhibit. It has thou 
sands of dollars in salary and mainte 
nance of personnel. But as with all 
companies represented at the fair, it 


you can house all your people together... 
hold all your exhibits on one floor...at the 
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DETROIT’S LARGEST HOTEL 
Completely air-conditioned 


For a successful convention or sales meeting—hold it at the Sheraton-Cadillac! 
Gives you all the specialized equipment and services of Detroit’s biggest 
hotel—plus one-floor convenience for your exhibits. With all members 
housed at hand, group interest stays high—meetings pay off in sales results! 


@ Grand Ballroom (Detroit’s largest hotel ballroom) seats 1,000 for 


meetings, 800 at banquets. 


@ 17 function rooms offer accommodations for 10 to 1,000 persons. 


* 
able on one floor, assuring a more 
convenient and impressive show. 
1,200 attractive guest rooms, 
all with radio and TV. 
4 fine restaurants, 3 bars 
for relaxation and entertaining. 
All guest, public, function rooms, 
exhibit areas fully air-conditioned. 


THE 
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Mr. William Goldsberry, Sales Director 
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1114 Washington Boulevard, Detroit, Michigan. 
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President 


CHARLES Ww. COLE, 
® 125 atin 
@ 2500 rooms 
@ 25 meeting rooms 
@ 350 show rooms 
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New York's largest sky- 
scraper hotel — the New 
Yorker — tops for conven- 
ience and Convention facil- 
ities .. . plus the “know how” 
of an experienced Convention 
staff. 
In the heart of the city’s 
trading and entertainment 
area. Direct subway to 
Pennsylvania Railroad Sta- 
tion and Long Island Rail- 
road. Center Auditorium 
adjacent to the hotel (ca- 
pacity 3500). New York 
Trade Show building diag- 
onally across the street. 
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Jack Potter, Dir. of 
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Chicago Office DE 7-6344, 
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across the USA and in Hawaii 
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Pittsburgh, Pa, Hotel SHERWYN 
Cel. Hotel PARK LANE 
New York City Hotel NEW YORKER 
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Perfect Setting for Executive Meetings 


On the Brink O’ The Beach 
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* 2 New Meeting Rooms 
© Banquet Facilities for 200 


GURNEY'S Inn 


Ocean Front Cottages and Hosteiry 


Montauk, Long Island 
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is a worth-while contribution toward 
eventual (we hope) understanding be- 
tween peoples. 

It is impossible to credit all the 
companies that sent people and prod- 
ucts. The list is long. But as you 
wander through our fairgrounds, i 
addition to RCA and IBM, these are 
some of the names you jot in your 
notebook: General Motors, Chrysler, 
Ford, American Motors, International 
Harvester, All-State Properties, Macy’s, 
Westinghouse, General Foods, Gen- 
eral Mills, Whirlpool, Polaroid, Pepsi- 
Cola, Singer, McCall’s. 

Russian officials are often difficult 
to understand. For instance, they at 
first refused to allow Pepsi-Cola to 
distribute free drinks on the basis 
that paper cups are not sanitary. 
(Even Russian beverage vending ma- 
chines use a common glass that you 
rinse out with cold water if you're 
the finicky type.) 

I believe that the sanitary issue was 
a fiction and that the Russian powers 
were afraid that the taste for Pepsi 
might catch on. They don’t want any 
more pressure for new products. (I 
suspected the sanitary bluff when I 
saw Russian paper cups in use at a 
small park in Leningrad. This, inci- 
dentally, was the only place I ever 
saw anything but glasses used by 
venders, of which there are thousands 
in Russia.) 


> “Family of Man” was popular with 
Russians from the time the fair first 
opened. It is an exhibit of photo- 
graphs that has universal appeal. 
However, certain of the pictures did 
not appeal to Soviet officials and had 
to be removed. (A photo of a Chinese 
child with empty rice bowl probably 
hit too close to home.) Maybe one 
reason why Russians like this exhibit 
in addition to its aesthetic quality is 
that traffic is controlled here. You 
walk in a definite pattern so that you 
can see everything. You don’t have 
to make a choice of where to go. 
Unquestionably, our architecture 
exhibit is the worst piece of exhibit 
work ever foisted on any audience. It 
is just plain stupid! We show huge 
blow-ups of new building designs. 
Many appear to be piles or rocks, 
prison cells or anything but what they 
are. Not only are some blowups of 
poor quality, but the photos them- 
selves were taken at strange angles. 
(Until somebody proves otherwise, 
I'm inclined to believe that the photos 
were taken by Pravda to show mod- 
ern architectural decadence in U.S.A.) 
Two American exhibit specialists 
who accompanied me through this 
exhibit almost vomited on the floor. 
If this is an indelicate way of ex- 
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Books Return—Fast! 


Even Party faithful succumb to 
the lure of reading American 
books. On opening day of Amer- 
ican National Exhibition, which 
was set aside for Russian officials, 
books disappeared from our dis- 
play in wholesale lots. 

Next day, they were all re- 
turned. You see, Soviet brass 
knew who was invited to this 
special showing and made it 
clear it expected the books to be 
returned pronto—or else. 

Of course, after the first day 
when there was no record of 
attendance, books vanished with 
no chance of being traced. 


pressing their distaste, it is about as 
close as I can come in mere words. 
Whoever okayed those weird photos 
for that exhibit never lovingly labored 
over plans for a new building, never 
watched it spring up from barren soil 
to a thing of beauty against the sky. 

Perhaps the best examples of mod- 
ern American architecture were put 
on color film. These might have had 
great impact. These might have con- 
trasted sharply with what the Rus- 
sians have architecturally. However, 
you can’t see the film because built-in 
stereoscopic viewers are in need of 
repair. Not one works. 

From the outside, the architectural 
exhibit building appeared to me to 
be a men’s room—save for the hugh 
lettering to tell it had architectural 
exhibits inside. It would have been 
best if it were a men’s room. 


> A word about those plastic parasol- 
shaped pavilions. Undoubtedly they 
were an engineering accomplishment 
worthy of note. The design was origi- 
nal as were brand new specifications 
for a structure that had never been 
tried before. To the designer and 
the plastics industry that made this 
experiment possible, goes my admi- 
ration. To the exhibit director who 
permitted these visual monstrosities 
to be used, goes my sympathy. (I'm 
sure he'll hear about it from other 
sources.) 

Seldom have I seen something (I 
don’t know how to classify these 
plastic umbrellas) that is as useless 
and ungainly to look at in an ex- 
position. The color is a brownish 
green—color of a dirty fish tank. The 
many unrights certainly do not make 
for a good exhibit areas. They created 
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WHERE will you get more done 
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New Cabajia Club with Vision-Level Pool . . . private 
ocean beach, water sports, golf, tennis on 50 fabulous 
acres. Superb cuisine, entertainment nightly. 


NASSAU, BAHAMAS 


LorT MONTAGU 


BEACH HOTEL and Cabaiia Club 


Full details, dates available from 
REGINALD G. NEFZGER, Gen. Mgr. 
U. S. Representative: WILLIAM P. WOLFE 
New York, Philadelphia, Boston, 
Chicago, Cleveland, Miami, Toronto 


[ace 


that the best-conceived conventions are 
individually planned, specifically tailored for the demanding BZ 


where a unique attention to detail and 


» 
Guest accommodations for 300 to 350 persons I 
Flexible exhibition space 10 meeting rooms 
accommodating 100 to 1000 3} separate dining 
areas each equipped with banquet kitchens...P.A 
system... print shop... public relations director 
and an experienced convention staff... completely 
Aw Conditioned 


A“ i, 


Jack Parker 


ideal facilities for 


Sales Meetings 


Conventions 


Incentives 


A Personalized Hotel in the Heart of the 
Theatre District and Radio City 
46th to 47th Sts 


st West of Bway 


SALES MEETINGS/Part II 


; V, 
| ee 


Milton J. Kramer, Pres. 
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sort hotels offers perfect 
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problems of drainage and erection 
that were not worth the effort. A 
striped circus tent would have been 
infinitely more attractive, more prac- 
tical and cost less in time, money and 
talent. 

Popular spot at the fair is the small 
pavilion that demonstrates how Ameri- 
can women have their beauty en- 
hanced. This outdoor beauty salon 
attracts large crowds. Unfortunately, 
we had to use American subjects 
rather than Russian. U.S.S.R. said 
“Nyet!” to having Russian women 
improved. Russian women do not 
have benefit of our cosmetics and 
hairdressing. It would have been nice 
to have given a few a chance to look 
less drab. 

Ivan really has a puzzled time when 
he reaches the small park within the 
American exhibition area where mod- 
ern statues are shown. Russians are 
used to herioc statues that are as 
realistic as a hammer and sickle. Most 
were confused by modern art inter- 
pretations of the human figure. While 
the art is excellent, it might have 
proven worth while to have given 
some information about the artwork 
and the artists, so Soviet visitors could 
appreciate what the artist attempted 
to do. (And the fact that he could 
do it without censorship!) 


& If you remember the hubbub 
created by the selection of art for 
our exhibit, you'll appreciate my as- 
tonishment to find a blank wall lined 
with priceless American paintings so 
high as to be out of ordinary viewing 
range. This wall was supposed to be 
blank because it created a narrow 
corridor down the end of the exhibit 
area. However, when all the fuss was 
raised about art selection, additional 
paintings — “more _ representative” — 
were rushed over to Moscow. How- 
ever, they arrived with no place to 
go. So, high up on the wall they 
went. If they were put at eye level 
they would have been knocked off 
the wall, so crowded were the aisles. 
(I suppose it was considered better to 
hang them out of the way than to 
keep them in their shipping contain- 
ers and have hell break loose when 
somebody discovered that fair offi- 
cials didn’t hang paintings of early 
presidents and other conservative old 
canvasses.) 

Clothing for not only the fashion 
show but our guides was contributed 
by the clothing industry. Our guides 
wore ordinary street dress rather than 
uniforms. This was a good idea. 
Normal American clothing is as much 
a uniform—that is, stands out as being 
special—as any gold-braided tunic. 
Ordinary dress helped to achieve the 
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human warmth that appealed to the 
Russians. 

If guides dress well, they eat well, 
too, better than the average Ameri- 


can visitor to Russia. A special dining | 


room was set up near the fairgrounds 
for American personnel. While food is 
Russian, meals are more to Ameri- 
can tastes. 

Even before they were built, 
U.S.S.R had agreed to buy our build- 
ings. Now it has just been revealed 
that we are allowing the Russians to 
buy the materials and products on 
display, too. Secretary of Commerce 
Frederick H. Mueller told the Rus- 
sians that they could make on-the- 
spot purchase of RCA’s closed-circuit 
color TV unit, for instance. The TV 
“package” at our fair is valued at 
about $220,000. 

Some 1,800 other American prod- 
ucts are available for trade—including 
1,000 items that ordinarily would re- 
quire individual validated export 
licenses by the Commerce Depart- 
ment. Of course, the Soviet govern- 
ment and individual American manu- 
facturers have to negotiate for the 
purchases. 

It will be interesting to see what, 
if anything, the Russians buy. For 
instance, among our displayed items 
were a model kitchen display, house 
furnishings, hand and portable tools, 
radios, a complete home workship, 
farm machinery, automobiles, office 
equipment, hi-fi equipment, pleasure 
watercraft, photographic equipment, 
pre-fab house, air conditioners and 
sporting equipment. 

Ah, sporting equipment! How we 
Americans love to exhibit sporting 
equipment to foreign audiences. Ima- 
gine, if you will, three toeless, heel- 
less, baseball stockings hanging prom- 
inently in a display with no copy to 
explain what they are. 

In another display area, imagine, if 
you will, an assortment of empty 
aluminum plates hanging prominently 
from a string with no copy to ex- 
plain what they are doing there. Such 
were some of the goofs of our “dis- 
playmen” in Moscow. 

But, while we could pick and jab 
at blunders all day long, we cannot 
lose sight of this: We produced a 
show against impossible odds, and 
we have registered successfully with 
the people we wanted to reach—the 
ordinary Russian. How much impact 
our Russian-speaking guides make in 
their contacts, we may never be able 
to evaluate. 

But, you can bet on it: If Russia 
refuses to swap exhibits next year, 
we had one tremendous success in 
Sokolniki Park in the Summer of 
1959. @ 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room, 


2nd Floor expressly designed for your | 
needs— especially equipped conference and 
dining rooms. 


Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment. 


Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium. 

Gorage & parking facilities adjacent. 


@ for illustrated brochure write 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 
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Palm Springs Riviera Hotel 
(Palm Springs, California) 
Pan American World Airways, 

Inc. 
Park Sheraton Hotel 
(New York City) 
Hotel Patten (Chattanooga) 
Peninsular & Occidental Steam- 
ship Co. 
Pick Carter Hotel (Cleveland) 
Pierre Marques Hotel 
(Acapulco, Mexico) 
Pocono Manor Inn 
(Pocono Manor, Pa.) 
Poland’s Spring & Mansion House 
(Poland Springs, Me. 
Ponte Vedra Club 
(Ponte Vedra, Fla.) 
Hotel President (Atlantic City) 
Hotel President (Kansas City) 
Princeton Inn (Princeton, N. J.) 


The Queen Elizabeth Hotel 
(Montreal) 


Radisson Hotel (Minneapolis) 

Louis Rastetter & Sons 

Richmond Hotels, Inc. 

Riviera Hotel (Las Vegas 

Hotel Robert Meyer 
(Jacksonville, Fla.) 

Roney Plaza Hotel (Miami Beach) 

Roosevelt Hotel (New Orleans) 


St. Moritz Hotel (New York City) 
Senford Company 
San Marcos Hotel 

(Chandler, Arizona) 
Sans Souci-Versailles Hotels 

(Miami Beach) 
Hotel Savery (Des Moines) 
Sea Breeze Hotel 

(Palm Springs, Florida) 
Seville Hotel (Miami Beach) 
Shawnee Inn 

(Shawnee-on-Delaware, Pa.) 
Shelburne Hotel (Atlantic City) 
Sheraton-Blackstone Hotel 

(Chicago) 
Sheraton-Cadillac Hotel (Detroit 153 
Sheraton Corporation of 

America 
Sheraton-Gibson Hotel 

(Cincinnati) 148 
Sheraton-Park Hotel 

(Washington, D. C.) 30 
Sheraton-Towers Hotel (Chicago) 64 
Hotel Sherman (Chicago) 125 
Sho-Aids, Inc. 146 
Shure Brothers, Inc. 115 
Skirvin Hotel (Oklahoma City 104 
Skyline Inn 

(Mount Pocono, Pa.) ,114 
Skytop Club (Skytop, Pa. 50 
Sleepy Hollow Beach Hotel 

(South Haven, Michigan) 132 
Southwest Hotels, Inc. 
Spectaculart . 
Stardust Hotel (Las Vegas) 
State Fair of Texas (Dallas) 
Sun n’ Sand Hotel Court (Biloxi) 
Sun Valley Lodge 

(Sun Valley, Idaho) 
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Tamanaca Motel (New Orleans) 86 
Tampa Chamber of Commerce 64 
Tisch Hotels 82 
Trans Canada Airlines 68 
Trans World Airlines, Inc. Cover 2 
Travel Consultants, Inc. 83 
Tulsa Convention & Visitors 
Bureau 


Union Stockyard & Transit 
Company 
United Airlines, Inc. 
U. S. Hotel Thayer 
(West Point, N. Y.) 
United Van Lines 
Vagabondia Ill 


Bou 


HOTEL 


AUGUSTA 
GEORGIA 


“THE SOUTH’S LARGEST 
CONVENTION RESORT HOTEL” 


Villa Moderne 
(Highland Park, Ill.) 


Hotel Webster Hall (Pittsburgh) 
Wentworth-by-the-Sea Hotel 
(Portsmouth, N. H.) 
Western Airlines 
Western Hotels 
Hotel Westward Ho (Phoenix) 
Wheaton Van Lines, Inc. 
The Wigwam 
(Litchfield Park, Ariz.) 
Willard Hotel (Washington, D. C.) 
Wilding, Inc. 
Williamsburg Inn & Lodge 
(Williamsburg, Va.) 


@ 10 function rooms—all air-conditioned 
(banquet capacity—1000 
meeting capacity—1200) 

© 400 guest rooms—many air-conditioned 

@ 12 acres of beautiful grounds featuring 

Olympic Swimming Pool, 
18-hole putting green, 
Free Parking 

e A staff of convention specialists 

© Superb cuisine 

e Nightly entertainment 

Information and literature on request: 
Harold Norman George Bauer, 
General Manage Dir. of Sales 


r 
William ‘'Bill'' Boswell 
Sales Manager 


W 
IN MIAMI... 


in-town convenience / on-the-bay luxury —- 
with facilities for 1,000 conventioneers ! 


= DUPONT PLAZA 
HOTEL 


where downtown Miami 
meets 
Biscayne Bay 


100% air cor 

256 beautiful room 
ideally located 
1,000-seat Sky Roor 


individual meeting r 


all Mian 


FR 9-886) 


Less Than A Day -_ I'VE HEARD 
from Everywhere 

An exchange of anecdotes and 
PROVIDENCE 


R. I. his speech and make a point. 


facts to help a speaker spice 


when you're planning 
a convention with a... 


BUDGET 
IN MIND 


excellent convention facil- 
ities, good meeting rooms 


One of 3 convention hotels 
with over 800 rooms avail- 
able for conventions. Write 
the Sheraton or the Provi- 
dence Chamber of Commerce. 


CONVENE AT 
BEAUTIFUL... 


MACKINAC ISLAND _ 
MICHIGAN 


Subject: MARRIAGE 


After a few years of marriage, 
the young husband began to spend 
many evenings out with “the boys.” 
One night his conscience bothered 
him so he called his wife from his 
office. 

“Hello, darling,” he said. “Slip 
on your party clothes and meet me 
downtown. We'll have dinner at 
some quiet place and then we'll see 
a show. How about it?” 

“I'd be delighted to meet you, 
Henry,” she replied. “But why not 
come out to the house and get me? 
There’s nobody home.” 

Now hubbie spends every night 
at home. His name is Sam. 


Subject: BAD DEBTS 


A lumber dealer tried, for man\ 
vears, to figure out a way to collect 
overdue accounts without coming 
right out and saying, “pay or else.” 
Finally he hit upon the following 
cash-prompting message which he 
sends to all those who haven't paid 
their bills in six months: 

“It has been said that a man who 
squeezes a dollar never squeezes 
his wife. In looking over you 
account, it occurs to us that youl 
wife is not getting the attention 
she deserves.” 


Subject: MOTIVATION 


After voluminous reports, articles 
and speeches on motivation, these 
are still the best list of reasons 
why a woman is motivated to make 
a purchase: 

1. Her husband says she can’t 

have it. 

It makes her look thin. 

It comes from Paris. 

It’s different. 

Her neighbors can’t afford it. 
Nobody's got one. 

Everyone has one. 


Subject: SQUELCH 


A wolf, lounging in a hotel lobby 


perked up when an attractive young 


lady passed by. When his stand- 
ard “How-de-do?” brought nothing 
more than a frigid glance, he sar- 
casmed, “Pardon me, I thought 
you were my mother.” 

' “T couldn’t be,” she said. “I'm 
married.” 


Subject: COMMUNICATIONS 


Rich Indian drove up in this 
Rolls-Royce, took a carpet bag 
filled with hundred-dollar bills 
from the back seat and entered 
the Las Vegas hotel. Without a 
word he walked over to the rou- 
lette table, opened his bag, and 
started to bet. After three hours 
of bad luck, his bag was empty. 

He took his bag, put it onto the 
back seat of his car and drove to 
the nearest mountain. He built a 
fire and sent up a smoke signal: 
“Please send another $500,000.” 
Just as the last puff of his message 
rose into the air, an atomic explo- 
sion went off some miles behind 
him. The usual mushroom cloud 
billowed into the sky. 

An hour later, the Indian on the 
mountain received an answering 
smoke signal in the distance: 
“Monev is on its wav, but why 
holler?” 


Subject: SEMANTICS 


A group of student nurses, creep- 
ing back to the hospital one night, 
met three internes at the gate. 

“Shh,” said a nurse, “we've been 
out after hours.” 

“Shh,” said an interne, “we're 
going out after ours.” 


Subject: JEALOUSY 


Every evening when he came 
home from work his wife went 
over his clothes with near-micro- 
scopic inspection. Smallest hair on 
his coat would lead to a frightful 
scene. 

One night she found nothing, 
absolutely nothing, on his coat. She 
burst out in torrents of tears and 


» 


sobbed: “Even bald women, now! 
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“It's the 
little things 
that count... 


like putting a 


circus in the 


ballroom!” 


— says Arthur Taylor, 
Assistant Director of Sales 
Sheraton Corporation of America 


EAST 


NEW YORK 
Park-Sheraton 
Sheraton-East 
(the Ambassador) 
Sheraton-McAlpin 
Sheraton-Russell 


BOSTON 
Sheraton-Plaza 


WASHINGTON 
Sheraton-Carlton 
Sheraton-Park 


PITTSBURGH 
Penn-Sheraton 


“T remember the day the circus came to town 
right to the Penn-Sheraton Hotel in Pittsburgh. 
Big productions like this are constantly being 
staged in Sheraton convention rooms. I’d say the 
answer to their success is the meticulous attention 
Sheraton gives to the hundreds of little details in- 
volved in large-scale projects. 


“The important thing is that you can leave your 
sales meeting or convention in Sheraton’s capable 
hands from start to finish and know that every 
phase of the job will be done right.” 


When you turn over your convention or sales 
meeting to Sheraton, you can count on a smooth- 
running, trouble-free operation. Experts will 
arrange for everything from meeting rooms and 
banquet halls to menus and entertainment. 


Get A Free Planning Guide and Check List of 149 items 
to help your next banquet, or convention run 
smoothly. Write to: Sheraton Hotels, National 
Convention Office, Sheraton-Park Hotel, Wash- 
ington, D. C. Ask how Sheraton can help solve 
your specific problems, 


“S) SHERATON HOTELS 


Coast to coast In the U.S.A., in Hawaii and in Canada 


BALTIMORE 
Sheraton-Belvedere 
PHILADELPHIA 
Sheraton Hotel 
PROVIDENCE 
Sheraton-Biltmore 
SPRINGFIELD, Mass 
Sheraton-Kimbaill 
ALBANY 
Sheraton-Ten Eyck 
ROCHESTER 
Sheraton Hotel 
BUFFALO 

Sheraton Hotel 
SYRACUSE 
Sheraton-Syracuse Inn 


BINGHAMTON, N. Y. 
Sheraton Inn 


MIDWEST 
CHICAGO 
Sheraton-Blackstone 
Sheraton Towers 
DETROIT 
Sheraton-Cadillac 
CLEVELAND, Ohio 
Sheraton-Cleveland 
CINCINNATI 
Sheraton-Gibson 
ST. LOUIS 
Sheraton-Jefferson 


OMAHA 
Sheraton-Fontenelle 


AKRON 
Sheraton Hotel 


INDIANAPOLIS 
Sheraton-Lincoln 


FRENCH LICK, Ind 
French Lick-Sheraton 


RAPID CITY, S. D 
Sheraton-Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton-Warrior 


SIOUX FALLS, S. D 
Sheraton-Carpenter 
Sheraton-Cataract 
CEDAR RAPIDS, lowa 
Sheraton-Montrose 


SOUTH 
LOUISVILLE 
Sheraton Hotel 
The Watterson 
DALLAS 
Sheraton-Dallas 
NEW ORLEANS 
Sheraton-Charles 
MOBILE, Alabama 
The Battle House 


WEST COAST 


SAN FRANCISCO 
Sheraton-Palace 


LOS ANGELES 
Sheraton-West 
(formerly the 
Sheraton-Town House) 


PASADENA 
Huntington-Sheraton 


PORTLAND, Oregon 
Sheraton-Portiand Hotel 


HAWAII 
HONOLULU 
Royal Hawaiian 
Princess Kaiulani 
Moana 

Surfrider 


CANADA 

MONTREAL 
Sheraton-Mt Royal 
The Laurentien 
TORONTO 

King Edward Sheraton 
NIAGARA FALLS, Ont 
Sheraton-Brock 
HAMILTON, Ont 
Sheraton-Connaught 


STAYING UP THERE IS A LITTLE TOUGHER 


Success in sales is a shaky perch at best. It takes exceptional grit, 
experience and ability to get there—and more often than not— 
a balancing act to stay there. 

Jam Handy professional sales training service will keep your men 
on top of the job. The right motion pictures, slidefilms and 
other visual aids will dramatize your product advantages and 


market potential. But perhaps even more importantly, well 
conceived services with “savvy” help you stress sound selling 
techniques. We're talking about solid, proven fundamentals— 
the kind that keep competition down in its place. 


Costs will be realistic for top-flight quality. For full details, get 
in touch with... 


7c VAM HANDY Ongangatin 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 


MOTION PICTURES #¢ DRAMATIZATIONS e¢ PRESENTATIONS e VISUALIZATIONS e¢ SLIDEFILMS e TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD, Hollywood 3-2321 DETROIT, TRinity 5-2450 DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-6757 


